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中 文 摘 要 ： 本三年期計畫欲逐步探討影響轉碼廣告效果的因素。所謂轉碼廣告
，指的是在同一則廣告中插入外國語言於文案中的廣告，由於不同
語言會影響消費者的認知與偏好，因此，轉碼廣告的語言使用會影
響轉碼廣告的效果。
許多研究已證實轉碼廣告會影響消費者的廣告態度，然而，對於轉
碼廣告中語言的使用，如該使用何種語言?不同語言的配對與比例
，或可能影響廣告效果的因素等相關研究仍較少，因此，本計畫以
三個子研究分別探討影響轉碼廣告效果的干擾變項—語言熟悉度、
消費者認同與產品類別，並探討其中的中介變數。本研究分三部分
進行探討: (1)驗證不同產品類別的轉碼廣告說服效果，並驗證該效
果是否能同時存在於非雙語精通者(non-bilinguals)與雙文化雙語
使用者(bicultural bilinguals)中；(2) 確認消費者認同對轉碼廣
告效果的影響效果；(3)驗證語言熟悉度對轉碼廣告的干擾效果，同
時提出語言理解度為其中重要的中介變數。
藉由理解影響轉碼廣告的重要因子與其中的影響歷程可以幫助理解
消費者心理，並能提供於採用轉碼廣告時的實務建議，其研究結果
能貢獻於消費者行為、廣告效果與國際行銷等相關領域。

中文關鍵詞： 轉碼廣告、語言熟悉度、消費者認同、廣告效果評估

英 文 摘 要 ： This research investigates the moderating role of language
familiarity, consumer identity and product categories in
code-switched ad effectiveness for non-bilingual consumers.
Code-switched ads refer to ads that insert foreign words or
phrases into a sentence in an advertising copy (e.g.,
headline and slogan), resulting in a mixture of native and
foreign languages in the ads.
Code-switched ad has been found to have great impact on
consumers attitudes toward the ad and it has sprung up over
the advertising research with time (Luna and Peracchio,
2005b; Luna and Peracchio, 2001; Luna, Lerman, and
Peracchio, 2005) Nevertheless, there is scant research
literature available on the use of CS in advertising. The
persuasion effect of a code switching ad could be
influenced by both intrinsic, such consumer identity, and
extrinsic, such as language familiarity and product
category aspects. Therefore, in this research project,
three different aspects will be further examined: (1) the
critical effect of product category on persuasion of a
code-switched ad between non-bilinguals, and bicultural
bilinguals; (2) The moderating role of and consumer
identity on a code-switching ad; (3) the moderating effect
of language familiarity on persuasive of a code-switching
ad and the underlying mechanism mediating role of language
comprehension on persuasive of a code-switching ad.
By advancing our understanding of the mechanism and
applications of CS advertising, this research project will
provide a valuable contribution to the fields of consumer



psychology and advertising, as it will unveil the
phenomenological mechanisms involved in consumer-related
phenomena and provide useful insights for managerial
applications. The proposed studies will provide advertisers
with guidelines for developing advertising strategies in
Taiwan.

英文關鍵詞： Code-switched ad; consumer identity; foreign language
familiarity, ad effectiveness
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本三年期計畫欲逐步探討影響轉碼廣告效果的因素，分三部分進行探討: (1)驗證不同產品

類別的轉碼廣告說服效果，並驗證該效果是否能同時存在於非雙語精通者(non-bilinguals)與雙

文化雙語使用者(bicultural bilinguals)中；(2) 確認消費者認同對轉碼廣告效果的影響效果；(3)

驗證語言熟悉度對轉碼廣告的干擾效果，同時提出語言理解度為其中重要的中介變數。茲將三

部分內容分述如下： 

子計畫一：Language Choice in Advertising for Multinational Corporations and Local Firms: A 

Re-Inquiry Focusing on Monolinguals 

This research involved conducting 2 studies to investigate whether the asymmetric language 

effects observed by Krishna and Ahluwalia (2008) among bilinguals can be replicated among 

monolinguals. In Study 1, we observed asymmetric language effects for local firms, but not for 

multinational corporations (MNCs), which differs from Krishna and Ahluwalia’s observations. Based 

on the Study 1 results, Study 2 further proposes and tests two routes (language expectation and 

language-based) that lead to consumer slogan evaluations. The findings of Study 2 suggest that 

slogan evaluations for MNCs were determined via the language expectation route, whereas 

evaluations for local firms were determined via the language-based association route. This research 

provides evidence that monolinguals have different responses to language choices in advertising than 

bilinguals do. Possible explanations and implications are discussed, and future research directions are 

outlined for this underexplored area. 

 

子計畫二：Local or Global Image? The Role of Consumers’ Local-Global Identity in Code-Switched 

Advertising Effectiveness among Monolinguals 

Local and global brands alike have increasingly used code-switching to enhance advertising 

persuasion. Although this tactic is widely used, previous studies have focused on bilinguals, but not 

monolinguals. Because of the emerging use of code-switching in advertisements in monolingual 

markets, more research efforts are required to understand its effectiveness and boundaries among 

monolinguals. This study investigated whether the consumers’ local-global identity plays a 

moderating role in the effectiveness of code-switched advertisements among monolinguals. The 

consumers’ local-global identity refers to the combination of local and global identities possessed by 

individuals that affect how they define themselves in relation to the social environment. Study 1 
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(manipulating consumers’ local–global identity) demonstrated that the local-global identity 

moderated the effect of code-switched advertisements. The results indicated that the congruence 

between code-switching and the consumers’ local-global identity enhanced persuasiveness, and that 

advertising involvement mediated this effect. Study 2 replicated the findings of Study 1 by using a 

local-global identity measure. These findings provide implications for branding and advertising 

strategies. 

 

子計畫三：Creating an Effective Code-Switched Ad for Monolinguals: The Influence of Brand 

Origin and Foreign Language Familiarity 

This study investigates the influence of brand origin and foreign language familiarity in 

code-switched (CS) ad effectiveness for monolingual consumers. CS ads refer to ads containing 

foreign words or phrases in an advertising copy (e.g., headline and slogan), resulting in a mixture of 

native and foreign languages. In this research, we conducted a pilot study to show the increasing 

trend of using code-switching in ads, regardless of whether the brands are local or foreign, in a 

monolingual market. We further examine if the effectiveness of CS ads is contingent on the brand 

origin among monolinguals. Study 1 showed that non-CS ads were perceived more favorably than 

CS ads for advertising a local brand. However, not all of the CS ads were perceived more favorably 

than non-CS ads when a foreign brand was advertised. The results of Study 2 showed that when a 

foreign brand was advertised, CS ads using a high exposure foreign language were evaluated more 

favorably than CS ads using a low exposure foreign language. Foreign language familiarity played a 

mediating role in the observed effects. We provide evidence that the research findings on CS ads 

among bilinguals cannot be applied to monolinguals. We discuss implications for international 

marketing and suggest advertising strategies for practitioners. 

 

本計畫藉由理解影響轉碼廣告的重要因子與其中的影響歷程可以幫助理解消費者心理，並

能提供於採用轉碼廣告時的實務建議，其研究結果能貢獻於消費者行為、廣告效果與國際行銷

等相關領域。 

研究計畫內容全文呈現如下頁。 
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Language Choice in Advertising for Multinational Corporations and Local Firms: 

A Re-Inquiry Focusing on Monolinguals 

Language choice in advertising serves as a marketing tool in positioning a firm’s brand (local vs. 

global; Alden, Steenkamp, and Batra 1999; Chang 2008). Krishna and Ahluwalia (2008) examined 

language choice in advertising by multinational corporations (MNCs) and local firms with a focus on 

bilinguals. Their results revealed that language choice in ad slogans did not influence evaluations of 

ads used by local firms to market necessity and luxury goods. However, for MNCs, a foreign 

language (i.e., English) was more effective than the local language in marketing luxury goods, 

whereas the local language (i.e., Hindi) led to more favorable evaluations of ads for marketing 

necessity goods. These findings have crucial managerial implications for MNCs and local firms in 

marketing communications. Our research aims to answer the question: Can the asymmetric language 

effect among bilinguals mentioned above be generalized to a monolingual population? 

Because of the growth of bilingual populations worldwide, code-switched ads which contain two 

or more languages have been widely adopted by marketers to attract the attention of bilinguals. The 

use of this advertising tactic has emerged as a trend in monolingual countries such as China, South 

Korea, and Taiwan. Longitudinal research involving content analysis has suggested that 

code-switched ads are widely used in Taiwan. Specifically, the use of English brand names in 

code-switched ads in the Taiwanese market has gradually increased (over 80% in total in 2007, 2009, 

and 2012, Lin and Yang 2013), particularly compared with the 53.90% observed in magazine ads 

sampled from 2003 to 2004 (Chang 2008). 

Grosjean (1992, p. 51) stated that “[b]ilingualism is the regular use of two (or more) languages, 

and bilinguals are those people who need and use two (or more) languages in their everyday lives.” 

Our target populations, called monolinguals in this research, do not communicate in two languages 
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regularly. Previous research has identified differences (e.g., brain and cognition) between bilinguals 

and monolinguals (see Bialystok, Craik, and Luk 2012 for a review). For instance, bilinguals expend 

more effort retrieving a common word than monolinguals (Jones et al. 2012); however, bilinguals 

have better executive control than monolinguals (Bialystok et al. 2012). Research has also shown that 

the language switching mechanism of bilinguals is different from that of monolinguals (Costa and 

Santesteban 2004). As such, the manner in which monolinguals process code-switched ads should be 

different from that of bilinguals; thus, it is not appropriate to assume that findings observed among 

bilinguals can be generalized to monolinguals. This research entailed conceptually replicating 

Krishna and Ahluwalia’s (2008) research in a monolingual context. Specifically, we reinvestigated 

the effects of asymmetric language on ad effectiveness and the underlying mechanisms among 

monolinguals. Examining language choice in advertising targeting monolinguals not only fills the 

research gap but also provides marketing communication implications for practitioners. 

In contrast to Krishna and Ahluwalia’s findings, we found that asymmetric language effects were 

not observed for MNCs but were for local firms. In Study 1 for MNCs, ad slogans with foreign 

language elements were evaluated more favorably by monolinguals than those with local language 

elements, regardless of the product type. For local firms, English slogans were evaluated more 

favorably than Chinese in marketing luxury goods. However, Chinese slogans were more effective 

than English slogans in marketing necessities. Based on the Study 1 results, we further proposed and 

tested two routes (language expectation and language-based association) that lead to slogan 

evaluations among monolinguals in Study 2. The results suggest that slogan evaluations for MNCs 

were determined via the language expectation route, whereas evaluations for local firms were 

determined via the language-based association route. Due to in-group favoritism, consumers are 

content focused when processing ad messages from local firms with which they share a group 
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identity (i.e., nationalism). Consumers pay attention to the advertised content, rather than the 

language used. Attitudes toward an ad slogan are more favorable if the association of the advertised 

product matches the language used in the ad. On other hand, when evaluating ad slogans by MNCs, 

consumers focus on peripherals (i.e., language used) instead of content. Monolinguals have less 

attentional control for incongruent stimuli, so the use of a language that meets expectation is 

preferred. Given this, our study goes beyond replicating previous advertising research on code 

switching and provides managerial implications for MNCs and local firms that can be used to inform 

their language choices in marketing products to monolingual populations (Carlson 2015).  

THEORETICAL BACKGROUND 

Numerous studies have investigated language choice in advertising to bilinguals over the past 

decade (e.g., Bishop and Peterson 2010; Luna and Peracchio 2005a; 2005b), particularly in terms of 

the impact of code-switching on ad persuasion. For example, picture–text congruity (Luna and 

Peracchio 2001) and motivation (Luna and Peracchio 2002) have been shown to facilitate second 

language processing and, thus, enhance ad message recall and recognition. Consumer language 

attitude (Luna and Peracchio 2005a), attitude toward code-switching (Luna and Peracchio 2005b), 

and type of processing (Luna, Lerman, and Peracchio 2005) have been identified as moderating the 

effect of code-switched ads. Recent research has also shown that brand origin and product category 

(Krishna and Ahluwalia 2008) as well as ad content (Carroll and Luna 2011) and medium context 

(Bishop and Peterson 2010; 2011) should be considered in language choice in advertising.  

Some researchers have shifted the focus to monolingual populations. Chang (2008) has shown 

that using the local language in a brand name enhances brand trust and liking among Taiwanese 

consumers across three product categories (telecommunication, fashion and food). Villar, Ai, and 

Segev (2012) found that Chinese consumers prefer the language used in the brand name to match its 
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brand origin. Due to different research designs and foci, the generalizability of these research 

findings across two populations appears to be an important research gap.  

Bilingualism research has shown differences in cognition and effort expended on such tasks as 

reading between bilinguals and monolinguals. Reading words demands more work from the brain of 

bilinguals than that of monolinguals (Jones et al. 2012). Bilinguals have a smaller receptive 

vocabulary size (Bialystok and Luk 2012) and slower responses to naming pictures (Costa and 

Santesteban 2004), comprehending (Ransdell and Fischler 1987), and producing words (Ivanova and 

Costa 2008) than monolinguals. In contrast, bilinguals have better executive control and linguistic 

performance than monolinguals due to their lifetime experience managing attention to two languages 

(Bialystok et al. 2012). Bilinguals’ language switching mechanism is different from that of 

monolinguals (Costa and Santesteban 2004) in that switching from the weaker language to the more 

dominant language is harder than vice versa for monolinguals, but not for bilinguals. Given these 

differences, it is likely that the asymmetric language effects observed among bilinguals will not be 

replicated among monolinguals.  

To compare the results of our research with those of Krishna and Ahluwalia (2008), we 

replicated all of their studies, including the pilot study, four pretests, and two main experiments, as 

well as their procedures and measures. In the interest of brevity, we do not repeat all of the details in 

this paper. In the pilot study, we report how language favorability and use of language differ between 

India and Taiwan. We develop the stimuli used for the two experiments in the pretests and then 

present our main studies and results. Finally we discuss our findings and implications. 

PILOT STUDY 

The purpose of the pilot study was to understand the language use, proficiency and perceived 

favorability of both languages. Fifty undergraduate students (Mage = 20.41, 36% male) from a 
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university in Taiwan participated in the study. Table 1 shows that Chinese is the dominant language 

used in Taiwan (both at home and at school). In addition, a self-assessment of language proficiency 

showed that the subjects were more proficient in Chinese than in English, which indicates that our 

target population consisted of monolinguals.  

To evaluate language favorability, the subjects were required to assess two languages. Table 2 

summarizes responses to open-ended and rating-based items regarding language favorability. An 

open-ended question prompted subjects to describe their thoughts, images, and feelings when hearing 

someone speaking English (Chinese). The results showed that both languages were considered 

favorable because positive thoughts were significantly more numerous than negative thoughts 

(Chinese: M = .6 vs. .0, t(49) = 5.42, p < .001; English: M = .68 vs. .3, t(49) = 2.91, p < .01). 

Consistent with these findings, the subjects reported that their feelings toward both languages were 

favorable (neutral midpoint = 4; English = 5.4, Chinese = 6.16, both differed from 4.00 at p < .001). 

For the two items regarding negative associations (inferior and embarrassing), both languages 

received low scores (midpoint = 3, inferiority: M = 2.5 and 1.26 for English and Chinese; 

embarrassing: M = 2.6 and 1.24 for English and Chinese; all four differed from 3.00 at p < .02), 

indicating that neither language was evaluated negatively.  

The results (Table 3) indicate that English exhibited significantly stronger associations with all 

of the words representing sophistication (all p < .001) except “exclusivity,” whereas Chinese 

exhibited significantly stronger associations with most of the items representing belongingness (all p 

< .001), except “personal.” In addition, English was associated more strongly than Chinese with 

“distant” and “upper class” (p < .001). However, the languages did not differ in the extent to which 

they were perceived as polite or stern, or associated with the middle class (all p > .1).        

PLACE TABLES 1, 2 and 3 ABOUT HERE 



8 

 

Discussion  

In Taiwan, both Chinese and English were evaluated favorably. Nevertheless, the subject 

population was more fluent in Chinese than in English. These results differ from Krishna and 

Ahluwalia, in which the bilingual population in India was fluent in both the foreign (English) and 

local (Hindi) languages. Still, our pilot study revealed a language association pattern similar to that 

observed by Krishna and Ahluwalia, namely that the local language (Chinese) was associated with 

belongingness (family, closeness, sense of belonging, and caring), whereas the foreign language 

(English) was associated with sophistication (globalness, cosmopolitanism, professionalism, and 

prestige) and the upper class.  

PRETESTS AND DEVELOPMENT OF STIMULI 

Pretests  

Pretest 1: Language Expectations. Forty MBA students (Mage = 24.6, 37.5% male) from a large 

university in Taiwan were recruited and rated the extent to which they expected (two 7-point scales, 

anchored by unexpected/expected and unlikely/likely) that an ad slogan from either a local company 

or an MNC would be in English, Chinese, or a mixed language (Cronbach’s alphas for all three 

language types > .94). A Chinese slogan was more highly expected (M = 6.78) for local firms than a 

mixed-language (M = 5.98) or English (M = 4.3, all p’s < .01) slogan. By contrast, for MNCs, 

English (M = 6.5) and mixed-language (M = 6.4) slogans were similarly highly expected (p > .6), 

while a Chinese slogan was less expected and its mean value was significantly lower (M = 4.78, both 

p < .01). The results (Table 4) indicate that local firms were not expected to use the foreign language 

and MNCs were not expected to use the local language, which is similar to those of Krishna and 

Ahluwalia. In contrast, a mixed language was not considered an unexpected language for an MNC 

among the monolinguals in our study. 
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Pretest 2: Relevance of Belongingness and Sophistication. Twenty-two different students (Mage = 

21.09, 50% male) from the same university participated in testing the relevance of associations with 

belongingness (closeness and friendliness, r = .9) and sophistication (sophistication and global, r 

= .85) in evaluating necessity and luxury goods. The results reveal that product category had a main 

effect on belongingness (F(1, 20) = 30.57, p < .001) and sophistication (F(1, 20) = 51.67, p < .001). 

For necessity goods, belongingness (M = 6.59) was rated as significantly more important than 

sophistication (M = 3.45, F(1,10) = 79.88,  p < .001), while for luxury goods, sophistication (M = 

6.27) was rated as significantly more important than belongingness (M = 3.32, F(1,10) = 23.29, p 

= .001). The results (Table 5) are similar to those observed by Krishna and Ahluwalia.  

Pretest 3: Product Categories. Pretest 3 was conducted to select a target product for each 

category. Another fifty undergraduate students (Mage = 22.62, 34% male) from the same university 

were recruited. The results (Table 6) indicate that soap was perceived as a necessity (M = 1.2), 

whereas ice cream was perceived as a luxury (M = 3.74, F(1,49) = 174.81, p<.001). These two 

products fulfilled the following requirements: (a) they were frequently purchased by the students; (b) 

price was not the only consideration in purchasing them, and (c) the students did not consider the 

country of origin when purchasing them. Therefore, we used soap and ice cream as necessity and 

luxury goods, respectively, in our main study. 

Pretest 4: Ad Slogans. We developed four language formats for ad slogans for each product 

category (Table 7) in accordance with Krishna and Ahluwalia. The different language versions were 

translated using the standard back translation technique (Hui and Triandis 1985) to ensure that they 

had the same meaning. An additional pretest involving 40 undergraduate students (Mage = 22.68, 35% 

male) was conducted to ensure that all four ad slogans were free of confounds. No differences were 

observed among the four versions of the slogans in perceived flow, clarity, and appeal (all p’s >.2). 
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PLACE TABLES 4, 5, 6 and 7 ABOUT HERE 

STUDY 1: TESTING KRISHNA AND AHLUWALIA’S FRAMEWORK  

 Krishna and Ahluwalia (2008) suggest that when the language of a slogan is unexpected, 

bilinguals pay attention to language-based associations. Slogan evaluations were more positive when 

the associations matched the product category. In other words, the foreign language was associated 

with sophistication, which matches luxury goods, and thus enhances slogan evaluations for luxury 

goods. The local language was associated with belongingness, which matches necessity goods, and 

thus enhances slogan evaluations for necessity goods. Local and mixed-language slogans are 

unexpected for MNCs, whereas none of the language formats are unexpected for local firms. Thus, 

language-based ad effects have been observed for MNCs but not for local firms. The purpose of 

Study 1 is to test whether Krishna and Ahluwalia’s framework is valid among monolinguals.  

Method 

A 2 (corporation: multinational vs. local) × 2 (slogan language: English vs. Chinese) × 2 

(product type: luxury vs. necessity) between-subjects design was used. A total of 327 students (Mage 

= 20.36, 43.1% male) enrolled in marketing classes in Taiwan participated in the study and were 

randomly assigned to one of eight treatment conditions. The subjects read a short paragraph 

describing the company that was advertising (the descriptions were identical except for information 

identifying the company as either a local firm or an MNC). Subsequently, a print ad (one of four 

versions: English ice cream, Chinese ice cream, English soap, and Chinese soap) and dependent 

measures (slogan evaluation: good/bad and like/dislike, r = .90) as well as covariates (language 

fluency: reading, writing, and speaking,  = .85; net language favorability: difference between 

reported evaluations of English and Chinese) were presented. The covariates had no significant 

effects on the dependent variable. Thus, we did not include them in the analysis.     
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Results  

The data were analyzed as a 2 (corporation) × 2 (slogan language) × 2 (product type) factorial 

design. Degrees of freedom for all measures are 1 and 319 unless otherwise indicated. Treatment 

means are listed in Table 8. The three-way ANOVA revealed a main effect of product type (F = 9.63, 

p < .01) and slogan language (F = 9.15, p < .01) on slogan evaluation. The results suggest that among 

the different conditions, the soap ad (M = 5.10) was evaluated more favorably than the ice cream ad 

(M = 4.74), the English slogan (M = 5.09) was considered more favorably than the Chinese slogan 

(M = 4.74), and the interactions of corporation with slogan language (F = 8.83, p < .01) and product 

type with slogan language (F = 36.98, p < .001) were significant. These effects were qualified by a 

significant three-way interaction (F = 13.25, p < .001). For the MNC, the interaction of language 

with product type was marginally significant (F = 3.23, p =.07). The results showed that for 

necessities, the English slogan (M = 5.31) was evaluated more favorably than the Chinese slogan was 

(M = 4.9; F = 3.09, p < .08). A similar result pattern was observed for luxury goods. The English 

slogan (M = 5.36) was evaluated more favorably than the Chinese slogan was (M = 4.38; F = 18.03, 

p < .001). For the local firm, we observed a significant two-way interaction between slogan language 

and product type (F = 47.41, p < .001). The subjects evaluated the Chinese slogan more favorably 

than the English slogan (M Chinese = 5.64, M English = 4.52, F = 23.45, p < .001) for necessity goods. 

However, for luxuries, the subjects evaluated the English slogan more favorably than the Chinese 

slogan (M English = 4.04, M Chinese = 5.17, F = 23.96, p < .001). 

PLACE TABLE 8 ABOUT HERE 

Discussion 

The results of our study conducted in Taiwan, a monolingual country, exhibit a different pattern 

than Krishna and Ahluwalia’s (2008) research. Our results suggest that for an MNC, when the 
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language choice is consistent with the firm’s country of origin, slogan evaluations are enhanced. 

Therefore, MNCs should use a foreign language to market its product regardless of the product type. 

However, for local firms, the language choice for ad slogans should depend on the product type. The 

local language should be used for marketing necessity goods, whereas a foreign language should be 

used for marketing luxury goods.  

Based on the results of Study 1, we propose two possible routes that lead to the formation of 

slogan evaluation among monolinguals, language expectation and language-based association. If 

slogan evaluations are formed through language expectation, the expected language should be used 

for marketing communication. MNCs should use a foreign language, whereas local firms should use 

the local language. If slogan evaluations are formed through language-based associations, they are 

more positive when the associations match the product category. The foreign language is associated 

with sophistication, which matches luxury goods and, thus, enhances the slogan evaluations for this 

category. The local language is associated with belongingness, which matches necessity goods and, 

thus, enhances the slogan evaluations for this category. Figure 1 illustrates the predictions of slogan 

evaluation. Study 2 was conducted to test our proposed routes. 

PLACE FIGURE 1 ABOUT HERE 

STUDY 2: ROUTE OF SLOGAN EVALUATION AND THE UNDERLYING PROCESS 

Because our findings in Study 1 differed from those of Krishna and Ahluwalia, instead of 

following their study and investigating the mechanism underlying the effects only for MNCs, we 

examined slogan evaluations for both MNCs and local firms. In addition to testing whether the 

findings of Study 1 could be replicated using mixed-language slogans, Study 2 tested the proposed 

routes to slogan evaluation formation. A total of 571 undergraduate students (Mage = 21.74, 42.2% 

male) participated in this study and were randomly assigned to groups according to a 2 (corporation: 
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multinational vs. local) × 2 (product type: luxury vs. necessity) × 4 (language: English vs. most 

English vs. most Chinese vs. Chinese) between-subjects design. All ad versions used in this study are 

listed in Table 7. The procedure and key dependent variable (slogan evaluation: r = .90) were 

identical to those of Study 1. Participants’ perceptions of the slogan in the dimension of 

belongingness were evaluated using three 7-point scales anchored by impersonal/personal, 

distant/close like family, and formal/friendly (α = .71), whereas perceptions of sophistication were 

assessed using three 7-point scales anchored by rural/cosmopolitan, middle class/upper class, and 

local/global (α = .76). 

Results 

Overall omnibus analysis. The data were analyzed as a 2 (corporation) × 2 (product type) × 4 

(language) factorial design. Degrees of freedom for all measures are 3 and 555 unless otherwise 

indicated. The three-way ANOVA on slogan evaluation revealed the overall main effects of product 

type (F(1, 555) = 7.13, p < .01) and language (F = 3.62, p < .02). The main effect of product type 

revealed a higher slogan evaluation for necessity (M = 5.02) than for luxury goods (M = 4.8). The 

main effect of language showed that the Chinese slogan was evaluated lower (M = 4.69) than the 

mostly Chinese slogan (M = 4.93), the mostly English slogan (M = 5.07), and the English slogan (M 

= 4.94, p’s < .01). There were no differences among the last three slogan evaluations. The two-way 

interactions of corporation with language (F = 4.61, p < .01) and product type with language (F = 

8.47, p < .001) were significant. These two-way interactions must be interpreted in light of a 

significant three-way interaction (F = 7.24, p < .001). We further examined the product type and 

language interaction regarding local firms and MNCs. Means, by condition, are presented in Table 9. 

Multinational corporation. A 2 (product category) × 4 (language type) ANOVA revealed that the 

two-way interaction was significant (F = 3.14, p < .05), which indicates that slogan evaluation in 
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different language formats exhibited different patterns between necessity and luxury goods. When 

the product was a luxury good, the language format of the slogan exerted a significant effect on 

slogan evaluation (F = 3.41, p < .05). The pattern of slogan evaluation revealed that the Chinese 

slogan (M = 4.53), the mostly Chinese (M = 4.91) and the mostly English (M = 4.8) was evaluated 

lower than the English slogans (M = 5.25; all p’s < .05). The former three was no significantly 

different. However, when the product was a necessity, the language format of the slogan exerted a 

significant effect on the slogan evaluation (F = 6.62, p < .001). The Chinese slogan (M = 4.37) was 

considered the least favorable, followed by the English slogan (M = 4.85). The two mixed versions 

exhibited a similar evaluation (M = 5.28 and 5.3 for the mostly Chinese and mostly English slogans, 

respectively) and were evaluated significantly more highly than the Chinese slogans (all p’s < .05). 

The results suggest that for MNCs, slogans with English elements (e.g., an English or a 

mixed-language slogan) were evaluated more favorably than the Chinese slogan in marketing luxury 

goods. The Chinese slogan was the least favorable in both product categories for an MNC. These 

results support the prediction of the language expectation route rather than the language-based 

association route. 

Local firm. A 2 (product category) × 4 (language format) ANOVA revealed that the two-way 

interaction was significant (F = 12.30, p < .001). When the product was a necessity, the language 

format of the slogan exerted a significant effect on the slogan evaluation (F = 6.70, p < .001). The 

Chinese slogan (M = 5.63) was the most favorable, followed by the mostly Chinese (M = 5.08) and 

mostly English slogans (M = 5.09). The English slogan was rated the least favorable (M = 4.56). The 

latter three slogan evaluations were not significantly different. When the product was a luxury good, 

the language format of the slogan exerted a significant effect on the slogan evaluation (F = 7.02, p 

< .001). The English (M = 5.10) and mostly English slogans (M = 5.10) were the most favorable, 
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followed by the mostly Chinese slogan (M = 4.46). The Chinese slogan was rated the least favorable 

(M = 4.23). The results suggest that for local firms, the Chinese slogan was the most favorable for 

marketing necessities; however, English or mostly English slogans were more favorable for 

marketing luxury goods. Results support the prediction of the language-based association route. 

PLACE TABLE 9 ABOUT HERE 

Underlying mechanism. To test the prediction that belongingness (sophistication) perceptions 

mediate slogan evaluations for necessity goods (luxury goods), we conducted a moderated mediation 

analysis in accordance with Hayes (2013). A bootstrapping method supported the claim that 

belongingness perceptions mediate the effect of slogan language on slogan evaluations for necessity 

goods, with the 95% confidence interval (CI) of the indirect effect excluding zero (lower limit [LL] 

CI = -.2237; upper limit [UL] CI = -.0356). As expected, belongingness did not mediate slogan 

evaluations for luxury goods, with the 95% confidence interval of the indirect effect including zero 

(LL CI = -.0496; UL CI = .1132). Conversely, a bootstrapping method supported the claim that 

sophistication perceptions mediate the effect of slogan language on slogan evaluations for luxury 

goods, with the 95% confidence interval of the indirect effect excluding zero (LL CI = .0215; UL CI 

= .1110). However, sophistication also mediated slogan evaluations for necessity goods, with the 

95% confidence interval of the indirect effect excluding zero (LL CI = .0189; UL CI = .1173). This 

mediation effect was not expected.  

GENERAL DISCUSSION 

The results of the two studies in this research show that Krishna and Ahluwalia’s (2008) findings 

regarding bilinguals in India cannot be replicated among monolinguals. The language choice in ad 

slogans by MNCs and local firms targeting monolinguals seems more complex than that for slogans 

targeting bilinguals. In the two studies, for MNCs, the English (or mixed language) slogan was 
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evaluated more favorably than the Chinese slogan, regardless of the product category. The findings 

support the language expectation route. In contrast, the results for local firms seem to support the 

language-based association route. In both studies, for local firms, the English slogan was evaluated 

more favorably than the Chinese slogan in marketing luxuries, whereas the Chinese slogan was more 

favorable than the English slogan in marketing necessities. Study 2 further shows that the English 

slogan was considered as favorably as the mostly English slogan, and more favorably than the 

Chinese in marketing luxuries. Slogans with foreign language elements (except when the local 

language is dominant) are superior in positioning a brand as a luxury, whereas slogans with local 

language elements are superior in positioning a brand as a necessity.  

In-group favoritism, which refers to when a group member tends to have a more favorable 

attitude toward other group members than people outside the group (Tajfel and Turner 1986), may 

explain why the two routes were taken. Researchers have indicated that messages from in-group 

members evoke content-focused processing (Mackie, Worth, and Asuncion 1990). Consumers share a 

group identity (i.e., nationalism) with local firms, but not with MNCs; thus, when they see ads from 

local firms, they are likely to pay attention to the advertised content (e.g., messages and product 

category), not simply the language used. When the product category association matches the 

language used, slogan evaluation is more favorable. On other hand, for MNCs, consumers focus on 

the peripherals (e.g., language used). Research has indicated that monolinguals possess inferior 

attentional control over incongruent stimuli (Bialystok et al. 2012). Thus, it is likely that when they 

view mixed-language or English slogans by MNCs, they prefer the use of language that meets their 

expectation, which supports the language expectation route. MNCs should be aware in monolingual 

markets that using only the local language in ad slogans to position a brand (i.e., local positioning) 

might not be as effective as expected (Alden, et al. 1999; Chang 2008). 
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Regarding the underlying mechanism, findings concerning the mediation effects of 

belongingness and sophistication were mixed. As expected, belongingness mediated the effect of 

language on slogan evaluations for necessity goods, but not for luxury goods. Our pilot study results 

show that Chinese is associated with belongingness, whereas English is associated with 

sophistication. Taiwan’s history of Japanese occupation and rule also enhances the Chinese–

belongingness association. Using Chinese activates consumers’ belongingness association. Thus, 

Chinese is more relevant than English in evaluating necessities, and English is more relevant in 

evaluating luxury products. However, our findings show that sophistication mediates the effect of 

language on slogan evaluations for both necessity and luxury goods. This unexpected result has two 

possible causes. The ad slogans used in the studies were different for the two product categories. The 

mediation effect was likely caused by the slogans rather than the product categories. In addition, in 

accordance with Krishna and Ahluwalia’s study, the relevance of product category association to 

sophistication was measured on two scales, sophistication and global, whereas the mediation effect 

of sophistication was measured on three scales anchored by rural/cosmopolitan, middle class/upper 

class, and local/global. The former construct focused on the association of sophistication with 

product categories, whereas the latter construct was used to measure respondents’ perceptions of 

slogans on sophistication. The differences in the foci of the measures might be problematic.  

Our findings seem consistent with the ad practices in Taiwan observed by Chang (2008), who 

indicated that the product category with the highest percentage of English brand names was luxury 

goods (e.g., fashion and cosmetics), whereas the product category with the highest percentage of 

Chinese brand names was necessity goods (e.g., daily consumption products and food). In addition, 

Chang (2008) indicated that English brand names enhanced the perceived globalness of a brand and 

Western models enhanced the perceived product quality, whereas Chinese brand names were 
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associated with brand friendliness and trust among monolinguals in Taiwan. These factors might 

explain the effects that we observed for local firms in our study. Further research is required.  

Language–product and language–country of origin (language-based association) congruity 

effects may provide an alternative theoretical explanation for our research findings. For slogan 

evaluations to be positive, language associations must match the country of origin and product type 

associations. When there is a language–product or language–country of origin mismatch, evaluations 

are low. For monolinguals, foreign language ads are salient; monolinguals pay attention to these ads 

because they are unfamiliar with the language and the ads break their everyday norms. For MNCs, if 

the language matches the country of origin association, evaluations are high. Mixed-language slogans 

are more effective than English-only slogans because they are understood better by monolinguals 

(Study 2). Including only a small portion of English activates congruent associations. For local firms, 

if language associations match product associations, evaluations are high. Thus, a foreign language 

should be used to advertise luxury products.  

This research was designed to compare Krishna and Ahluwalia’s findings with findings obtained 

from a monolingual population. However, the research design has limitations. First, we used different 

ad slogans for different product categories. The differences between ad slogan evaluations may have 

been caused by differences in the phrases rather than the language formats. Future research is 

encouraged to use an identical ad slogan for different product categories and test the ad effectiveness. 

Second, this research included only monolingual samples. The asymmetric code-switching effect can 

be compared between bilinguals and monolinguals by using the same research design in a single 

study. Similarly, due to difficulties defining the term “bilingual” (Francis 1999), future research 

should develop a scale for measuring the level of bilingualism as a continuous variable and thereby 

test the moderating effect of bilingualism on code-switched ad effectiveness.  
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This research also provides valuable directions for future research. Our findings suggest two 

routes that lead to slogan evaluations for MNCs and local firms, namely language expectation and 

language-based association, respectively. More empirical studies should be conducted to determine 

how each route is taken and explore other conditions that influence the route chosen. In addition, due 

to significant differences in how the English and Chinese languages are written and processed (Ahn 

and Ferle 2008; Unger 2011), code-switching between English and Chinese is likely different from 

that between other languages. Future research should explore how these factors may influence ad 

persuasiveness based on language.  

 

(Reference, tables and figures are available upon request) 
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Local or Global Image? The Role of Consumers’ Local-Global Identity in Code-Switched 

Advertising Effectiveness among Monolinguals 

Presenting a local or global image is crucial for global brands and multinational companies 

when developing marketing strategies (e.g., Friedman 1999; Ö zsomer 2012; Sklair 1995; Zhou and 

Belk 2004). One marketing tactic to achieve such positioning is to vary the language used in 

advertisements according to the firm’s local or global branding strategy (Alden, Steenkamp, and 

Batra 1999; Chang 2008). Including a foreign language in advertisements is a growing trend that has 

received much attention (Ahn and Ferle 2008; Bishop and Peterson 2015; Chang 2008; Krishna and 

Ahluwalia 2008; Lin and Wang 2016). Advertisements that include two or more languages are 

referred to as code-switched advertisements (Luna and Peracchio 2005a; 2005b). English, in addition 

to the local language, has been widely used in code-switched advertisements in many nonnative 

English-speaking markets to enhance the global appeal of brands and products, thereby increasing 

perceived quality and social status (Chang 2008; Eckhardt 2005; Zhou and Belk 2004). 

Most studies investigating code-switched advertising effectiveness have focused on bicultural 

bilinguals, who incorporate the values of two cultures into their identities and speak the languages of 

both cultures (Bishop and Peterson 2010; Luna, Ringberg, and Peracchio 2008), and monocultural 

bilinguals, who learn a nonnative language in an educational setting (Krishna and Ahluwalia 2008; 

Luna, Ringberg, and Peracchio 2008). For example, researchers have examined code-switched 

advertising effectiveness among Hispanic Americans who speak both Spanish and English (Luna et 

al. 2008) and among Asian Indians who speak both Hindi and English (Krishna and Ahluwalia 2008). 

In such cases, bicultural and monocultural bilinguals can speak both their native language and a 

foreign language fluently. The findings of the aforementioned studies are crucial for marketers, 

because they demonstrate that including two languages in advertisements is a reasonable marketing 
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strategy when targeting bilinguals. In contrast to bilinguals, who can regularly communicate in two 

languages (Francis 1999; Luna, Ringberg, and Peracchio 2008; Krishna and Ahluwalia 2008), 

monolinguals are defined as individuals who are less-than-fluent in a second language. Recent 

studies have emphasized the importance of investigating the influence of foreign elements (e.g., 

languages and fashion models) on advertising effectiveness among monolinguals (Ahn and Ferle 

2008; Chang 2008; Lin and Wang 2016). 

Empirical studies have revealed an increasing trend of using code-switching tactics in 

advertisements in Asian markets, such as Hong Kong, Japan, South Korea, and Taiwan, where most 

consumers are monolinguals (Cutler, Javalgi, and White 1995). Lin, Wang, and Hsieh (forthcoming) 

examined six magazine issues and 773 advertisements published in October 2009 and determined 

that both local and global brands widely use code-switching in Taiwan to influence the consumer 

perceptions of a brand or product. In addition, the results indicated that the number of code-switched 

magazine advertisements in Taiwan is on the rise: Lin, Wang, and Hsieh (forthcoming) reported 89% 

of the magazine advertisements used code-switching while 53.9% was observed from 2003 and 2004 

(53.90%) in Chang’s (2008) study. 

Despite the popularity of code-switched advertisements in nonnative English-speaking markets, 

the Boston Consulting Group (2008) indicated that such advertising tactics are not always effective 

among monolingual consumers. The decisions of these consumers are far more complex and are 

influenced by factors other than beyond brand origin or nationalism. The unsuccessful outcomes of 

code-switched advertisements might be attributed to differences among target populations. 

Bilingualism literature has identified differences in brain activity and cognitive ability between 

monolinguals and bilinguals (see Bialystok, Craik, and Luk 2012 for a review). In addition, 

researchers have shown that monolinguals process language switching (Costa and Santesteban 2004) 
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and code-switched advertisements differently than bilinguals do, which subsequently influences 

code-switched advertising effectiveness (Lin and Wang 2016). In order to enable marketers to use 

code-switching tactics more effectively in monolingual markets, the effect of code-switched 

advertisements and their boundary conditions must be further investigated. 

Previous studies have revealed the importance of identity accessibility, or the extent to which 

certain mental representations are salient, in consumer persuasion among bilinguals (Deshpandé and 

Stayman 1994; Lau-Gesk 2003). However, little is known about the effect of identities on consumer 

persuasion among monolinguals. In a study of the psychology of globalization, Arnett (2002) 

proposed that every individual possesses a local-global identity, comprising local and global 

identities, which affects how the individual defines himself or herself in relation to the social 

environment. In this study, according to the identity–accessibility effect, we proposed and tested that 

the consumers’ local-global identity moderates the effect of code-switching on advertising 

effectiveness among monolinguals. We also explored the mechanism underlying the effect of 

code-switching on persuasion. 

This study contributes to the literature on code-switched advertising, branding, and 

international marketing. First, we showed that the consumers’ local-global identity moderates the 

effect of code-switching on advertising persuasiveness. The results indicated that the effectiveness of 

a code-switched advertisement is enhanced when the consumers’ local-global identity corresponds 

with code-switching, supporting the identity-accessibility effect. Second, the results advance our 

understanding of the mechanism underlying the effect of code-switching on persuasion. Specifically, 

we showed that the process variable of advertising involvement is associated with the effects of 

code-switching on advertisement and product evaluations. Third, previous studies on branding and 

international marketing have focused on the effect of the country of manufacture and the brand origin 
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on consumer persuasion. Our study findings provide additional evidence supporting the idea that the 

global culture (e.g., consumers’ local-global identity) of the target population should be considered in 

international marketing efforts (Zhang and Khare 2009). Fourth, in addition to demonstrating the 

consumers’ local-global identity among monolinguals, our study showed that the consumers’ 

local-global identity could be manipulated through priming (e.g., reading local vs. global events). 

Similar results were obtained from the two studies (Study 1: manipulating consumers’ local-global 

identity; Study 2: measuring consumers’ local-global identity). The findings enable marketers to 

develop marketing strategies (e.g., selecting medium context) by using code-switched advertisements 

when targeting monolinguals. In summary, these findings provide managerial implications for 

marketers by advancing the understanding of code-switched advertisements and by demonstrating 

the importance of the consumers’ local-global identity in a globalized market. 

The remainder of this paper is organized as follows. First, we review the literature on 

code-switching in advertising and investigate the moderating role of the consumers’ local-global 

identity in the effectiveness of code-switched advertisements. Second, we present two studies that 

were conducted to investigate the moderating role of the consumers’ local-global identity in the 

effect of code-switched advertisements and explore the mechanism underlying this effect. Finally, we 

discuss the implications of our findings. 

 THEORETICAL BACKGROUND 

Code-Switching in Advertising 

Bilinguals in various languages worldwide practice code-switching (Grosjean 1984); that is, 

they use two or more languages within one sentence or conversation (Myers-Scotton 1999). 

Marketers use code-switched advertisements as a marketing tactic to target bilinguals, because more 

than one language is used within the advertisement; typically, words from a foreign language are 
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used for a brand name or slogan (Luna and Peracchio 2005a; 2005b). Researchers have shown that 

the medium language (Bishop and Peterson 2011) and the advertisement content (Carroll and Luna 

2011) influence the effectiveness of code-switched advertisements. Studies have identified that 

several variables, including picture-text congruity (Luna and Peracchio 2001), motivation (Luna and 

Peracchio 2002), language attitude (Luna and Peracchio 2005a), type of processing (Luna, Lerman, 

and Peracchio 2005), attitude toward code-switching (Luna and Peracchio 2005b), and brand origin 

(Krishna and Ahluwalia 2008), moderate the effects of code-switching in advertising persuasion 

among bilinguals. 

Recent studies have observed a growing trend of using this marketing tactic to target 

monolinguals and have examined its effect on advertising effectiveness. Ahn and Ferle (2008) 

examined South Korean consumers and found that the language (foreign vs. local) used for the brand 

name and body copy influenced the recognition and recall of the brand name and the advertisement 

message. Chang (2008) studied Taiwanese consumers and revealed that the use of Western fashion 

models and English brand names affected the perceived global feel of a brand, perceived product 

quality, and brand affinity. Lin and Wang (2016) demonstrated differences in the processing of 

language switching between Taiwanese consumers (monolinguals) and bilinguals. Many countries, 

including emerging and developed countries, are populated with monolinguals (e.g., Brazil, France, 

Turkey, China, Japan, Thailand, Korea, and Taiwan). Although bilingualism literature has identified 

various differences between monolinguals and bilinguals, relatively few studies have focused on 

monolinguals when investigating code-switched advertising despite its increasing usage. 

The increasing use of code-switched advertisements in monolingual markets can be attributed 

to globalization (Alden, Steenkamp, and Batra 1999), which refers to “a process by which cultures 

influence one another and become more alike through trade, immigration, and the exchange of 



25 

 

information and ideas” (Arnett 2002, p. 774). Globalization affects individuals’ psychological 

functioning, and identity transformation is its central effect (Arnett 2002). Specifically, Arnett (2002) 

proposed that everyone possesses a local-global identity that influences how individuals identify 

themselves in relation to their social environments. However, few studies have examined the role of 

the consumers’ local-global identity in code-switched advertising effectiveness. This is a substantial 

research gap, considering the increasing importance of code-switched advertisements in consumer 

persuasion and international marketing. In this study, according to the identity–accessibility effect, 

we proposed that the consumers’ local-global identity moderates the effect of code-switched 

advertisements on advertising persuasion among monolinguals. 

Effect of Consumers’ Local-Global Identity on Code-Switched Advertising Persuasion 

Because of globalization, consumers have developed a local-global identity, comprising local 

and global identities (Arnett, 2002). A local identity is defined as mental representations that cause 

individuals to appreciate local traditions, be interested in local events, and to feel a part of and 

identify with the local community. By contrast, a global identity is defined as mental representations 

that prompt individuals to adopt positive attitudes toward globalization, be interested in global events, 

and to feel a part of and identify with the global community (Arnett 2002; Zhang and Khare 2009). 

When both identities are equally strong, individuals may experience identity confusion (Arnett, 2002; 

Zhang and Khare 2009). Thus, most often, “one identity is stronger and more accessible than the 

other” (Zhang and Khare 2009, p. 525). Advancing Arnett’s conceptualization of the local-global 

identity, Tu, Khare, and Zhang (2012) developed, empirically tested, and validated a local-global 

identity measure. They showed that this construct is related to but different from constructs such as 

ethnocentrism, nationalism, and global consumption orientation. 

The role of the local-global identity has been investigated in recent studies on consumer 
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behavior (e.g., Reed II, Forehand, Puntoni, and Warlop 2012; Strizhakova and Coulter 2013) and 

international marketing (e.g., Bartikowski and Walsh 2015; Guo 2013; Westjohn, Singh, and 

Magnusson 2012; Zhang and Khare 2009). Among these studies, one research stream focuses on the 

effect of the global identity in emerging and developed markets. Strizhakova and Coulter (2013) 

observed that the global identity moderates the positive relationship between materialism and 

environmentally friendly tendencies (e.g., willingness to pay extra for environmentally friendly 

products) in emerging and developed markets. The positive effect of materialism becomes stronger 

when an individual’s global identity increases. Guo (2013) indicated that the global identity 

moderates the negative relationship between ethnocentrism and the consumers’ attitudes toward 

global brands from developed countries as opposed to brands from emerging countries. For 

low-global identity consumers, ethnocentrism has a negative effect on the consumers’ attitudes 

toward global brands from developed countries, but not toward global brands from emerging 

countries. Such effects do not occur in high-global identity consumers. 

The other research stream examines how the local-global identity affects consumer responses to 

international marketing strategies. For example, Zhang and Khare (2009) showed that an accessible 

local-global identity influences consumer evaluations of local and global products. Consumers with 

an accessible local identity prefer a local (over a global) product, whereas those with an accessible 

global identity prefer a global (over a local) product. Westjohn, Singh, and Magnusson (2012) found 

that the global identity is strongly associated with responsiveness to global consumer culture 

positioning, whereas the local identity is significantly related to responsiveness to local consumer 

positioning. Bartikowski and Walsh (2015) demonstrated the influence of the global identity on 

consumer intention to purchase foreign products. In accordance with this second research stream, in 

this study, we examined the possible moderating role of the consumers’ local-global identity in their 
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responses to code-switched advertisements. 

According to the identity-accessibility effect, individuals prefer stimuli that are consistent with 

an identity when it is accessible (i.e., its mental representations are salient) (Zhang and Khare 2009). 

When an identity becomes accessible, an individual’s various identities are reorganized so that the 

accessible identity becomes more prominent than the other identities, subsequently evoking 

corresponding responses (Brewer 1991). Factors such as language cues can increase the salience of 

an identity and can thus influence the effect of the identity on attitudes and behavior (Reed II et al. 

2012). Thus, it is likely that the languages used in code-switched advertisements influence the 

salience of an identity, making either the local or global identity more accessible, and subsequent 

advertisement evaluation. 

Alden, Steenkamp, and Batra (1999, p. 77) stated that “one way for a brand to communicate 

global consumer culture positioning is to use English words, written and/or spoken, in its 

communication. In contrast, a brand manager wanting to use local consumer culture positioning 

might emphasize the local language.” Noncode-switched advertisements, which contain only local 

language characters, evoke a perception of local culture (Alden, Steenkamp, and Batra 1999). The 

use of a local language in a brand name, headline, or body copy entices consumers with an accessible 

local identity to view the advertisement and advertised product more than when a mixture of local 

and foreign languages is used. The local elements are consistent with the consumers’ local identity; 

thus, the consumers feel more personal relevance (Brewer 1991; Wheeler, Petty, and Bizer 2005). 

Such consumers weigh local elements more heavily than global elements (Zhang and Khare 2009) 

and consequently respond more favorably to noncode-switched advertisements than to code-switched 

advertisements. 

Conversely, code-switched advertisements, which include a mixture of local and foreign 
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language characters, evoke a perception of global culture (Alden, Steenkamp, and Batra 1999). The 

use of a mixture of local and global languages in a brand name, headline, or body copy prompts 

consumers with an accessible global identity to view the advertisement and advertised product more 

than when the local language is used. The global elements are consistent with the consumers’ global 

identity; thus, the consumers feel more personal relevance (Brewer 1991; Wheeler, Petty, and Bizer 

2005). Such consumers weigh global elements more heavily than local elements (Zhang and Khare 

2009). Thus, they exhibit a more favorable response to code-switched advertisements than to 

noncode-switched advertisements. Specifically, in this paper, we propose that: 

H1: Consumers with an accessible local identity evaluate noncode-switched advertisements 

and advertised products more favorably than code-switched advertisements and 

advertised products. 

H2: Consumers with an accessible global identity evaluate code-switched advertisements and 

advertised products more favorably than noncode-switched advertisements and 

advertised products. 

According to the identity verification principle (Reed II, Forehand, Puntoni, and Warlop 2012), 

consumers will monitor themselves to maintain their self-views when their identity is salient. They 

prefer that others’ perception of themselves be consistent with their perception and will take actions 

to defend their identities. Thus, identity-consistent advertisements are likely to be associated with 

more consumer advertising involvement than identity-inconsistent advertisements. 

Identity-consistent information is perceived as being more relevant for processing objectives than 

identity-inconsistent information (Wheeler, Petty, and Bizer 2005). Advertising involvement is a 

crucial factor influencing advertising persuasion (Petty, Cacioppo, and Schumann 1983). Individuals 

are more likely to be persuaded by an advertisement if their advertising involvement is higher 
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(Bishop and Peterson 2010). Consequently, consumers develop more favorable attitudes toward 

identity-consistent advertisements than toward identity-inconsistent advertisements. Therefore, in 

this paper, we propose that:  

H3: Advertising involvement mediates the effect of the consumers’ local-global identity on the 

effectiveness of code-switched advertisements. 

To test the research hypotheses, we conducted two experiments that involved manipulating 

(Study 1) and measuring (Study 2) the consumers’ local-global identity. The results indicated that the 

congruence between code-switching and the consumers’ local-global identity increased advertising 

persuasiveness through advertising involvement. Both studies provided evidence supporting the idea 

that consumers possess a local-global identity, consisting of local and global identities (Arnett 2002). 

Real and fictitious brands were used in Study 1 and Study 2, respectively, to test the robustness of the 

results of the two studies. Using a real brand increases the generalizability of the findings, and using 

a fictitious brand can avoid the possible confounding effects of preexisting attitudes toward a brand. 

We enhanced the internal and external validity of the findings with convergent results when both real 

and fictitious brands were used. We selected Taiwanese respondents as the study sample (i.e., 

monolinguals). Recent research has shown that Chinese is the main language spoken at home and in 

school in Taiwan, and that the respondents in Taiwan are more proficient in Chinese than in English 

(Lin and Wang 2016). In addition, researchers have shown evidence of an increasing trend of using 

code-switched advertising in Taiwan (Chang 2008; Lin, Wang, and Hsieh forthcoming). Thus, the 

respondents and the study context favorably serve our research purpose. 

STUDY 1: MANIPULATING CONSUMERS’ LOCAL-GLOBAL IDENTITY 

An increasing number of local firms in developing countries have attempted to take advantage 

of the equity of a foreign country’s image, intending to enhance the appeal of their advertisements by 
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using foreign (often Western) fashion models, settings, brand names and foreign-language body copy 

(Ahn and Ferle 2008; Chang 2008; Zhou, Yang, and Hui 2010). Similarly, international firms have 

devoted time and effort to localizing their brands, products, and packaging to attract local consumers 

and enhance product evaluations in local markets (Zhang and Schmitt 2001; Krishna and Ahluwalia 

2008). Krishna and Ahluwalia (2008) indicated that consumers are likely to provide a more favorable 

evaluation of certain product categories when a local language is used than when a foreign language 

is used by foreign companies. These trends of international marketing strategies suggest that the 

brand origin (local vs. global) moderates the effect of code-switching on advertising persuasion. Thus, 

we included the brand origin in the research design to exclude alternative explanations. Global 

brands refer to brands that are recognized internationally, whereas local brands refer to brands that 

are only recognized domestically (Zhou et al. 2010). A 2 (code-switching: noncode-switching vs. 

code-switching) × 3 (consumers’ local-global identity: local vs. global vs. control) × 2 (brand origin: 

local vs. global) between-subjects design was used in this study.  

Method 

Stimuli. A pretest was conducted to select a target product and to ensure that the consumer 

evaluation of the product was not influenced by the brand origin. To avoid the possibility of the 

product category affecting the persuasiveness of code-switched advertisements (e.g., Krishna and 

Ahluwalia 2008), we used daily necessities, products that everyone requires and frequently uses, to 

test our hypotheses in both studies. In the pretest, 30 undergraduate students were recruited and 

presented with 10 daily necessities (e.g., toothpaste, pen, laundry detergent, and shampoo). They 

responded to questions about whether they considered the brand origin when purchasing each of the 

10 products; the responses were rated on a seven-point Likert scale (1: strongly disagree, 7: strongly 

agree). The results indicated that the students were less likely to consider the brand origin when 
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purchasing toothpaste compared with the other nine products. Thus, toothpaste was used as the target 

product in the two studies. 

Two real brands were used in this study. Darlie and Colgate represented the local and global 

brands, respectively. Both brands are established with known product quality and credibility. The 

first page of the survey contained the manipulation of the brand origin. In the company description, 

the local brand condition indicated that Darlie is a Taiwanese company, whereas the global brand 

condition indicated that Colgate is an international company. For the code-switched advertisements, 

according to the method used for designing code-switched advertisements in previous studies (e.g., 

Ahn and Ferle 2008; Lin, Wang, and Hsieh forthcoming), code-switching was manipulated by using 

the foreign language for the brand name, headline, and body copy, but the local language was used in 

the rest of the written content. For the noncode-switched advertisements, all advertisement content 

was presented in the local language. Four versions of the advertisements were developed and 

formatted identically, featuring a brand name, bold headline, product visual
1
, and product name in the 

same order. The brand name (Darlie or Colgate) was placed on the top left corner of the 

advertisement. The center of the body copy featured a bold headline (“Freshness, Nature, Nice 

Breath”) and a subheadline (“New on the market”). The bold headline was followed by a picture of 

the toothpaste, which showed the brand name and the attribute “natural herb.” The bottom of the 

advertisement showed the product name (“Darlie toothpaste” or “Colgate toothpaste”) and a smaller 

product visual (the same as the visual shown in the center). The differences among the four 

advertisements were the brand (Darlie vs. Colgate) and the language (Chinese vs. English) used in 

the brand name, bold headline, brand name on the product visual, and product name. The 

advertisement content of the four advertisements is presented in Appendix 1.  

                                                 
1
The product visuals of Darlie and Colgate were adapted from the two brands’ existing ads featuring their herbal 

toothpaste product in Taiwan. 
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The local and global identity priming tasks were designed by adapting the sentence-completion 

task developed by Srull and Wyer (1979) and Zhang and Khare (2009). The respondents formed 

meaningful sentences from sets of scrambled words. Under the global priming condition, respondents 

completed five sentences related to global identity (e.g., “I belong to the whole world”) and four 

sentences of filler questions (e.g., “The sky is blue”). By contrast, under the local priming condition, 

respondents completed five sentences related to local identity (e.g., “I belong to the local 

community”) and the same four filler questions. In addition, we included a control priming condition. 

Respondents completed five sentences related to environmental identity (e.g., “I belong to the natural 

environment”). The detailed priming tasks are presented in Appendix 2. 

Procedure. A total of 550 adults (age = 19-74 years, M = 37.81 years; men = 36.2%) were 

recruited from an online panel, similar to the Amazon Mechanical Turk, in Taiwan to participate in 

this online experiment in exchange for NT$100 (i.e., $3 USD). They were randomly assigned to 12 

between-subjects conditions.  

This main study was divided into two parts. In the first part, respondents completed the identity 

priming tasks and then indicated the focus of their thoughts as a manipulation check (Zhang and 

Khare 2009). We used the following three statements: “For the time being, I mainly identify myself 

as a (an)…,” “At this moment, I feel I am a (an)…,” and “On my mind right now are thoughts of 

being a (an)...” Each item was rated on a seven-point scale (1 = global citizen; 7 = local citizen). The 

items were averaged to generate a composite score ( = .85). A higher manipulation check composite 

score indicated a higher local identity. 

When they began the second part of the study, respondents were informed that the study 

purpose was to understand consumer evaluations of a print advertisement for an existing toothpaste 

brand. They viewed the advertisement and indicated their attitude toward the advertisement and the 
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product. In addition, the respondents’ advertisement comprehension was measured on the basis of 

their responses to three items (described in the following subsection) related to the language used in 

the advertisement to eliminate the possibility that their advertisement comprehension affected the 

evaluation of the advertisement. These data were then included as a covariate in analysis. 

Subsequently, the participant’s advertising involvement was measured. Finally, information on 

gender and age was collected in the end of the questionnaire.  

Dependent Measures. Advertisement and product evaluation scales were adopted from Luna, 

Lerman, and Peracchio (2005) and Luna and Peracchio (2005a; 2005b), respectively. The 

advertisements were evaluated using six 7-point semantic-differential scales (bad/good, dislike/like, 

uninteresting/interesting, unpleasant/pleasant, negative/positive, and poor quality/excellent quality;  

= .92). The products were also evaluated using six 7-point semantic-differential scales (poor 

quality/high quality, not appealing at all/very appealing, I would not buy it/I might buy it, I would not 

recommend it to a friend/I would recommend it to a friend, inferior/exceptional, and very bad/very 

good;  = .92). A higher rating indicated a more positive advertisement or product evaluation.  

The effectiveness of the manipulation of the brand origin was assessed on the basis of the 

participant’s indication of the advertised product’s brand origin. To control for the effect of 

advertisement comprehension on advertisement and product evaluations, advertisement 

comprehension was measured using three questions adapted from Chang (2009; 2013) and was rated 

on a six-point Likert scale (I understand the meaning of the words in the advertisement, I am familiar 

with the language used in the advertisement, and I am proficient in the language used in the 

advertisement;  = .85). Advertising involvement was also rated on a three-item, six-point Likert 

scale, adapted from Miniard et al. (1991) (I was involved with the advertisement content, I 

concentrated on the advertisement content, and I paid attention to the advertisement content when 
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viewing the advertisement) ( = .90). Higher ratings indicate a higher level of advertisement 

comprehension or advertising involvement. 

Results 

Manipulation Checks. The 2 (code-switching: noncode-switching vs. code-switching) × 3 

(consumers’ local-global identity: local vs. global vs. control) × 2 (brand origin: local vs. global) 

analysis of variance of the composite score of accessible identity revealed a main effect of the 

consumers’ identity (F (2, 538) = 46.53, p < .001). The respondents under the local prime condition 

(Mlocal prime = 4.34) had a higher momentarily accessible local identity than those under the control 

condition (Mcontrol prime = 3.87). By contrast, the respondents under the control condition had a higher 

momentarily accessible local identity than those under the global prime condition (Mglobal prime = 3.09, 

all ps < .05). No other significant effect was found. Thus, identity priming manipulation was 

successful. Regarding brand origin manipulation, all respondents correctly indicated the brand origin 

(local or global) of the advertised product. Thus, the manipulation of the brand origin was effective. 

Hypothesis Testing. The 2 (code-switching: noncode-switching vs. code-switching) × 3 

(consumers’ local–global identity: local vs. global vs. control) × 2 (brand origin: local vs. global) 

ANCOVAs of the advertisement and product evaluations revealed that the covariate advertisement 

comprehension exerted a significant main effect on advertisement evaluation (F (1, 537) = 37.5, p 

< .001). The respondents with higher advertisement comprehension exhibited a more positive attitude 

toward the advertisement (β = .29, t = 7.18, p < .001) than those with lower advertisement 

comprehension. The results revealed a main effect of the brand origin on advertisement evaluation (F 

(1, 537) = 17.18, p < .001) and product evaluation (F (1, 537) = 10.84, p = .001). When viewing a 

local brand advertisement, the respondents exhibited a more positive attitude toward the 

advertisement and product (Mad evaluation = 4.65, Mproduct evaluation = 4.32) than those who viewed a 
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global brand advertisement (Mad evaluation = 4.39, Mproduct evaluation = 4.18) (all p < .05). No other main 

effects were found. 

The three-way interaction was not significant (F (2, 537) = 1.15 and .77 for advertisement and 

product evaluations, respectively; all ps > .1). However, as predicted, a significant effect of the 

interaction between code-switching and the consumers’ local-global identity on advertisement and 

product evaluations was found (for advertisement evaluation: F (2, 537) = 11.35, p < .001; for 

product evaluation: F (2, 537) = 13.52, p < .001; see Figure 1). Planned contrasts revealed that the 

consumers with an accessible local identity provided more positive advertisement and product 

evaluations for the noncode-switched advertisement than for the code-switched advertisement (for 

advertisement evaluation: Mnoncode-switched ad = 4.83, Mcode-switched ad = 4.15, F (1, 185) = 11.97, p < .001; 

for product evaluation: Mnoncode-switched ad = 4.6, Mcode-switched ad = 4.02, F (1, 185) = 9.42, p < .01). Thus, 

H1 was supported. The consumers with an accessible global identity provided more positive 

advertisement and product evaluations for the code-switched advertisement than for the 

noncode-switched advertisement (for advertisement evaluation: Mcode-switched ad = 4.56, Mnoncode-switched 

ad = 4.36, F (1, 167) = 5.89, p < .05; for product evaluation: Mcode-switched ad = 4.45, Mnoncode-switched ad = 

3.97, F (1, 167) = 10.18, p < .01). Therefore, H2 was supported. The effects of code-switching on 

advertisement and product evaluations were not observed under the control condition (for 

advertisement evaluation: Mcode-switched ad = 4.5, Mnoncode-switched ad = 4.5; for product evaluation: 

Mcode-switched ad ＝ 4.22, Mnoncode-switched ad = 4.25, all Fs < 1). No other significant interaction effect 

was found.  

PLACE FIGURE 1 ABOUT HERE 

Mediation analysis. We conducted a mediation analysis to test the hypothesized relationship 

among the independent, mediating, and dependent variables. A bootstrapping mediation analysis 
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(Preacher and Hayes 2008) at a 95% confidence interval (CI) with 5,000 bootstrapped samples 

revealed that the congruence between code-switching and the consumers’ local-global identity 

affected advertisement evaluation through advertising involvement. The interaction between 

code-switching and the consumers’ local-global identity influenced advertising involvement (a = .16, 

t = 2.05, p < .05), advertisement evaluation (c = .4, t = 4.7, p < .001), and product evaluation (c = .51, 

t = 5.17, p < .001). The mediator (i.e., advertising involvement) influenced advertisement evaluation 

(b = .41, t = 7.64, p < .001) and product evaluation (b = .49, t = 7.88, p < .001). The bootstrapping 

tests indicated that advertising involvement mediated the indirect effect of interaction between 

code-switching and the consumers’ local-global identity on advertisement evaluation (a ×  b = .33, 

95% CI = .0048 - .1423) and product evaluation (a ×  b = .43, 95% CI = .0072 - .1754). Thus, H3 was 

supported. 

Discussion 

The results of Study 1 suggest that the consumers’ local-global identity moderates the effect of 

code-switched advertisements. Respondents with an accessible local identity provided more 

favorable advertisement and product evaluations for a noncode-switched advertisement than for a 

code-switched advertisement. Conversely, respondents with an accessible global identity provided 

more favorable advertisement and product evaluations for a code-switched advertisement than for a 

noncode-switched advertisement. However, no difference was observed in the advertisement and 

product evaluations of respondents under the control condition, regardless of whether they viewed a 

code-switched or noncode-switched advertisement. The effect of a code-switched advertisement on 

advertising persuasiveness was mediated by the respondents’ advertising involvement level. 

We designed an additional experiment that involved a fictitious brand and controlled other 

possible effects (e.g., brand reputation and packaging) in our model to test the generalizability of the 
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findings of Study 1. To eliminate the possibility that the manipulation of the local-global identity 

created demand effects, we adopted a local-global identity measure (Tu, Khare, and Zhang 2012) in 

Study 2. It should be noted that instead of dichotomizing the local-global identity by comparing the 

local identity and global identity measure scores for each individual, as Tu, Khare, and Zhang (2012) 

did, we analyzed the local identity and global identity separately in Study 2
2
. Thus, we separately 

investigated the moderating role of local and global identities in code-switched advertising 

effectiveness. Following the logic of our predictions, it is expected that higher local identity 

consumers will provide more favorable advertisement and product evaluations for a 

noncode-switched advertisement than for a code-switched advertisement. By contrast, higher global 

identity consumers will provide more favorable advertisement and product evaluations for a 

code-switched advertisement than for a noncode-switched advertisement. 

STUDY 2: MEASURING CONSUMERS’ LOCAL-GLOBAL IDENTITY 

The main objective of Study 2 was to replicate the findings of Study 1 and to show the 

robustness of our findings by using a fictitious brand. A 2 (code-switching: noncode-switching vs. 

code-switching) × 2 (brand origin: local vs. global) x 2 (consumers’ local-global identity: local vs. 

global) mixed design was used.  The first two factors were manipulated between-subjects, and the 

third factor was measured within-subjects.  

Method 

Stimuli. Similar to the manipulation method in Study 1, four versions of the advertisements 

were developed and formatted identically. Each version featured a brand name, the brand origin, a 

bold headline, a product visual, and a product name in a consistent order. The main difference 

                                                 
2
 We thank an anonymous reviewer for this suggestion. If we were to dichotomize the local-global identity as previous 

studies did (Tu, Khare, and Zhang 2012; Zhang and Khare 2009), the strength of identification would be lost because 

people who have both weak local and global identities would be treated the same as those who have strong local and 

global identities. 
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between the advertisements in Study 1 and those in Study 2 was that a fictitious brand, Coolest, was 

used and presented next to its origin (United States or Taiwan). The Chinese brand name (酷麗思) 

and the English brand name (Coolest) are phonetically equivalent. The remaining content was 

presented similar to the manipulation method in Study 1. The advertisement content of the four 

advertisements is presented in Appendix 1. 

A pretest involving 75 undergraduate students was conducted to ensure that brand origin 

manipulation was effective. Presented with one of the four print advertisements, respondents 

evaluated the brand on three 7-point semantic-differential scales (I think this is a local brand/I think 

this is a global brand; I don’t think consumers overseas buy this brand/I think consumers overseas 

buy this brand; and This brand is sold only in [the United States or Taiwan]/This brand is sold all 

over the world; USA = .87, Taiwan = .85). The results showed that, regardless of the brand name 

language used, respondents perceived higher globalness (M = 4.69) for the US brand than for the 

Taiwanese brand (M = 3.37, F (1,73) = 15.84, p < .001). Therefore, the Taiwanese and US brands 

were used to represent local and global brands, respectively, and their brand origin was manipulated. 

The same four print advertisements were used for the main study. 

Procedure. A total of 228 students (age = 18-29 years, M = 23.32 years; men = 44.3%) were 

randomly assigned to one of the four treatment conditions. They were informed that the study 

purpose was to understand consumer evaluations of a print advertisement for a toothpaste product. 

Thereafter, they viewed the advertisement and indicated their attitude toward the advertisement and 

product. Pertinent items (the same as those in Study 1) were averaged to create an advertisement 

evaluation index ( = .90) and a product evaluation index ( = .91), followed by a manipulation 

check of the brand origin. Advertisement comprehension ( = .83) and advertising involvement ( 

= .90) measures were then followed. Subsequently, the local-global identity was measured using an 
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eight-item, seven-point scale (Tu, Khare, and Zhang 2012), which comprised four items related to 

global identity (e.g., My heart mostly belongs to the whole world;  = .82) and four items related to 

local identity (e.g., My heart mostly belongs to my local community;  = .88). Finally, information 

on gender and age was collected from the respondents, and they were debriefed, thanked, and 

dismissed. 

Results 

Manipulation Check. Regarding brand origin manipulation, all respondents correctly indicated 

the brand origin (United States or Taiwan) of the advertised product. Thus, the manipulation of the 

brand origin was effective. 

Hypothesis Testing. Because the local and global identity measures were continuous, the two 

measures were mean-centered (Aiken and West 1991; West, Aiken, and Krull 1996), and the data 

were analyzed using regression procedures outlined by Cohen et al. (2003). Model 1 contains the 

control variable advertisement comprehension. Model 2 adds main effects of the local identity, global 

identity, brand origin (local = −1, global = +1), code-switching (noncode-switching = −1, 

code-switching = +1). Model 3 adds their two-way (code-switching × local identity, brand origin × 

local identity, code-switching × global identity, brand origin × global identity, code-switching × 

brand origin), three-way (code-switching × brand origin × local identity, code-switching × brand 

origin × global identity), and four-way (code-switching × brand origin × local identity × global 

identity) interactions. The regression analysis results of local and global identities on advertisement 

and product evaluations are presented below and shown in Tables 1A and 1B, respectively. 

PLACE TABLES 1A AND 1B ABOUT HERE 

Both Model 2 and Model 3 revealed a significant improvement in the model fit (advertisement 

evaluation: ΔR
2
 = .05 and .23; product evaluation: ΔR

2
 = .06 and .27, respectively). The results of 
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Model 2 showed that advertisement comprehension and local identity were significantly associated 

with advertisement evaluation (advertisement comprehension: β = .33, t = 4.60, p < .001; local 

identity: β = .19, t = 2.74, p < .01), but not the other three predictors (all p > .1). In addition, 

advertisement comprehension and code-switching were significantly associated with product 

evaluation (advertisement comprehension: β = .26, t = 3.43, p = .001; code-switching: β = .19, t = 

2.57, p = .01), but not the other three predictors (all p > .1). The results of Model 3 showed that the 

interaction between code-switching and local identity (advertisement evaluation: β = −.46, t = −7.43, 

p < .001; product evaluation: β = −.49, t = −7.71, p < .001) and the interaction between 

code-switching and global identity (advertisement evaluation: β = .34, t = 5.46, p < .001; product 

evaluation: β = .41, t = 6.48, p < .001) were significantly associated with advertisement and product 

evaluations, as expected. 

To clarify the two-way interaction between code-switching and local identity and the two-way 

interaction between code-switching and global identity, spotlight analyses (Fitzsimons 2008) were 

conducted at one standard deviation above and below the mean local identity and global identity 

scores for the noncode-switching and code-switching conditions, respectively. 

Local Identity. A spotlight analysis revealed that the lower local identity respondents (at one 

standard deviation below the mean) provided significantly lower advertisement and product 

evaluations for noncode-switching advertisements than for code-switching advertisements 

(advertisement evaluation: Mcode-switching = 4.65, Mnoncode-switching = 3.92, β = .42, t = 5.07, p = .001; 

product evaluation: Mcode-switching = 4.46, Mnoncode-switching = 3.34, β = .49, t = 5.64, p = .001). For higher 

local identity respondents (at one standard deviation above the mean), advertisement evaluation 

under the noncode-switching condition (M = 4.87) and the code-switching condition (M = 4.4) was 

consistent with our predicted direction, but was not significantly different (β = .08, t = 1.17, p > .1).
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The product evaluation results were consistent with our prediction; product evaluation under the 

noncode-switching condition (M = 4.37) was significantly higher than that under the code-switching 

condition (M = 3.99, β = .16, t = 2.39, p < .05). Thus, H1 was partially supported. No other 

significant effect was found. 

Global Identity. The spotlight analyses revealed that for lower global identity respondents (at 

one standard deviation below the mean), no significant difference was observed in advertisement 

evaluation (Mnoncode-switching = 4.41, Mcode-switching = 4.34, β = −.04, t = −.47, p > .60) and product 

evaluation (Mnoncode-switching = 3.97, Mcode-switching = 3.9, β = −.03, t = −.32, p > .75) between the 

noncode-switching and code-switching conditions. However, higher global identity respondents (at 

one standard deviation above the mean) provided significantly higher advertisement and product 

evaluations for code-switching advertisements than for noncode-switching condition advertisements 

(advertisement evaluation: Mcode-switching = 4.84, Mnoncode-switching = 4.48, β = .21, t = 2.21, p < .05; 

product evaluation: Mcode-switching = 4.73, Mnoncode-switching = 3.87, β = .38, t = 4.04, p < .001). Thus, H2 

was supported. No other significant effect was found. 

The interaction effects between code-switching and local identity and between code-switching 

and global identity on advertisement and product evaluations are presented in Figures 2A and 2B, 

respectively. 

PLACE FIGURE 2A AND FIGURE 2B ABOUT HERE 

Mediation Analysis. We conducted a moderated mediation analysis by using PROCESS (Hayes 

2013) to verify the mediating role of advertising involvement. As shown in Table 2, the indirect 

effect of code-switching on advertisement and product evaluations through advertising involvement 

was positive and increased with increasing perceptions of global identity. When the global identity 

was used as a moderator, a 95% bootstrap CI for the conditional indirect effect was entirely above 
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zero for higher global identity respondents (at one standard deviation above the mean; CI 

= .0051–.1347 for advertisement evaluation; CI = .0062–.1818 for product evaluation). However, the 

moderation mediation effect was not observed when the local identity was used as a moderator. Thus, 

H3 was partially supported. 

PLACE TABLE 2 ABOUT HERE 

Discussion 

Overall, Study 2 results are generally consistent with Study 1 results, suggesting that the 

consumers’ local-global identity moderates the effect of code-switched advertisements. Specifically, 

higher local identity respondents provided a more favorable evaluation for the advertised product 

when viewing a noncode-switched advertisement than when viewing a code-switched advertisement. 

However, they did not provide a more favorable evaluation for the advertisement. Conversely, higher 

global identity respondents provided a more favorable evaluation for both the advertisement and the 

advertised product when viewing a code-switched advertisement than when viewing a 

noncode-switched advertisement. The effect of code-switching on advertising persuasion through 

advertising involvement was observed in higher global identity respondents, but not in higher local 

identity respondents. A possible reason is that the measurement of the local–global identity (Tu, 

Khare, and Zhang 2012) adopted in Study 2 is relatively new, and its robustness, particularly the 

local identity measure, requires further assessment. 

GENERAL DISCUSSION 

In this study, we examined how the increasingly popular marketing tactic of code-switching 

affects consumer persuasion in a monolingual market. According to the identity-accessibility effect, 

we proposed that the consumers’ local-global identity moderates the effect of code-switched 

advertisements. The results from two experiments suggest that consumers with an accessible local 
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identity provide more positive advertisement and product evaluations for noncode-switched 

advertisements than for code-switched advertisements. By contrast, consumers with an accessible 

global identity provide more positive advertisement and product evaluations for code-switched 

advertisements than for noncode-switched advertisements. In addition, we provided evidence of the 

mechanism underlying this persuasive power by demonstrating that the congruence between 

code-switching and the consumers’ local-global identity increases the level of consumer advertising 

involvement, thereby prompting more favorable evaluations. Although current international 

marketing strategies focus on the effect of the brand origin (local vs. global brand) on code-switched 

advertising effectiveness, our research findings suggest that more attention should be paid to the 

crucial role of the consumers’ local-global identity. 

Theoretical Implications 

This study contributes to the literature on code-switched advertising, branding, and 

international marketing. Previous studies on code-switched advertising have focused on bilingual 

consumers and have largely overlooked monolingual consumers. This study filled the research gap 

and revealed the importance of the consumers’ local-global identity in code-switched advertising 

effectiveness among monolinguals. Extending Zhang and Khare’s (2009) study from product 

preferences (local vs. global) to code-switched advertising contexts, we demonstrated the moderating 

role of the local-global identity and the mediating role of advertising involvement in the persuasive 

effect of code-switched advertisements. 

In addition, relevant studies on branding have primarily focused on the effects of the country of 

manufacture and the brand origin on consumer perceptions and preferences. For example, recent 

studies have investigated the asymmetric effects of brand origin confusion (Zhuang et al. 2008) on 

consumer preference and the moderating effects of confidence in brand origin identification on brand 
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evaluation (Zhou, Yang, and Hui 2010). Extending the direction of such studies, we found that the 

consumers’ local-global identity should be heeded when local and global strategies are considered 

(Zhang and Khare 2009). The present study suggests that the degree of congruence of code-switching 

to the consumers’ local-global identity affects advertising effectiveness, regardless of the brand 

origin. Moreover, similar to the findings of previous studies on international marketing (e.g., 

Bartikowski and Walsh 2015; Guo 2013; Westjohn, Singh, and Magnusson 2012; Zhang and Khare 

2009), our findings suggest that the global culture (e.g., consumers’ local-global identity) of the 

target consumers should be paid more attention in code-switched advertising persuasion research and 

warrants further consideration in international marketing strategies. 

Practical Implications 

This study has marketing implications for brand managers. When designing an advertisement 

with local or global appeal, designers must consider the local-global identity of the target consumers. 

Although an increasing number of code-switched advertisements are being published in magazines, 

simply pursuing a global image may be ineffective; consumers do not necessarily prefer 

advertisements aimed at achieving global appeal by using code-switching. Alden, Steenkamp, and 

Batra (1999) demonstrated the distinction between local and global brand positioning strategies for 

different consumer cultures through advertising appeals (e.g., hard sell vs. soft sell). Similarly, the 

present study suggests that code-switched advertising persuasion is dependent on the identity 

accessibility of the consumers (local or global identity). Noncode-switched advertisements are more 

persuasive to consumers with an accessible local identity, and code-switched advertisements appeal 

more to consumers with an accessible global identity. When weighing the local versus global appeal, 

brand managers should be aware of the consumers’ local-global identity and its effect on advertising 

persuasiveness. 
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Limitations and Future Research Directions 

Our study has some limitations; thus, a number of issues remain unanswered. Study 1 recruited 

participants from an online panel. The sample might not be representative of the target population, 

because the sample was restricted to those with Internet access. In addition, in the priming task in 

Study 1, participants assigned to the control condition unscrambled sentences related to the 

environment. This task may be conceptually related to local or global identity. Future research should 

investigate the robustness of the findings by using a more representative sample and an improved 

control task. 

This study focused on code-switched advertising effectiveness by investigating the use of a 

foreign language in the advertisements. Chang (2008) indicated that the use of foreign brand names 

and foreign fashion models in the advertisements exerts varying effects on perceived globalness, 

friendliness, trust, and affinity toward a brand. However, the ideal combination of foreign elements 

(e.g., brand names, models, and scenes) in the advertisements remains unclear. Future studies should 

determine the most effective strategies for enhancing advertising persuasiveness. On the other hand, 

this study revealed that advertisement comprehension significantly influenced advertisement and 

product evaluations. When the advertisement content is not fully understood by consumers, they 

might judge the advertisement or the advertised product on the basis of the language used in the 

advertisement or cultural stereotypes. Thus, future research should investigate whether (and, if so, 

how) such stereotypes influence advertisement evaluation. 

In this study, the target population was monolinguals, where English is the main foreign 

language used to communicate global consumer culture positioning and Chinese is used to 

communicate local consumer culture positioning (Alden, Steenkamp, and Batra 1999). Therefore, 

our study findings cannot be directly applied to native English speaking populations. To target these 
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populations, marketers need to identify foreign languages that can be used to communicate global 

consumer culture positioning for that specific population. Moreover, because foreign language 

proficiency levels vary, consumers prefer different types of brand name translations (Zhang and 

Schmitt 2004), and they exhibit various levels of perceived emotionality toward marketing messages 

(Puntoni, de Langhe, and van Osselaer 2009). For example, consumers who are proficient in a 

foreign language prefer an accurate translation of a foreign language brand name, whereas consumers 

who are less proficient in a foreign language may prefer a translation that is more meaningful to them, 

regardless of the actual foreign language brand name. Previous studies have indicated that the 

local-global identity is likely correlated to foreign language proficiency (Erling 2007; Roger 2010). 

Thus, future research should investigate whether the local-global identity exerts such similar effects 

on brand name translation preferences (accurate vs. meaningful). 

This study examined the persuasive power in code-switched advertisements by using 

necessities as the advertised product. However, the product category may be another moderator in the 

persuasiveness of code-switched advertisements. For example, Krishna and Ahluwalia (2008) 

suggested that when a foreign company markets necessities, it should use the local language or 

code-switching in advertisements to enhance advertising effectiveness; however, when a foreign 

company markets a luxury product, using the local language in a noncode-switched advertisement 

exerts less persuasive power. This observation is because the local language is associated with 

belongingness, whereas the foreign language is associated with sophistication. Belongingness is a 

critical criterion when evaluating necessities, whereas sophistication is critical when evaluating 

luxury items. Following this logic, code-switching in advertisements for luxury products is viewed 

favorably by consumers with an accessible local identity and those with an accessible global identity. 

Consumers with an accessible local identity likely appreciate the foreign language in the 
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advertisements because they perceive it as being relevant to luxury products, which they associate 

with sophistication. Therefore, investigating whether our results can be replicated for different 

product categories would be valuable. 

Similarly, researchers can examine the effect of the cultural origin of product category (COPC) 

and its interaction effect with the brand origin on code-switched advertising effectiveness. COPC 

refers to consumers’ product-culture associations. Consumers usually have stereotypical beliefs that 

certain products are associated with particular cultural origins (Zhou, Poon, & Wang, 2015). For 

example, dumplings, steam stuffed bun, herbal tea are perceived as local product categories that are 

associated with Chinese culture whereas hamburgers, English custard tart, and coffee are perceived 

as foreign (Western) product categories that are associated with foreign cultures among Chinese 

consumers (Zhou, Poon, & Wang, 2015). Because of market globalization, the foreign product 

categories are increasingly accessible to consumers in China and other Asian countries.  Future 

research should investigate the optimal code-switching tactics for global and local brands when 

advertising products in various COPC. 

In addition, previous studies have demonstrated the increasing use of code-switched 

advertisements in Asian countries, including India, South Korea, and Taiwan (e.g., Ahn and Ferle 

2008; Chang 2008; Krishna and Ahluwalia 2008; Lin and Wang 2016). For international marketing 

purposes, it is recommended that researchers should conduct a cross-country examination of the use 

of code-switching tactics in emerging countries, such as Brazil, Russia, India, and China, and 

developed countries. Such findings will assist marketers in understanding the current trends and the 

effect of code-switching tactics on advertising persuasion in these countries. 

Finally, we did not observe the mediation effect of advertising involvement for the higher local 

identity respondents in Study 2. Recent studies have examined global identity, adopting the global 
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identity measure, along with national identity (Bartikowski and Walsh 2015; Westjohn, Singh, and 

Magnusson 2012). However, less attention has been paid to local identity and its measure. Our study 

is one of the few empirical studies that examined both local and global identities, adopting the 

local-global identity measure (Tu, Khare, and Zhang 2012). Further research efforts should assess 

their validity. 

CONCLUSION 

According to the identity-accessibility effect, this study demonstrated the moderating role of the 

local-global identity and mediating role of advertising involvement in code-switched advertising 

effectiveness among monolinguals. The congruence between code-switching and the local-global 

identity enhances code-switched advertising persuasion, and advertising involvement serves as a 

mediator. This study contributes to the literature on code-switched advertising by identifying the 

moderating role of the local-global identity in code-switched advertising persuasion. In addition, this 

study contributes to the literature on branding and international marketing by demonstrating that the 

local-global identity of the target population should be considered in international marketing efforts. 

This study also provides managerial implications to practitioners for developing marketing strategies 

(e.g., languages used in the advertisement) to target monolinguals. 

 

(Reference, tables and figures are available upon request) 
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Creating an Effective Code-Switched Ad for Monolinguals: The Influence of Brand Origin and 

Foreign Language Familiarity 

Due to the pervasive nature of global marketing, consumers encounter numerous products and 

brands from all over the world (Zou & Cavusgil, 2002). To increase the attractiveness of ads and 

advertised products to consumers, companies must consider whether they should follow local 

cultural practices in their ads or blend them with a global appeal (e.g., by using foreign models or 

scenes). Researchers therefore have been investigating advertising strategies for multinational and 

local firms (Alden, Steenkamp, & Batra, 1999; Krishna & Ahluwalia, 2008; Tai, 1997). Local firms 

in developing countries use a variety of foreign elements to create a global impression and take 

advantage of the equity of a foreign country’s image: a western model, a foreign scene, foreign brand 

names, or ad copy in a foreign language (Ahn & Ferle, 2008; Steenkamp, Batra, & Alden, 2003; 

Zhou, Yang, & Hui, 2010). By contrast, multinational firms devote substantial time and effort to 

localize their brands, products, and packaging to attract local consumers and enhance the evaluation 

of their products in local markets (Neff, 1999; Zhang & Schmitt, 2001). Using a local or foreign 

language in a brand name and ad slogan is a commonly used advertising tactic (Krishna & Ahluwalia, 

2008; Noriega & Blair, 2008). Language is both a symbol and a value of a culture (Alden et al., 1999) 

and can generate culture-specific conceptual associations (Kroll & De Groot, 1997). The advertising 

tactic of “inserting of a foreign word or expression into a sentence (e.g., into an ad slogan), resulting 

in a mixed-language message” is called code-switching (Luna & Peracchio, 2005a, p. 760). The use 

of code-switching advertising tactics has been increasing in Asian countries. For example, our pilot 

study sampled 773 ads from 26 magazines in Taiwan and found that more than 30% of the local 

brands and 50% of global brands used code-switching, respectively. Unlike the target population (i.e., 

bilinguals) in prior code-switched (CS) advertising studies, many of the Asian countries are 
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populated with monolinguals who do not communicate with two languages in their daily lives 

(Grosjean, 1997). Recent research has shown that monolinguals and bilinguals differ in cognition and 

brain activities (Bialystok, Craik, & Luk, 2012). Developing an effective strategy for the design of 

CS ads targeting the monolingual population would be valuable to both scholars and practitioners in 

advertising.  

Several studies on CS ads have been loosely conducted to investigate the impact of brand origin 

on ad effectiveness; however, the results seem inconsistent between monolinguals and bilinguals. For 

instance, the markedness model has been used to explain the social motivations of using 

code-switching among bilinguals (e.g., Myers-Scotton, 1999; Luna & Peracchio, 2005a). That is, 

bilinguals choose to use the majority or minority language to portray their social identity. A language 

or CS element becomes marked when it is used in contrast to the language context; because it does 

not match the audience’s expectations, it is generally regarded as communicating a specific meaning. 

In the CS ad context, the use of an unmarked language causes bilinguals to focus on the message 

content, whereas the use of a marked language causes bilinguals to focus on the language and its 

associations (Luna & Peracchio, 2005b). Adopting the markedness model (Myers-Scotton, 1999), 

Krishna and Ahluwalia (2008) found that for multinational firms, CS ads were effective for 

marketing a luxury product and non-CS ads were effective for marketing a necessity; however, no 

advantage was found for local companies using CS ads compared with non-CS ads (Krishna & 

Ahluwalia, 2008). Nevertheless, other researchers have reported different findings. Without 

considering corporation types, Chang (2008) found that Taiwanese consumers gave a higher rating to 

non-CS than CS ads in both necessity and luxury goods (i.e., food, telecommunication, and fashion). 

Similarly, Villar, Ai, and Segev (2012) suggested that a brand name should be linked to the brand 

origin. One possible explanation for the inconsistent findings is the different samples used in these 
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studies. In addition to physiological and cognitive differences (Bialystok et al., 2012), monolinguals 

process language switching differently than bilinguals do (Costa & Santesteban, 2004). Thus, it is 

necessary to examine whether previous research findings of the influence of brand origin on CS ad 

effectiveness can be applied to monolinguals. To the best of our knowledge, the CS ads in most 

previous studies involve only one foreign language. However, CS ads using various foreign 

languages are accessible to consumers at different extents. For instance, Japanese, French and 

Korean are used in CS ads, in addition to English, as shown in our pilot study. Therefore, examining 

whether all types of CS ads are equally appealing would be valuable. Specifically, this research aims 

to address the following questions: (1) Is the influence of the increasingly popular advertising tactic 

of code-switching on ad persuasion contingent on the brand origin for monolinguals? (2) Are all 

types of CS ads equally appealing regardless of the foreign language used? (3) What is the 

mechanism underlying the aforementioned effects? 

This study contributes to the code-switching literature by demonstrating the moderating effect 

of brand origin on CS ad effectiveness among monolinguals. Specifically, we showed that when a 

local brand is advertised, non-CS ads are evaluated more favorably than CS ads. However, when a 

foreign brand is advertised, not all types of CS ads are evaluated more favorably than non-CS ads. It 

is noted that the effects observed are different from those among bilinguals. As such, the findings 

provide additional support to the difference between monolinguals and bilinguals in the bilingualism 

literature. Instead of comparing non-CS ads with CS ads in only one foreign language, this study also 

investigated CS ads in different foreign languages (Study1: Chinese vs. English vs. French; Study 2: 

Chinese vs. Japanese Kanji vs. Japanese Kana). Previous research findings in branding suggested that 

the congruency between the language used in a brand name and the country of origin influenced 

brand attitudes (Villar et al., 2012). Extending this concept to the CS context, our research findings 
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indicate that the congruency effect on CS ad effectiveness is more complex than the effect observed 

in the brand name context. We showed that the exposure level of the foreign language used in CS ads 

influences the CS ad effectiveness. That is, CS ads using a high exposure foreign language are 

evaluated more favorably than CS ads using a low exposure foreign language because of the 

consumer familiarity of the foreign language used. In short, the research findings suggest that when 

targeting monolinguals, the use of code-switching must take brand origin and foreign language 

familiarity into consideration.  

To systematically examine the effect of CS ads among monolinguals, we performed a content 

analysis of magazine ads in Taiwan in a pilot study to understand the current use of CS ads and the 

languages used in these CS ads, thereby establishing the research context. We then reviewed the 

theoretical background and developed our research hypotheses. Two experiments were designed to 

test the research hypotheses. Study 1 was designed to investigate whether and how the CS ad effect is 

moderated by the brand origin among monolinguals. Study 2 replicated the findings of Study 1 with 

another foreign language to eliminate alternative explanations. Study 2 also demonstrated the 

mediating role of foreign language familiarity in CS ad persuasion when a foreign brand is advertised. 

Finally, theoretical and managerial implications as well as future research directions were discussed.  

Pilot study: Code-switching in magazine ads—A content analysis 

The primary goal of this pilot study was to establish an evidence base for the code-switching 

advertising tactic used by both local and global brands in monolingual markets. We performed 

content analysis to examine the code-switching tactic used in magazine ads in Taiwan. The sampling 

was conducted in October 2009. According to the Taiwan Publication Annual published 

by Government Information Office of Taiwan (2009), magazines are categorized into eight types: 

Business, News, Living and Technology, Life and Recreation, Literature, History and the Arts, 



53 

 

Language, and Fashion. In order to include various magazine ads and avoid focusing on only a few 

types of magazines, this study included the two most popular magazines of each magazine type. The 

selected magazines had the largest readerships. For monthly magazines (PCHOME, MOBILE, Taipei 

Walker, Cycling, PPAER, My Home Life, Let’s Talk in English, Studio Classroom, BEAUTY, and 

Ray), one issue per magazine was analyzed. For weekly magazines (Business Weekly, Business 

Today, Next Media, and China Times Weekly), four issues per magazine were analyzed. In total, 26 

magazine issues and 773 different ads were analyzed in this study. We examined the code-switching 

tactic in these magazines on the basis of several aspects: brand origin, brand name, and ad copy 

(headline, subheadline, and body copy). Two coders blind to the research purpose were trained to 

code the ads. They were given a detailed description of the rules and procedures on how to code an 

ad. The two coders discussed their coding results and resolved any disagreements to finalize the 

coding scheme. The intercoder reliabilities ranged from 85% to 90% for all categories in this study. 

The coding sheet and instructions used in the content analysis are shown in Appendix 1. 

Results 

In this study, CS ads are ads that include a foreign language and non-CS ads are ads that use 

traditional Chinese only. Of the 773 ads analyzed, 46.7% (361/773) were for local brands and 53.3% 

(412/773) were for global brands. Of the local brands, 53.74% (194/361) used both Chinese and 

foreign brand names, 27.42% (99/361) used Chinese brand names only, and 18.84% (68/361) used 

foreign brand names. Of the global brands, 66.99% (276/412) used foreign brand names, 28.88% 

(119/412) used both Chinese and foreign brand names, and 4.13% (17/412) used Chinese brand 

names only. For the headlines, 19.47% (66/339) of local brands used code-switching, and 27.3% 

(95/348) of global brands used code-switching. In addition, 14% (42/300) of the local brands and 

22.86% (64/280) of the global brands used code-switching in the subheadline. A total of 36.42% 
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(122/335) of the local brands and 51.16% (177/346) of the global brands used code-switching in the 

body copy. In sum, more than 70% of the local brands and 90% of the global brands used a brand 

name, headline, and body copy in a foreign language in their ads. Table 1 summarizes the results of 

the code-switching usage in the selected magazine ads. 

Insert Table 1 about here 

 

Although English is considered a global language and is the dominant foreign language in ads 

as well as the one most understood by Taiwanese consumers (Crystal, 1996), results showed that the 

foreign languages used in the CS ads in Taiwan also include French, Japanese, and Korean, which 

Taiwanese consumers are less familiar with than English. Table 2 summarizes the results of the CS 

usage in the selected magazine ads. 

Insert Table 2 about here 

Discussion 

Results from the content analysis indicate that CS ads are widely used in Taiwan for both local 

and global brands. Notably, the findings suggest that the use of English brand names in CS ads (89% 

in the pilot study) in the Taiwanese market has substantially increased compared with the 53.90% 

obtained for magazine ads sampled during 2003–2004 (Chang, 2008). Therefore, the chosen market 

serves a fine research context for our research purpose. The following section reviews the literature 

on CS and brand origin and presents our research hypotheses.  

Theoretical background and hypothesis development 

CS is widely practiced by bilinguals in various languages worldwide (Grosjean, 1997). It refers 

to two or more languages being used in a sentence or conversation (Myers-Scotton, 1999). CS ads 

often use words in a foreign language for the brand name or ad copy. In the communication process, 
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the meaning expressed by different languages may influence a consumer’s evaluation of a product or 

service (Lawson & Sachdev, 2000) because CS ads trigger different cultural values (Luna, Lerman, 

& Perachio, 2005; Luna, Ringberg, & Peracchio, 2008). Research on CS ads has identified several 

factors that influence ad recognition and recall among bilingual consumers, such as motivation (Luna 

& Peracchio, 2002) and picture-text congruity (Luna & Peracchio, 2001). For example, previous 

studies have indicated that although second language conceptual processing is more difficult than 

first language processing, highly motivated people remember ads in their first and second languages 

equally well (Luna & Peracchio, 2002). A high level of congruity between picture and text can 

facilitate the processing of second language messages and thus increase the memory retention of ads 

in a consumer’s second language (Luna & Peracchio, 2001).  

Researchers have also suggested that marketers should consider the possible moderating effects 

of a consumer’s language attitude (Luna & Peracchio, 2005a), attitude toward CS and the media 

context (Luna & Peracchio, 2005b), and type of processing (Luna, Lerman, & Peracchio, 2005) to 

increase CS ad persuasiveness. For example, a code-switching effect direction was identified. That is, 

first language slogans switched to a consumer’s second language are evaluated less favorably than 

second language slogans switched to a consumer’s first language because of the salience of the CS 

word in the second language. However, when consumers have positive attitudes toward their second 

language, they have higher evaluations toward ads switched from the first language to their second 

language (Luna & Peracchio, 2005a). Similarly, attitudinal and contextual variables have moderating 

effects on CS ads. When media context information activates positive associations with the second 

language, the slogans switched from the first language to the second language result in more positive 

elaboration and higher evaluations compared with slogans switched from the second language to the 

first language (Luna & Peracchio, 2005b).  
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Due to globalization, consumers encounter numerous products with different brand origins in 

their daily lives. Researchers have identified the crucial role of brand origin in consumer preferences 

(Papadopoulos, 1993; Verlegh & Steenkamp, 1999). Thakor and Kohli (1996, p. 27) defined brand 

origin as “the place, region or country to which the brand is perceived to belong by its target 

consumers.” Prior research used to focus on country of origin, which refers to the place where 

products are manufactured (Gürhan-Canli & Maheswaran, 2000). Recent research has focused on 

brand origin instead of country of origin because of many concerns (e.g., unclear measurement of the 

construct, questionable research methods, and increasing globalization) (Clarke, Owens, & Ford, 

2000; Magnusson, Westjohn, & Zdravkovic, 2011; Usunier, 2011), and has shown that brand origin 

has a stronger influence on purchase intentions than does the country of origin (Papadopoulos, 1993). 

Brand origin can be classified as local or foreign (Zhuang, Wang, Zhou, & Zhou, 2008). Consumers 

can identify brand origins from ad copy (Thakor & Kohli, 1996) and often rely on the language used 

in a brand name to form associations and determine the brand origin (Samiee, Shimp, & Sharma, 

2005). Kroll and De Groot (1997) indicated that words in a different language are likely to induce a 

different set of culture-specific conceptual associations (e.g., Alden et al., 1999). For example, a 

foreign language can reveal the origin of the brand when used in an ad copy (Caudle, 1994). A 

previous study indicated that when CS ads are used, the foreign language characters are prominent 

and influence the ad and product attitude of the consumer (Luna & Peracchio, 2005a). Recent 

research has also identified the moderating role of brand origin in CS ad effectiveness. On the basis 

of the markedness model, Krishna and Ahluwalia (2008) indicated that multinational firms enjoy the 

advantages of using CS ads to attract consumers. Specifically, when marketing a luxury product, CS 

ads are more effective than non-CS ads, whereas when marketing a necessity, non-CS ads are more 
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effective than CS ads. Local firms do not seem to gain an advantage by using CS ads, and in this 

context there is no difference between CS and non-CS ads (Krishna & Ahluwalia, 2008). 

However, code-switching is generally used because of social motivations instead of a lack of 

language fluency (Luna & Peracchio, 2005b). The markedness model, which was used to explain the 

social motivations of using code-switching (Myers-Scotton, 1999), may not be suitable to explain the 

CS ad effect in monolingual populations. Krishna & Ahluwalia (2008) indicated that the use of CS 

ads among bilinguals involves social stereotype concerns. However, Lin and Wang (forthcoming) 

show that monolinguals do not evaluate the foreign language more favorably than the local language 

as bilinguals do. Consistent with prior studies in bilingualism, their findings indicate that 

monolinguals have different responses to CS ads than bilinguals. Monolinguals do not possess 

equivalent executive control and linguistic performance as do bilinguals who need to manage 

attention to two languages in their daily lives (Bialystok et al., 2012). Thus, the social stereotype 

concerns are less likely to be observed among monolinguals. Whether previous findings on brand 

origin and CS ads are applicable in this population therefore warrants investigation. 

Originating from the social identity theory, in-group favoritism refers to an effect that 

individuals treat the members of a group that they belong to more favorably than people outside the 

group (Tajfel & Turner, 1986). On the basis of in-group favoritism, a previous study showed that 

perceived similarity between feature spokespersons and consumers enhances ad persuasion (Aaker, 

Brumbaugh, & Grier, 2000; Deshpandé & Stayman, 1994; Forehand & Deshpandé, 2001; Whittler & 

DiMeo, 1991). Similarly, researchers have found that consistency between consumers and the 

language used in the brand name enhances consumers’ attitudes toward the brand and the ad (Chang, 

2008; Gerrisen, Korzillius, Meurs, & Gijsbers, 2000). Researchers have also indicated that 

consumers have positive attitudes toward culturally congruent ads (Cui, Yang, Wang, & Liu, 2012). 
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Symbols are one of the cultural representations in advertising and influence ad persuasion (Lwin, 

Stanaland, & Williams, 2010). For example, traditional Chinese characters, which are a symbol of 

Taiwanese culture, represent Taiwan as the brand origin. Thus, for local brands in Taiwan, 

consumers are likely to evaluate the ad more favorably when the brand name and ad copy are written 

in Chinese rather than partially in a foreign language (Lin & Wang, forthcoming). In other words, 

consumers evaluate a brand advertised in their native language more favorably than a brand 

advertised in a mixture of two languages (i.e., native and foreign). A previous study also indicated 

that a brand name should not mislead consumers. Compared with American consumers, Chinese 

consumers are more likely to feel deceived if a brand name misleads their perception of the brand 

origin (Villar et al., 2012). Accordingly, we argue that when a local brand uses foreign language in a 

brand name and ad copy, the CS ad will mislead the consumer in identifying the brand origin, 

resulting in an unfavorable evaluation. Similarly, a foreign brand should use a foreign brand name 

and some foreign language characters in the ad copy because those elements represent the brand 

origin. However, when a foreign brand adopts a Chinese brand name and uses only Chinese 

characters in the ad copy, consumers will perceive the ad less favorably than if a mixture of Chinese 

and English is used. This is because Chinese characters do not represent the culture and origin of the 

foreign brand. For foreign brands, consumers are likely to evaluate the ad more favorably if the brand 

name and ad copy are partially in the foreign language than if they are presented only in the local 

language. Therefore, we formulated the research hypotheses as follows: 

H1: When local brands are advertised, non-CS ads are perceived more favorably than CS ads. 

H2: When foreign brands are advertised, CS ads that use a foreign language matching the brand 

origin are perceived more favorably than non-CS ads. 

Study 1 
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Study 1 investigated the moderating effect of brand origin on ad evaluations among 

monolinguals. In this study, local brands are defined as brands that originated in Taiwan, whereas 

foreign brands refer to brands that originated in other countries (Zhuang et al., 2008). A 3 (CS: 

non-CS vs. English CS vs. French CS) × 3 (brand origin: Taiwan vs. U.S.A. vs. France) research 

design was used in this study. Three versions of a toothpaste ad were created, namely a Chinese, 

English, and French version, to represent a non-CS ad and two CS ads using two different foreign 

languages, respectively. According to the results of our pilot study, in addition to English, the foreign 

languages used in the CS ads in Taiwan include French, Japanese, and Korean. As a cultural symbol 

set, English is a widely accepted language worldwide in business, mass media, and the Internet 

(Crystal, 1997). We chose French as the testing language in this study because French represents 

another Western culture. By choosing English and French as the foreign languages, we can rule out 

the possible impact of cultures on the results.  

Participants. A total of 443 undergraduate students (aged 18-26 years, M = 20.42 years; 45.6% 

male) participated in the study. The gender of the participants had no effect on any of the dependent 

measures and therefore is not discussed further.  

Stimulus Development. A pretest was conducted to select a target product of which the 

consumer’s evaluation would not be influenced by the brand origin. The product category can have an 

influence on the persuasion of the CS ad (e.g., Krishna & Ahluwalia, 2008).We used a necessity 

product to test our hypothesis in this research. Necessities are products that are required for meeting 

daily and prioritized needs (Krishna & Ahluwalia, 2008). Therefore, in this pretest, 30 undergraduate 

students from the same sample pool in the main study were recruited and presented with 10 

necessities (e.g., toothpaste, pen, detergent, and shampoo). They were asked to rate these 10 products 

on the extent to which they would consider the brand origin when purchasing the product (1 = 
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strongly disagree, 7 = strongly agree). The result showed that when the participants considered 

purchasing toothpaste (M = 3.79), they were less likely to consider the brand origin compared with the 

other nine products. Thus, toothpaste was selected as the target product in this research.  

A fictitious brand name (Coolest) was used. Products from Taiwan, the U.S.A., and France 

were used to manipulate the brand origin and to represent local and foreign brands. The brand origin 

was listed next to the brand name in the ad. On the basis of the code-switching practice used in the 

pilot study, we manipulated the CS ad by inserting words in a foreign language into the brand name, 

headline, and ad copy. The CS ads contained either English and Chinese texts or French and Chinese 

texts, whereas the non-CS ads contained Chinese text only. Nine versions of a toothpaste ad were 

created for this study. The nine versions were formatted identically with a brand origin, brand name, 

bold headline, product image, and a copy containing approximately the same number of words, all in 

the same order. The only difference among the nine ads was the fictitious brand name (Coolest, the 

English brand name, was translated into Chinese and French in the other two conditions), brand 

origin (Taiwan vs. U.S.A. vs. France), and the language (Chinese vs. English vs. French) used in the 

headline and product package shown in the ads
3
.  

Procedure. Participants were randomly assigned to one of the nine experimental conditions. 

They were told that the purpose of the study was to understand consumers’ evaluations of a print ad 

for toothpaste and were then presented the ad. Participants were asked to indicate the brand origin of 

the advertised product. Subsequently, participants were asked to answer questions related to their 

attitude toward the ad. The ad was evaluated on a six-item, seven-point semantic differential scale 

(bad vs. good, dislike vs. like, uninteresting vs. interesting, unpleasant vs. pleasant, negative vs. 

positive, and poor quality vs. excellent quality;  = .84). A higher rating indicated a more positive 

                                                 
3
 The examples of ad copy in the studies are available upon request. 
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evaluation of the ad. Finally, background information regarding the participants’ gender and age was 

collected. 

Results 

Manipulation Checks. In regard to the brand origin manipulation, all participants in this 

experiment correctly identified the brand origin (Taiwan, U.S.A., or France) of the advertised 

product. To avoid confounding, an independent sample of 70 participants from the same sample pool 

was used to confirm the preference for the two languages by using a 7-point semantic differential 

scale (1 = very little, 7 = very much). The results showed that the participants equally favored English 

and French (MEnglish = 5.25, MFrench = 5.10, t = 1.18, p > .1). Thus, the manipulations were successful. 

Hypothesis Testing. Results of a 3 × 3 analysis of variance (ANOVA)
4
 of the main effect of 

brand origin on ad evaluation (F(2, 434) = 4.48, p < .05) indicated that the participants evaluated the 

ads for the Taiwanese brand more favourably (M = 4.19) than for the French brand (M = 4.00) and 

the U.S. brand (M = 4.00, all p’s < .05). The ad attitude was not significantly different between the 

French brand and the U.S.A. brand. The main effect of code-switching on ad evaluation was 

significant (F(2, 434) = 6.93, p < .001). Although the participants equally favored the non-CS ad (M 

= 4.09) and English CS ad (M = 4.19), they had the least favorable attitude toward the French CS ad 

(M = 3.91, p < .05).  

Notably, a significant interaction effect of brand origin by code-switching on ad evaluation 

(F(4, 434) = 5.95, p < .001) was observed. For the Taiwanese brand, participants perceived the 

non-CS ad more favorably (M = 4.47) than the English CS ad (M = 4.06) and French CS ad (M = 

                                                 
4
As per a reviewer’s suggestion, we conducted several tests to ensure that our data satisfied the assumptions of ANOVA. 

Some of Shapiro-Wilk and Levene's tests are significant (p < .05). However, the visual checks of the distribution and 

variances, along with skewness, kurtosis, and standard deviations, indicate that our data appear normally distributed and 

variances do not differ much. The ANOVA test results should still be correct because the ANOVA test is insensitive to 

moderately nonnormality and unequal variances (Moore & McCabe, 2005). Detailed results can be provided by the 

authors.  
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4.05, all Tukey’s p < .05). H1 was therefore supported. By contrast, the ad evaluations showed no 

significant difference between the English CS ad and French CS ad (F < 1, ƞ
2 

= 0.00). For the U.S. 

brand, participants perceived the English CS ad more favorably (M = 4.28) than the non-CS ad (M = 

3.94) and French CS ad (M = 3.79). However, the ad evaluations were not significantly different 

between the non-CS ad and French CS ad (p > .1, ƞ
2 

= 0.012). For the French brand, participants 

perceived the English CS ad more favorably (M = 4.23) than the French CS ad (M = 3.9) and non-CS 

ad (M = 3.87, all p’s < .05). The ad evaluations were not significantly different between the non-CS 

ad and French CS ad (F < 1, ƞ
2 

= 0.002). H2 was therefore not fully supported by the results. It was 

predicted that when a foreign brand is advertised, CS ads that use a foreign language that matches the 

brand origin are evaluated more favorably than non-CS ads. However, the results showed that when a 

foreign brand is advertised, the English CS ad was evaluated more favorably than the non-CS ad and 

French CS ad, regardless of the brand origin.  

The ANOVA results and the treatment means and standard deviations are shown in Tables 3A 

and 3B, respectively. The two-way interaction effects are illustrated in Figure 1. 

 

Insert Tables 3A and 3B and Figure 1 about here 

 

Discussion  

The results from Study 1 showed the moderating role of brand origin on CS ad persuasion. As 

predicted, the non-CS ads were evaluated more favorably than the CS ads for local brands, and the 

CS ads were evaluated more favorably than the non-CS ad for foreign brands. English CS ads were 

evaluated more favorably even when the brand origin was France. The effect of the fit between brand 

origin and the language of CS ads on persuasion was not observed in the foreign brands. The 
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exposure level of the foreign language used in CS ads might be able to explain why French CS ads 

were not evaluated more favorably than English CS ads when a French brand was advertised. Our 

observation from the pilot study indicated that English and French were not only two foreign 

languages from Western cultures but also represent two languages of different exposure levels used 

in CS ads. We conducted a post hoc test using an independent sample of 70 participants to confirm if 

consumers also perceived such a language exposure difference. The perceived frequency of the 

English and French used in the CS ads was measured on a 7-point semantic differential scale (1 = 

very little, 7 = very much). The results of our post hoc test on consumers’ perception of the frequency 

of the foreign languages used in CS ads are consistent with the code-switching advertising practice of 

the magazines in our pilot study. The results showed that English was perceived to appear more 

frequently than French (MEnglish = 5.53, MFrench = 2.74, t = 16.38, p < .001), which confirmed that 

English is a high exposure language, whereas French is a low exposure language in CS ads. 

Therefore, whether the exposure level of the foreign language influences the CS ad persuasion 

warrants further investigation.  

With the globalization of businesses, consumers can obtain products from any country. 

According to the results of the content analysis in our pilot study, several local and foreign brands 

used CS ads with a foreign language that consumers are not frequently exposed to, such as French. 

Moreover, in some of the CS ads, the foreign language used did not fit the brand origin (e.g., 

Japanese brands using English or French words in their ads). People are more familiar with their 

native (first) language because it is acquired early and used most often in their daily lives, whereas 

they are less familiar with foreign (second) languages that are acquired from and used in school or 

business settings (Luna & Peracchio, 2001). Because of the education system and geographic 

distance, people have different levels of exposure to foreign languages and thus form different levels 
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of familiarity with a foreign language. The exposure level of the foreign languages used in CS ads 

should be positively associated with foreign language familiarity. The language familiarity effect, 

which has been documented in the literature, has been shown to influence communication attitudes 

and efficiency (Horwitz, Horwitz, & Cope, 1986; Lai, Lin, & Kersten, 2009). When consumers are 

more (less) familiar with a foreign language, the communication and persuasion effectiveness 

increases (decreases) (Lai et al., 2009). Thus, we argue that when a foreign brand is advertised, CS 

ads using a high exposure foreign language are evaluated more favorably than CS ads using a low 

exposure foreign language. The effect of the type of CS ad on ad evaluations is mediated by foreign 

language familiarity. However, we don’t expect that the mediation effect will be observed when a 

local brand is advertised because of the language preference. Two hypotheses were thus formulated 

as follows.  

H3: When a foreign brand is advertised, CS ads using a high exposure foreign language are 

evaluated more favorably than CS ads using a low exposure foreign language. Such an effect will not 

be observed when a local brand is advertised.  

H4: A moderated mediation effect will occur, whereby foreign language familiarity mediates 

the interaction between brand origin and CS ads on CS ad effectiveness. 

 

Study 2  

Study 2 investigated the reason why not all types of CS ads are equally appealing to 

monolinguals when a foreign brand is advertised. Specifically, for foreign brands, why CS ads are 

not more effective than non-CS ads even when the foreign language used in the CS ads matches the 

brand origin warrants investigation. We examined whether the effect of the exposure level of the 

foreign language used in CS ads on ad persuasion is mediated by foreign language familiarity. In 
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addition, because English is a commonly used language worldwide and French is not (Crystal, 1996), 

the observed effects were likely caused by the fact that the English CS ads were perceived as more 

global than the French CS ads. To eliminate this alternative explanation, Study 2 replaced the two 

foreign languages (i.e., English and French) with Japanese. We chose Japanese as our testing 

language in Study 2 for several reasons. First, according to the results from our pilot study, Japanese 

is one of the foreign languages used in the CS ads in Taiwan and is not a commonly used language 

worldwide. Second, Japanese has two writing systems: Kanji and Kana. Both writing systems are 

used in the CS ads in Taiwan. Kanji uses many Chinese characters, whereas Kana does not. Kana 

uses simplified characters from Kanji. When viewing the Japanese CS ads, different writing systems 

would trigger different levels of language familiarity among our target respondents. Therefore, using 

the two types of Japanese in CS ads not only has practical implications but also helps to eliminate 

possible alternative explanations. We used a 3 (CS: non-CS vs. Japanese Kanji CS vs. Japanese Kana 

CS) × 2 (brand origin: Taiwan vs. Japan) between-subject design to test our hypothesis.  

Participants. A total of 161 undergraduate students (aged 18-49 years, M = 20.88 years; 52.2% 

male) participated in the study. The gender of the participants had no effect on any of the dependent 

measures and therefore is not discussed further.  

Stimulus development and procedure. Another pretest was conducted to select a target product 

that avoided the possible product category effect on the CS ad evaluations as Krishna and Ahluwalia 

suggested (2008). A total of 43 undergraduate students from the same sample pool used in the main 

study were recruited and presented with 10 products that they would use daily (e.g., coffee, pens, 

jeans, and a headset). They were asked to rate the 10 products on the extent to which they considered 

the product category as necessity or luxury (1 = necessity, 7 = luxury). The results showed that the 

headset was considered as neither necessity nor luxury (M = 3.95). Thus, the headset was selected as 
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the target product in this study. Three versions of an ad for the headset were created, namely a 

Chinese, Japanese Kanji, and Japanese Kana version, to represent a non-CS ad, a CS ad using a high 

exposure foreign language, and a CS ad using a low exposure foreign language, respectively. The 

code-switching was manipulated by inserting words in Japanese Kanji or Japanese Kana into the 

headline, similar to the ads used in Study 1. A product from Taiwan or Japan was used to manipulate 

the brand origin in the ad. The participants were randomly assigned to one of the six experimental 

conditions and were told that the purpose of the study was to understand consumers’ evaluations of a 

print ad for a headset. Subsequently, they were presented with the ad. The participants were asked to 

answer questions related to their attitudes toward the ad. The pertinent items, which were the same as 

those in Study 1, were averaged to produce an ad evaluation index ( = .88). The participants were 

then asked to indicate the brand origin of the advertised product. Finally, language familiarity was 

measured on a 7-point Likert scale (e.g., “I am familiar with the language used in the ad”). A higher 

rating indicated higher perceived familiarity. Background information regarding the participants’ 

gender and age was collected at the end of the questionnaire. 

Results 

Manipulation Checks. Regarding the brand origin manipulation, all participants in this study 

correctly identified the brand origin (Taiwan or Japan) of the advertised product. An independent 

sample of 70 participants from the same sample pool was recruited for the pretest of the exposure 

level of the foreign language used in CS ads, and the result indicated that Kanji (M = 4.31) appears 

more often than Kana (M = 3.71, t = 5.26, p < .001) in CS ads in magazines. In addition, respondents 

perceived Kanji (M = 3.94) as more familiar than Kana (M = 3.43, t = 5.42, p < .001). Furthermore, 

the preference ratings of both languages were not significantly different (Mkanji = 5.03 vs. Mkana = 4.92, 

t = 1.63, p >.1). Thus, the manipulations were successful.  
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Hypothesis Testing. The 3 × 2 ANOVA
5
 showed a significant main effect of brand origin on 

ad evaluation (F(1, 155) = 3.33, p < .05), indicating that the participants favored the ad for the 

Taiwanese brand (M = 4.22) over the Japanese brand (M = 4.03). No significant effect of 

code-switching on ad evaluations existed. Notably, a significant interaction of brand origin by 

code-switching on ad evaluations was found (F(2, 155) = 15.67, p < .001). For the Taiwanese brand, 

participants favored the ad (Tukey’s test p < .05) when evaluating the non-CS ad (M = 4.55) 

compared with the Japanese Kanji CS ad (M = 3.95) and Japanese Kana CS ad (M = 4.13). However, 

the ad evaluations showed no significant difference between the Japanese Kanji CS ad and Japanese 

Kana CS ad (ad evaluations; p >.1, ƞ
2 

= 0.024). For the Japanese brand, participants perceived the ad 

more favorably (Tukey’s test p < .05) when evaluating the Japanese Kanji CS ad (M = 4.34) 

compared with the non-CS ad (M = 3.74) and Japanese Kana CS ad (M = 3.98). The ad evaluations 

were not significantly different between the non-CS ad and Japanese Kana CS ad (ad evaluations; p 

> .1, ƞ
2 

= .049). H3 was fully supported. To examine the underlying mechanism of H3, we conducted 

a moderated mediation analysis using PROCESS macro in SPSS in accordance with Hayes (2013). A 

bootstrapping analysis confirmed the mediating role of foreign language familiarity. That is, when a 

foreign brand was advertised, the indirect effect of code-switching on ad evaluations was significant 

with a 95% confidence interval (CI) of the indirect effect excluding zero (LL CI = -.2230 and UL CI 

= -.0321). When a local brand was advertised, the indirect effect of code-switching on ad evaluation 

was not significant with a 95% confidence interval of the indirect effect including zero (LL CI = 

-.1670 and UL CI = .0324). H4 was therefore supported.  

                                                 
5
 Similar to Study 1, we conducted several tests to ensure that our data satisfied the assumptions of ANOVA. No 

significant effects of Shapiro–Wilk or Levene's test (p > .05) existed; hence, our data satisfied the assumptions of normal 

distributions and equality of variances. Detailed results can be provided by the authors.  



68 

 

The ANOVA results and the treatment means and standard deviations are shown in Tables 4A 

and 4B, respectively. The two-way interaction effects are illustrated in Figure 2. 

Insert Tables 4A and 4B and Figure 2 about here 

 

Discussion  

The results were consistent with the findings of Study 1, which showed that when a local brand 

was advertised, non-CS ads were perceived more favorably than CS ads. By contrast, when a foreign 

brand was advertised, not all types of CS ads were appealing to monolinguals. We further showed 

that when a foreign brand was advertised, the foreign language exposure level influenced CS ad 

effectiveness because of foreign language familiarity. The results supported the mediated role of 

foreign language familiarity in the effect of code-switching on ad evaluations. The effects were not 

observed when a local brand was advertised. 

General discussion  

This research investigated the moderating effect of brand origin on CS ad effectiveness among 

monolinguals. In addition, we identified the mediating role of foreign language familiarity in CS ad 

persuasion when a foreign brand is advertised. Using a content analysis of magazine ads in a pilot 

study, we found that a significant percentage of the ads of both local and foreign brands used foreign 

elements (i.e., language) in the brand name, headline, and magazine ad content. In Study 1, we 

empirically tested whether the language used in CS ads should match the brand origin. Consistent 

with our predictions, respondents evaluated the non-CS ads more favorably than the CS ads when 

local brands were advertised. However, respondents only evaluated English CS ads more favorably 

than non-CS ads when foreign (U.S. and France) brands were advertised. The French CS ads were 
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not evaluated differently from the non-CS ads. Study 2 was conducted to explore why CS ads, even 

when the foreign language used matches the brand origin, were not appealing to monolinguals in the 

foreign brand condition. Study 2 replicated the findings of Study 1 and showed that non-CS ads were 

perceived more favorably than CS ads when a local brand was advertised. When a foreign brand was 

advertised, CS ads using a high exposure foreign language were rated more favorably than CS ads 

using a low exposure foreign language. We also demonstrated that foreign language familiarity 

played a mediating role in CS ad effectiveness when a foreign brand was advertised.  

This research has several contributions to the literature on CS advertising and brand 

management. First, extending Krishna and Ahluwalia’s study (2008), this research provides further 

evidence for the moderating effect of brand origin on CS ad effectiveness among monolinguals. 

Krishna and Ahluwalia (2008) found that CS ads influence ad persuasion only for foreign brands, but 

not for local brands in a bilingual population. However, unlike the finding in Krishna and 

Ahluwalia’s study (2008), this study demonstrated the CS ad effect for both local and foreign brands 

in a monolingual population. Specifically, non-CS ads are more appealing than CS ads when a local 

brand is advertised, whereas CS ads using a high exposure foreign language are more attractive than 

non-CS ads when a foreign brand is advertised. We provide additional evidence to the bilingualism 

literature showing the differences in responding to CS ads between monolinguals and bilinguals. 

Previous studies have shown that consumers have positive attitudes toward culturally congruent ads 

(Cui et al., 2012; Zhang & Gelb, 1996). Our findings provide further support. Second, our study 

expanded this research field and investigated the effectiveness of CS ads between a local language 

(Chinese) and three foreign languages (English, French, and Japanese). Most prior studies have 

compared only the effectiveness of a non-CS ad with that of a CS ad. However, in reality, 

monolinguals are exposed to various CS ads. It was unclear whether or not CS ads using different 
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foreign languages were equally appealing to consumers. Our findings suggest that the influence of 

the familiarity of the foreign language used in CS ads must be considered. We demonstrated that CS 

ads using a high exposure foreign language are perceived more favorably than CS ads using a low 

exposure foreign language when a foreign brand is advertised. The mediating role of foreign 

language familiarity was shown. Third, recent research in international advertising has progressed 

beyond the debate on standardization versus local adaptation. Instead, researchers should focus on 

investigating the factors that create the successful standardization of advertising (Taylor, 2005). Our 

research advances the understanding of the degree to which advertising can be standardized in terms 

of strategy, execution, and language usage (Taylor, 2005). 

Asian countries (e.g., Japan) are increasingly adopting the same advertising approach (e.g., 

direct-sell appeal) as North American countries (e.g., the U.S.) (Okazaki & Mueller, 2011; Okazaki, 

Taylor, & Mueller, 2011). Similarly, an increasing number of CS ads are used in Asian countries as 

were observed in North American countries. However, practitioners should use CS ads with caution. 

Our research provides managerial implications for brand managers. First, although the 

code-switching advertising tactic is widely used by foreign and local brands, our research findings 

provide evidence against this popular advertising practice that assumes a global appearance always 

appeals to consumers, regardless of brand origin. Local brand managers should be aware that the use 

of a foreign language in their ads may not always produce an international and appealing impression 

of the brand. Similarly, foreign brand managers should be aware that the use of a local language in 

their ads may not always be effective in local markets. It is evident from our findings that local 

brands should use non-CS ads, whereas foreign brands should adopt CS ads and take foreign 

language familiarity into consideration. Second, brand managers should be aware of consumers’ 

familiarity with the foreign language that they plan to use in an ad because our findings suggest that 
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not all CS ads with a foreign language are appealing. When a foreign brand is advertised, a CS ad 

should include a high exposure foreign language. Finally, Armstrong (2011) advocated that 

practitioners need more managerially relevant principles (i.e., condition-action statements) to 

increase ad persuasiveness; academic research contribution to this field is lacking. Our research 

provides evidence-based principles for creating effective CS ads and suggestions for international 

advertising strategies.    

Researchers and practitioners should be careful when generalizing our research findings. 

Code-switching in advertising can be used to emphasize aspects of a product other than its 

association with globalization. For example, the use of German in car ads, French in perfume ads, 

and Italian in food ads tend to induce associations (e.g., quality and authenticity) other than 

globalization. Similar associations might influence the findings of our research. Although the 

products used in our research (i.e., toothpaste and headsets) are unlikely to induce such effects, future 

research should consider this possibility. In addition, our research did not measure cultural 

associations activated by the ads. Activation of culture-specific associations is likely not the only 

explanatory mechanism. Future research is encouraged to investigate this topic further.  

Our research findings also offer potential directions for future research. Since previous studies 

on CS ads focus on bicultural bilingual Hispanic Americans (e.g., Luna & Peracchio, 2001) and 

monocultural bilingual Indians (Krishna & Ahluwalia, 2008), additional research efforts are required 

to investigate the CS ad effectiveness among monolinguals. Because of the lack of foreign language 

fluency and cultural involvement, the CS ad effectiveness among monolinguals would not be the 

same as that among bilinguals. Many Asian countries (e.g., China, Japan, and Korea) and European 

countries (e.g., Germany and Demark) have monolinguals populations. Research findings in this field 

would be useful to marketers in developing effective CS ads targeting monolinguals. Moreover, past 
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research has indicated that consumer heterogeneity is a major factor that causes inconsistent findings 

in international advertising studies. Heterogeneity within countries influences the generalizability of 

research findings across different samples (Koslow & Costley, 2010). According to the psychology 

of globalization, most consumers tend to possess both a local and global identity, with one identity 

often being stronger than the other (Arnett, 2002). In addition to social identity, researchers have also 

indicated the importance of congruency judgements and felt targetedness in communicating with a 

broader population (Johnson & Grier, 2011). Future research is encouraged to investigate possible 

individual and psychological factors (e.g., social identity) that might have influenced the observed 

effects in our research. 

 

(Reference, tables and figures are available upon request) 

 



科技部補助專題研究計畫執行國際合作與移地研究心得報告 

                                 

一、 執行國際合作與移地研究過程 

本研究計畫探討廣告中使用兩種以上的語言之廣告效果，此研究不僅可以應用外國語言（英

文、日文、法文….）＋本國語言(中文)的推廣外，亦可思考國內在推廣母語(e.g.台語,客家語),

原住民語或少數語言(e.g.東南亞語)或保存原住民語時，如何提升說服效果。紐西蘭在原住民語

言（毛利語）保存與推廣方面的做法值得借鏡，個人於 106 年 7 月 2 日至 106 年 8 月 24 日至紐

西蘭基督城進行移地研究，了解紐西蘭在教育、政策、廣告與行銷推廣上如何同時使用原住民語

（毛利語）＋本國語言（英文），並探知其效果，以豐富本計畫研究內容。移地研究期間，拜訪

University of Canterbury、Lincoln University 與 University of Otago 三所大學，以訪談方式接觸學

校單位教育工作者與當地消費者，以了解紐西蘭的雙語教育下對少數語言(e.g. 毛利語)的觀感和

接受度。 

二、 研究成果 

移地研究期間得以親身進入紐西蘭教育體系，理解紐西蘭官方如何推廣少數語言，並透過訪

談教育工作人員與當地消費者以理解當地人對少數語言的觀感和接受程度，所獲得之心得與結論

摘要如下: 

(1) 紐西蘭政府機關和教育單位肩負保存與推廣毛利語的任務，政府單位的文宣品、告示牌同

時標示英語及毛利語，官方的博物館展示牌也以雙語呈現，圖書館的毛利語書籍擺設在進

計畫編號 MOST103－2410－H－004－215-MY3 

計畫名稱 轉碼廣告的說服力—語言熟悉程度、消費者認同與產品類別的干擾效果 
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出國研究目的 □實驗 ▓田野調查 □採集樣本 □國際合作研究 □使用國外研究設施 



門顯眼處；學校內的建築會以雙語或僅以毛利語標示…等，明確宣示政府單位對毛利語的

重視。教育機構在推廣毛利語不像台灣以每周一堂課選讀母語（台語、客家語、原住民語

及東南亞語）的方式進行，而是將毛利語與毛利文化融入於學生的教學中，如每周一次的

朝會一律以毛利語歌曲與毛利舞蹈開始；每學期初迎接新老師與新同學，舉辦毛利傳統歡

迎儀式；每天課堂一開始也要練習毛利語或唱毛利歌，學校的音樂課以教導毛利歌與舞蹈

為主….，雖然沒有以正式課程納入學習時數，但以音樂、舞蹈、生活的方式讓學生更有機

會接觸到毛利文化，並融入於生活中。 

(2) 從訪談的過程中瞭解到紐西蘭當地人（Kiwi）並非都能理解毛利語的內涵，雖然政府與教

育單位的作為並不會增加 Kiwi 理解毛利語的程度，但這樣的作為的影響卻產生內化效果，

即 Kiwi對毛利人與毛利文化極為尊重，並願意努力參與保存少數語言與文化，同時，也對

於其他文化與種族展現無比的包容力。 

(3) 近年台灣積極推動朝向東南亞國家發展，規劃於中小學開設東南亞語系的課程，然紐西蘭

則意識到華人市場的蓬勃成長，規定中小學校每週必修一堂中文課。紐西蘭的中國移民人

口越來越多，雖然目前在商業廣告尚未出現中英雙語並呈，但預期不久的將來，紐西蘭於

商業活動上將有更多的雙語呈現。 

此次移地研究所蒐集到的照片、文宣、訪談資料將逐步進行整理，成為本計畫（轉碼廣告）

之後續研究方向，並持續進行相關研究。 

三、建議與心得 

執行科技部專題研究計畫 15 年，這是第一次申請並執行移地研究，有機會親身進入研究

場域，親自體會、觀察並進行訪談，其所獲得的資訊與感觸是從文獻探討與書面資料中無法獲

得的。此次移地研究對於異國文化有更進一步的理解，對於個人從事跨文化轉碼廣告的研究非

常有幫助。 
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專任教師出席國際學術會議報告 

 

一、 參加會議經過 

本次報告的時間為 2/17下午 5：15～6：45。其餘時間則參加與本身研究相關或有興趣的議程，

蒐集目前行銷與消費者行為領域的研究議題 

二、 與會心得 

這是本人第二次參與 AMA舉辦的會議。AMA為國際重要的行銷協會之一，每年均舉辦多個國

際會議，本次參加的 AMA winter conference(過去名為: Marketing academic conference)為該協會

舉辦最重要的國際研討會，每年分冬季與夏季兩次舉行，會議地點多在美國境內。 

這次報告的時間為會議第一天的下午時段(2/17下午 5：15～6：45)，當天一早就去參加會議，

聆聽個人有興趣的主題。依據過去參與國際研討會的經驗，會議第一天參與人次最為踴躍，但

令人驚訝的是，這次 AMA第一天會議參與人數卻比後面兩天會議的人數少，原本擔心下午場次

的參與人數會很冷清，幸好，到了傍晚，參與人數逐漸增加，poster session和 reception排在一

起，參與人數眾多。個人的這次發表的研究跟”浪費”有關，不少研究者有興趣，互動機會很多，

也提供了一些後續研究概念與實驗設計方向，是本次參與會議的一大收穫。 
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The Influence of Pro-Environmental Credentials on Wasteful Consumption 



和 ACR(Association for Consumer Research)會議相比，AMA所涵蓋的議題較廣，所使用的研究

方法也較多元，基於去年參加 AMA的經驗，個人於本次 AMA會議多去涉獵和非 CB(消費者行

為)領域的主題，理解其他領域的研究脈絡與研究方法，衍伸的不少新的研究想法，獲益良多。 

三、 考察參觀活動(無是項活動者省略) 

無。 

四、 建議 

1.  AMA國際會議和 ACR國際會議相比，雖然研究主題涵蓋較廣，但許多看似和個人研究有

差距的研究主題卻反而能激發出新的研究主題，收穫頗豐。建議國內學者除了參加和自己研究

主題有關的國際研討會，也須多參加大型協會主辦的研討會，了解其他領域的研究或與其他領

域學者交流或可激盪出不同的研究火花。 

2.  AMA的會議內容與相關訊息均結合如 app與 twitter等新科技，讓參與者能隨時獲取相關的

會議訊息，令人耳目一新。此外，AMA重視與會人員的回饋，在會議結束後，即進行 online survey

提供回饋，強化會員的連結與參與感，此會員關係經營與會議舉辦方式值得國內各學會學習。 

3. 本次會議參加地點於美國內陸(Florida)，由台灣到會議地點含轉機需長達 24小時，隔天馬上

參加會議，時差和長時間的飛行時間對於體力和腦力都是一大考驗，建議國內學者參與國際會

議時考量交通時間，妥善安排行程。 

五、攜回資料名稱及內容 

目前會議議程均已電子化，可從 AMA網站中下載。會議現場陳列 AMA出版品，本次會議帶回

的資料為: Journal of International Marketing , Marketing News兩份期刊/雜誌樣本。 

 



國立政治大學 

專任教師出席國際學術會議報告 

 

一、 參加會議經過 

本次會議口頭報告的時間為六月三十日上午 11：00～12:30。其餘時間則參加與本身研究相關或有興

趣的議程，蒐集目前行銷與消費者行為領域的研究議題。 

二、 與會心得 

2017 World Marketing Congress由 Academy of Marketing Science(AMS)主辦。AMS每年固定舉辦兩場

國際研討會，AMS Annual Conference每年 5月開會，會議地點多在美國境內。AMS World Marketing 

Congress則每年六、七月間於世界不同國家與城市舉辦，每次的協辦單位均為當地的研究型大學。本

次會議的協辦單位為 University of Canterbury—位於 Christchurch當地的大學。 

本次口頭報告的時間為六月三十日(會議第三天)上午 11：00～12:30時段。和前兩天的會議比起來，

參與人數較少。個人報告的時段原本排定有三篇研究，但其中一位報告者缺席，因此一個半小時的議

程只有兩篇研究報告，時間相當充裕，與台下互動的時間也很多。本次報告的主題為 Identity 

Marketing，因為研究內容涉及廣告效果評估與平面廣告設計，國外學者對此議題相當感興趣，提供

和台灣不同型態與表現手法的廣告案例與之交流，有很熱心地提供了後續研究概念與實驗設計方向，

是本次參與會議的一大收穫。 

報告人姓名 林穎青 

服務機構 

及職稱 

傳播學院/ 教授 

會議時間 June 27, 2017 – July 01, 2017 會議地點 Christchurch, NZ 

會議名稱 2017 AMS World Marketing Congress 

發表 

論文題目 

Identity Marketing: The Moderating Effect of Self Construal and Product Category on 

Consumer Agency 



個人過去多參與 ACR(Association for Consumer Research)和 AMA(American Marketing Association)所

舉辦的會議。和上述會議相比，AMS world congress的規模較小，此次會議的與會人員多為紐澳當地

的學者，也有一些南美地區與歐洲的學者。而 AMS world congress的會議舉辦地點不像其他會議在專

門的會議中心舉辦，AMS world congress的會議地點則多選在協辦大學的校園內，能就近參觀當地的

研究型大學，也是參與本次會議的收穫之一。 

三、 考察參觀活動(無是項活動者省略) 

本次 AMS world congress安排兩項自費的參訪行程，一是基督城的歷史古蹟巡禮，另一是前往基督城

北方的觀光勝地 Hanmer Springs遊覽，由於兩項參訪行程和學術活動的連結度較低，因此個人並未參

與。本次會議於 University of Canterbury(UC)舉辦，個人利用參與會議的機會參觀了 UC的校園也多

了解了這所知名的學府。 

University of Canterbury為紐西蘭歷史最悠久的研究

型大學(西元 1873年設立)，學術聲譽與表現優異，特

別在工程相關領域表現卓越。校園占地不小(如左圖所

示)，目前仍有許多建案正在進行。 

雖然紐西蘭人口少，但教育品質卓越，國際學生眾

多。UC校園同樣的也有許多國際學生。校園有個顯

眼的大型看板，顯示校內學生來自世界各國，而其中

的標示(紅點)均可由學生自行標記，成為一互動式的

裝置藝術。 

在參與會議其中，有機會和 UC的教授們交流，談到

博士班教育的問題，發現 UC不少 faculty為 UC校友(於 UC取得博士學位)，UC教授談到:「如果不

用自己的學生，不是對自己的博士班教育沒有信心嗎?」這個想法除了顯示對所屬學校的驕傲，也肯

定了自己學校的教育品質，和目前國內不少學校雖然都有開設博士班，但卻偏重延攬國外學歷的情況

很不相同。 



參觀國外知名學府，能理解當地教育體制，反思目前所處的教育困境與狀況，是參加本次會議意外的

收穫之一。 

四、建議 

AMS world congress主要由世界各地研究型大學主辦，該研討會具知名度也有其聲望。舉辦國際會議

不但能使會議主辦單位獲益良多，促進研究風氣，並增加研究人員的國際觀與人脈關係，對學校與研

究人員都很有幫助，因此，國內各研究大學應爭取主辦國際會議的機會，特別是每年固定舉行的國際

會議，可幫助提升學校的聲望與知名度。  

五、攜回資料名稱及內容 

目前會議議程均已電子化，可從 AMS網站中下載。 
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