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Abstract 

English is a global language which is associated with modernity and in 
advertising, English is used to associate products with modernity in the minds 
of the consumers. In non-English speaking countries, modernity-related 
products are more often advertised in English than products unrelated to 
modernity. Despite this, no previous research has proven that consumers’ 
purchase intention is higher for modernity-related products advertised in 
English compared to the same product advertised in the native language. 
Through an online-survey with a between-subject design a quantitative field 
experiment was conducted. It was found that consumers had a higher 
purchase intention for modernity-related products advertised in English 
compared to the same products advertised in Swedish and that consumers’ 
purchase intention was higher for products unrelated to modernity advertised 
in Swedish compared to the same products advertised in English. 
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Introduction 

Globalization has opened up the Swedish market to international businesses.   
Today a greater portion of Swedish companies, compared to the nineteen 
seventies have merged with or been taken over by international companies 
(Jakobsson 2007). In multinational companies and organizations English is 
often the official language (Crystal 2003; Browaeys & Price 2015). Regarding 
the external communication such as advertising, the English language is also 
dominant in international advertising (Hornikx et al. 2010). However, the 
choice of advertising language for domestic companies is not so obvious. In 
an interview; Haffling1, CEO of a local advertising agency, said that the choice 
of English or domestic language in ads was not based on  scientific research 
but on professional experience and intuition for each individual case. 

For decades, the English language has been claimed to have a symbolic 
association modernity (Piller 2001). Modernity in this case is not in reference 
to the different scientific viewpoints of social sciences such as modernity and 
post-modernity which can be found in Featherstone’s et al. (1995) Global 
Modernities. The interpretation of modernity in this dissertation should be far 
less complex. The word modern has been used for centuries to distinguish the 
most recent from the outdated past (Habermas & Ben-Habib 1981). 
Modernity is said to be an environment which offers adventure and 
transformation of oneself and modern experiences are free from boundaries in 
the form of nationality, class and ethnicity (Berman 1983). When reading this 
paper; modernity should be interpreted as the distinction of new from old as 
well as sense of boundary free environment. 

Foreign languages are used in advertising to associate a product with positive 
stereotypes linked to that language (Piller 2003). Gerritsen et al. (2000) states 
that the English language is used in advertising to give the brand a modern 
flavor. Piller (2003) says, in accordance to Gerritsen et al. (2000), that the 
English language is used in advertising to associate a product with modernity. 

Gerritsen et al. (2007) found that in non-English speaking countries the 
English language is more commonly used in ads for modernity-related 
products and that advertisers probably used the English language deliberately 
to associate those products with modernity in the minds of the consumers. 
Product categories such as mobile phones, make up and sunglasses can be 

                                                
1 Bengt Haffling CEO of Markant Reklambyrå, interview September 24th 2018. 
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more associated with modernity than product categories such as food and 
drinks (Gerritsen et al. 2007). These facts indicate that there is some benefit in 
advertising modernity-related products in English. 

Despite a meticulous search, very little research was found on whether the 
chosen advertising language (English or native) affects consumers’ conative 
response in the form of purchase intention in different product categories. A 
consumers’ intention to purchase a product or service is called purchase 
intention (Naseem 2017). The consumer develops his or her purchase 
intention in the evaluation stage in Kotler’s buyer decision process (Kotler et 
al. 2017). To evaluate a product, the consumer must have information about 
that product which can be provided through advertising (Kotler et al. 2017). 

Hashim (2010) states that language in advertising is used to convince the 
consumer to purchase a product but asks for further research on how the 
English language is used in advertisement around the world. Gerritsen et al. 
(2010) measured the effect the chosen advertising language (English or native) 
had on young women’s perception of product price on advertised products in 
five non-English speaking European countries. No effect on consumers’ 
perceived price on the products was found.  

However, studies have been made on the advertising language choice’s effect 
on consumers’ purchase intentions in other languages than English. Studies 
made by Hornikx et al. (2013) found that the choice of advertising language in 
the Dutch market had a positive effect on consumers’ purchase intentions if 
the product was advertised in a language (German, French and Spanish) which 
(the country that language originates from) was associated with the product. 
Another study found that ads of wine containing Italian words instead of 
Dutch words in the Dutch market triggered consumers’ conative responses in 
the form of higher purchase intention (Raedts & Dupré 2015).  

Raedts’ and Dupré’s (2015) and Hornikx’s et al. (2013) findings indicates that 
there is a positive connection between the advertising language and 
consumers’ purchase intention if the advertised product is associated with the 
country of the language it is advertised in. Since the English language is 
claimed to be associated with modernity (Piller 2001); could possibly 
modernity-related products receive higher purchase intentions from 
consumers if advertised in English? 
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The purpose of this article is to clarify the effect the chosen advertising 
language (English or Swedish) has on consumers’ purchase intention in the 
Swedish market on products with different association with modernity. Is 
consumers’ purchase intention higher for modernity-related products 
advertised in English than the same products advertised in Swedish and is 
consumers’ purchase intention higher for products unrelated to modernity 
advertised in Swedish than the same products advertised in English? This will 
be examined quantitatively through a field experiment. An online survey with a 
between-subject design will be used. This will provide guidelines for 
advertising language decisions in the examined industries and those closely 
related. 

First, a review of relevant theory is presented, such as the English language’s 
association to modernity, how it is used in advertising and how it effects the 
consumers’ perception of English ads. With the literature study as a base, the 
research question and hypotheses are developed. Second, the method of 
quantitative comparison that is used to carry out the study is explained in 
detail. The data of the study are presented, analyzed and interpreted as results. 
A conclusion is then made from the results which are discussed. Finally, 
limitations of the study are mentioned and future research is recommended. 
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1. Theory 

This chapter will step by step, with previous research and literature, explain my 
theory; why Swedish consumers ought to have a higher purchase intention for 
modernity-related products advertised in English compared to Swedish. 

A brief history of how English became a global language and what relevance it 
has today will start of the chapter. The English language’s association to 
modernity and how it is used in advertising is then described. Two 
perspectives on how English proficiency affect consumers’ perception of 
English ads and Sweden’s English proficiency are presented. A previous study 
that proved the connection of adverting language and purchase intention is 
mentioned before the research question and hypotheses are introduced. 

1.1. English: A Global Language 

English, once considered worthless, is now a global language spoken by one 
quarter of the world’s population (Crystal 2003; Loonen 1996). In the 17th 
century the English language started to spread when Europeans settled in 
North America. The later colonization of Asia, Australia and Africa continued 
to spread of the English language (Crystal 2003; Graddol 1999). In 1914 the 
USA and the UK invested three times as much abroad as France did (Crystal 
2003). This might have been one contributing factor to why English gained a 
lead on other global languages such as French in the 19th and 20th century. 

With today’s globalization, the English language plays an important role in the 
business world. English is usually the official language in multinational 
companies (Browaeys & Price 2015) and in international advertising English is 
the most frequently used language (Hornikx et al. 2010).  

1.2. English, Modernity and Their Use in Advertising 

Piller (2001) says that the English language is associated with modernity. As 
mentioned in the introduction; in this situation modernity does not refer to 
the scientific viewpoint of social theories as can be found in Featherstone’s et 
al. (1995) Global Modernities where the discussion concerns modernity and post-
modernity as different paradigms. Neither does this paper intend to introduce 
a new form of modern paradigm such as the reflexive modernity of Lash and 
Urry (1994). In this dissertation modernity is very simple and it is referred to 
as the most recent. The word modern has been used since the 5th century to 
distinguish the present from the outdated past (Habermas & Ben-Habib 1981). 
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Berman (1983) described modernity as an environment which offers adventure 
and transformation of oneself and modern experiences as free from 
boundaries in the form of nationality, class and ethnicity. These are the 
defining treats of modernity in this paper; the distinction of new from old and 
the sense of a boundary free environment. 

In advertising, English is used to associate the product with modernity (Piller 
2003). This differs slightly from other foreign languages that are used in 
advertising mostly to associate the product with a positive stereotype 
connected to that language such as; pasta and Italy (Piller 2003). Gerritsen et 
al. (2000) says, in line with Piller’s (2003) claims, that advertisers use the 
English language to give the brand a modern flavor. Gerritsen et al. (2007) 
could confirm in their study that most products advertised in English in non-
English speaking countries could be associated with modernity. Despite what 
language is used in advertising and for what reasons, if done right, it could 
have positive effects. Nixon (2003) writes in his book; Advertising Cultures: 
Gender, Commerce, Creativity about skilled copywriters in the seventies who 
increased the status of advertising through their literary abilities. 

Over the years many studies have been conducted to measure and observe 
modernity within advertising in different cultures. Lin (2001) focused on 
individualism and youth appeals in Chinese ads as signs of modernity while 
Mueller (1986) studied Japanese ads and looked for appeals such as; 
individuality, youth, hard sell and independence to identify modernity.  

Not as many have examined the use of English in advertising and its relation 
to modernity. However, Gerritsen et al. (2007) found that the English 
language is more commonly used in ads for modernity-related products such 
as mobile phones, make up, cameras, watches/jewelry, interior design, 
sunglasses, and perfumes and less used in products less related to modernity 
such as food/drinks and magazines/newspapers/books. Advertisers in non-
English speaking countries are probably deliberately advertising modernity-
related products in English (Gerritsen et al. 2007). This corresponds with 
Piller’s (2003) statement that English is used in advertising to associate the 
products with modernity.  

Hornikx et al. (2010) tested if car-ads were more appreciated in the Dutch 
market if advertised in English instead of Dutch. Lin (2001) mentions that cars 
symbolizes modernity. If the modernity-related product category, cars, were 
advertised (in the Dutch market) in English understood by the consumers; it 
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was more appreciated than the same ad in Dutch (Hornikx et al. 2010). 
However, if the modernity-related product category, cars, were advertised (in 
the Dutch market) in English not understood by the consumers; the 
consumers were indifferent of which ad they appreciated most (English or 
Dutch) (Hornikx et al. 2010). 

Gerritsen’s et al. (2007) and Hornikx’s et al. (2010) findings together with 
Piller’s (2003) statement indicate that there is some advantage with advertising 
modernity-related products in English. However, no research has proven any 
concrete advantages. 

1.3. English Proficiency and How It Affects the Consumers 

Gerritsen et al. (2010) hypothesized that consumers in countries with high 
English proficiency associate English ads less with modernity than the same ad 
in their native language compared to countries with low English proficiency. 
However, their theory could not be proven.  

Hornikx et al. (2010) found that (in the Dutch market) the understanding of 
the English language in car-ads affected the appreciation of the ad. If the 
consumer understood the English ad, they appreciated it more than the same 
ad in Dutch. If the consumers did not understand the English language in the 
car-ad, they were indifferent between the Dutch and English ad.  

Sweden has the highest English proficiency among the world’s non-English 
speaking countries (EF EPI 2018). Along with the Netherlands and a few 
more countries, Sweden belongs to the “Dual Circle”; countries where the 
English language is more of a second language rather than a foreign language 
(Gerritsen et al. 2007). The slightly contradictory theories of Gerritsen et al. 
(2010) and Hornikx et al. (2010) make Sweden, the country with the highest 
English proficiency (EF EPI 2018), very interesting to examine.  

1.4. Language and Purchase Intention 

Purchase intention is a consumers’ intention to purchase a product or service 
(Naseem 2017). The consumers’ purchase intention for a product is formed 
after evaluating different alternatives (Kotler et al. 2017). To evaluate an 
alternative; the consumer need information which advertising can provide 
(Kotler et al. 2017). Hashim (2010) states that the language in advertising is 
used to get the attention and to convince the consumer to purchase a product. 
Kotler et al. (2017) says that a consumer’s purchase intention often ends with 
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a purchase decision; but a few factors can hinder a consumer’s purchase 
intention to become a purchase decision. However, when measuring 
consumers’ purchase intention, one assumes that the customer would act on 
those intentions. In many theoretical frameworks for consumer behavior; this 
assumption is a cornerstone (Naseem 2017). 

It must first be established that advertising language affect consumers’ 
purchase intentions. In previous chapters, it has been determined that 
advertising language affect how consumers perceive and appreciate ads 
(Hornikx et al. 2010). In addition to Hashim’s (2010) statement that 
advertising language is used to convince the consumer to purchase a product; 
previous studies have also proven that advertising language affect consumers’ 
purchase intention. Hornikx et al. (2013) found that some products associated 
to a certain country received higher purchase intention from consumers if 
advertised in the language of the country which the product was associated 
with. They found this positive relation within the Dutch market when 
advertising products related to Spain in Spanish, products related to Germany 
in German and for products related to France in French. Raedts and Dupré 
(2015) found that ads for wine in the Dutch market containing an Italian word 
triggered a higher purchase intention among consumers than the same ad with 
the same word in Dutch.  

Hornikx’s et al. (2013) and Raedts’ and Dupré’s (2015) findings confirm 
Piller’s (2003) theory that foreign languages are used in advertising to associate 
the product with a positive stereotype connected to that language. It also 
shows that the choice of advertising language affects the consumers’ purchase 
intention. Since wine is associated with Italy (Raedts & Dupré 2015) and 
received higher purchase intention if advertised in Italian; products related to 
Spain advertised in Spanish, products related to Germany advertised in 
German and products related to France advertised in French also received 
higher purchase intention (Hornikx et al. 2013); could modernity-related 
products receive higher purchase intentions from consumers if advertised in 
English since English is associated with modernity (Piller 2001)? If this 
positive relation exists for consumers’ purchase intention and language in 
advertising between English and modernity-related products is unknown. 
Hashim (2010) asks for clarification on how the English language is used in 
advertising in different parts of the world. 
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1.5. Research Question and Hypothesis 

Derived from the theory we ask the question: Do consumers’ purchase 
intentions differ among product categories (modernity-related and unrelated to 
modernity) dependent on advertising language (English or Swedish)? 

Since Gerritsen et al. (2007) found that the English language is more 
commonly used in ads for modernity-related products and that advertisers 
probably used the English language deliberately to associate those products 
with modernity in the consumers’ mind; Hornikx et al. (2013) and Raedts and 
Dupré (2015) found that there is a connection between advertising language 
and consumers’ purchase intention; it is possible that consumers’ purchase 
intention is higher for modernity-related products advertised in English than 
the same products advertised in the local language. 

Hypothesis 1: Consumers’ purchase intention is higher for modernity-related 
products advertised in English than the same products advertised in the local 
language; Swedish. 

Since the English language is less commonly used for products unrelated to 
modernity, it is logical to suspect that consumers’ purchase intention is lower 
or indifferent for products unrelated to modernity advertised in English than 
the same products advertised in the local language. 

Hypothesis 2: Consumers’ purchase intention is lower or indifferent for 
products unrelated to modernity advertised in English than the same products 
advertised in the local language; Swedish. 
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2. Method 

To answer the two hypotheses; data had to be collected. How this data was 
gathered will be described in detail in this chapter.  

First, the choice of methodology is justified. Second, the collection of data is 
described and how biases in samples and groups were avoided. Third, the 
survey design is described thoroughly and how high reliability and validity was 
striven for. The choice of product categories is then justified and the design of 
the ads is explained. Last, the descriptive statistics for the survey are presented. 

2.1. Choice of methodology 

The study’s purpose is to examine if consumers show a higher purchase 
intention for modernity-related products advertised in English compared to 
the same product advertised in Swedish and if this differs from products 
unrelated to modernity. To find out if such tendencies exist in the broader 
Swedish market and see patterns in responses due to the change of one 
independent variable, a quantitative research strategy is chosen. As can be seen 
in previous chapters the research question and hypothesis are built on 
deductive reasoning. A deductive approach is commonly carried out through a 
quantitative research strategy (Bryman & Bell 2015).  

Since the research question is in the nature of a real life situation a classic 
experimental design through a field experiment is chosen. The purpose of an 
experimental study is to shed light on the effect one independent variable has 
on a response (Vining 2013). The field experiment will be carried out with a 
survey using a between-subject design. A between-subject design examines 
how several different groups respond to the same question with the change of 
one independent variable (Charness et al. 2012). The between-subject design 
was chosen due to the nature of the research question which has its base in a 
single decision situation. A between-subject design earns more validity in 
situations where the subject normally would face one single decision (Charness 
et al. 2012).  

2.2. Collection of data 

2.2.1. Sampling 

The population examined in this study is the Swedish inhabitants. In a 
country, such as Sweden, where English is in the everyday life (Gerritsen et al. 
2007), will the high English proficiency increase the liking of English ads as 
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Hornikx et al. (2010) found and therefore the purchase intention or will the 
high English proficiency reduce the association of English to modernity as 
Gerritsen et al. (2010) hypothesized and therefore make the choice of 
advertising language insignificant? Whatever the effect might be, Sweden’s 
high English proficiency makes it an interesting case.  

This section will describe how a sample from this population is gathered 
during five days; December 1st through December 5th 2018. During this period 
nothing of importance happened that could with reason affect the populations 
purchase intentions for sunglasses or juice. 

The data was collected through an online survey. Using the internet to collect 
data is an efficient way to reach a large audience fast and at a low cost (Bryman 
& Bell 2015). This advantage with online surveys compensates for the 
inefficient collection of data that can be related to a between-subject design 
since each subject only answer the question with the presence one factor 
(Charness et al. 2012). Therefore, twice as many subjects are needed to collect 
the same amount of data than if a within-subject design (one single group 
answers questions with all factors present) was used.  

95% of Sweden’s population from 16 to 74 years old have access to internet in 
their home (SCB 2018a) and 86,3% of Sweden’s population from 16 to 85 
years old used computers at least a few times a month in their leisure time 
during the year 2012 to 2013 (SCB 2018b). Therefore, Bryman’s and Bell’s 
(2015) argued drawbacks with collection of data through internet due to lack 
of internet access and variations of computer knowledge can be dismissed. 
However, Bryman’s and Bell’s (2015) argued drawback due to distrust in 
confidentiality must be taken into account. To minimize this drawback, the 
subjects are reminded that the survey is voluntary and their answers are 
anonymous and cannot/will not be traced back to them (Jacobsen 2002). 

2.2.2. Groups 

Since a between-subject design is used the sample must be divided into 
different groups with similar demographic and psychographic characteristics. 
To dilute and control the differences between the groups, which is a weakness 
of the between-subject design (Charness et al. 2012), the three pillars of 
experimental protocol are used; randomization, replication and local control of 
error (Vining 2013). 
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Randomization distributes the effect of systematic biases evenly among the 
groups (Vining 2013). A oneway completely randomized design is a sampling 
method that assigns the subjects randomly to the different groups (Casella 
2008). By assigning the groups with a oneway completely randomized design 
effects of systematic biases are diluted. The online survey was spread through 
social media, in chat-groups, workplaces, classes and among friends, family 
and accountancies. They were encouraged to share the survey further. The 
practical implementation of the random distribution of subjects into the four 
groups (see Figure 1) were made by answering what their first letter in their 
first name was. All subject with their first name starting on A to D were 
assigned to group SS-JE, all subject with their first name starting on E to J 
were assigned to group SE-JS, all subject with their first name starting on K to 
O were assigned to group SS-JS and all subject with their first name starting 
on P to Ö were assigned to group SE-JE.  

Replication minimize experimental errors (Vining 2013). Experimental errors 
are variations among subjects and are known as background noise (Vining 
2013). By replicating the experiment with several subjects one can estimate the 
effect of the examined factor with higher precision. This leads us to sampling 
size. Comrey and Lee (1992) says that for a factor analytic study a sampling 
size of 200 is fair, 300 is good and 500 is very good. The lower limit for this 
study is set at 240 participants. As can be seen in Figure 1, 284 qualified 
participants answered the online survey. 

The last pillar of experimental protocol (Vining 2013); local control of error 
will be discussed in the chapter 2.3.2. Validity. 

2.3. Survey design 

When creating the survey, the three criteria for business administration 
research were taken into account. The results from the survey had to be 
reliable, the method replicable and the measurements valid (Bryman & Bell 
2015). The reliability and validity will be discussed and the choice of product 
and design of the ads will be explained. The replicability was excluded since 
nothing much can be said about except that every step of the process is 
documented to ensure that the study can be replicated. But first, a brief 
explanation of the structure of the online survey. 

The online survey was created in Google Forms. Swedish was the language 
used in the survey since it was the Swedish market that were to be examined. 
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The first block the subjects saw contained demographic covariates and 
psychographic covariates (previously enumerated in 2.2.2. Groups). Among the 
demographic covariates there were two eliminating questions; “How old are 
you?” and “Do you live in Sweden?”. If the participants were under the age of 
16 or did not reside in Sweden, they were later deducted from the data 
analysis. The last question of the first block randomly sent the subjects to the 
next block; purchase intention for sunglasses and purchase intention for juice. 
The subjects were assigned to one of four groups dependent on their first 
letter of their first name (previously described in 2.2.2. Groups). 

In the second block the subject answered four statements about their purchase 
intention for sunglasses and juice respectively, advertised in either English or 
Swedish (see Figure 1). The statements will be presented and explained in 
2.3.1. Reliability and the choice of product categories will be discussed in 2.3.3 
Choice of Product Categories. 

 
Figure 1: Structure of the online survey 

2.3.1. Reliability 

To increase the reliability, the most important variable was measured in several 
ways (Eliasson 2018). The most important variable is the subjects’ purchase 
intentions. The questions regarding the subjects’ purchase intentions were 
taken from Raedts’ & Dupré’s (2013) questionnaire where they measured the 
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purchase intentions for an Italian wine dependent on advertising language with 
a between-subject design. In addition to the fact that Raedts’ & Dupré’s (2013) 
question measure almost the same thing and the short geographical distance 
between the Netherlands and Sweden, the use Raedts’ & Dupré’s (2013) 
questions can be justified since the Netherlands and Sweden are both part of 
the dual circle (Gerritsen et al. 2007) which were explained in previous 
chapter. The questions Raedts & Dupré (2013) used to measure the purchase 
intentions were: 

“If I could choose, then I would consider buying the Da Vinci wines.” 
“I would like to try the Da Vinci wines.” 
“I intend to buy the Da Vinci wines.” 
“If I had the chance, I would buy the Da Vinci wines.” 

The subjects responded to these statements on a seven-point scale from “Do 
not agree at all” to “Agree completely”. The questions used in this survey to 
measure the subjects’ purchase intentions were: 

“If I had the option, I would consider buying sunglasses from E|D eyewear.” 
“I would like to try sunglasses from E|D eyewear.” 
“I will buy sunglasses from E|D eyewear.” 
“If I had the chance, I would buy sunglasses from E|D eyewear.” 

“If I had the option, I would consider buying juice from eco-juice.” 
“I would like to try juice from eco-juice.” 
“I will buy juice from eco-juice.” 
“If I had the chance, I would buy juice from eco-juice.” 

By asking four similar questions (multiple indicators) the internal reliability 
increases given that the four questions measure the same thing (Bryman & Bell 
2015). The subjects now had a value for their purchase intention for 
sunglasses between 4 and 28 and a value for their purchase intention for juice 
between 1 and 28. In addition to that each subject also had a value for all 
individual statements between 1 and 4.  

2.3.2. Validity 

The surveys’ validity strengthens through control that the survey measures 
what it intends to do (Eliasson 2018) and control of local errors (Vining 2013). 
As with reliability, multiple indicators also strengthen the validity and that the 
survey measures what it intends to do (Eliasson 2018). This have been 
explained in previous paragraphs. Local control of errors, which is one of the 
three pillars of experimental protocol (Vining 2013), can be achieved through 
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covariates. Covariates used in this study are demographic (age, gender, income, 
level of education and size of residential city) and psychographic (interest in 
health food and interest in fashion). Two distracting questions were added 
(interest in exercise and interest in technology) to minimize the risk of subjects 
connecting the psychographic questions to the ads. By measuring the effect 
these factors have on the outcome, the validity of the study can be determined. 

To further increase the validity and assure that the study was perceived by the 
participants as it was intended to do, a pilot study with six persons was 
conducted. Each participant then answered how they had interpreted each 
question and statement of the survey and if there was something they found 
anything ambiguous or unclear. The survey was then adjusted to clarify and 
correct misunderstandings found in the pilot study.  

2.3.3. Choice of products 

In line with Gerritsen’s et al. (2007) categorization of modernity-related 
products and products less related to modernity, one from each category was 
chosen. Products with high purchase involvement was rules out such as cars. 
Since this study aims to examine the relation between the English language 
and modernity-related products with social stereotypes and not ethno-cultural 
stereotypes products with a strong association to a certain culture were also 
ruled out, such as meatballs, fish’n chips and hamburgers. The aim was to find 
products with low purchase involvement neutral to gender and culture. 

For the modernity-related product sunglasses was chosen. Gerritsen et al. 
(2007) directly mention sunglasses as a modernity-related product. Sunglasses 
are reasonable alike across different cultures and has a mid- to low purchase 
involvement. To avoid gender biases, the focus lies on the sunglass-brand and 
not the product itself.  

For the product unrelated to modernity juice was chosen. Juice exists in both 
the Swedish and British/American culture. It is not necessarily locally 
produced (like milk) and should therefore avoid biases based on preferences 
of locally produced goods. To avoid biases from preferences of different juices 
(apple, orange etc.) the focus lies on the juice-brand instead of the product 
itself. 
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2.3.4. Design of ads 

The ads were designed to be neutral to cultural differences, especially cultural 
differences between Sweden and America/Britain. Images, logos, slogans, 
words and letter combinations that in some way reminded of or leaned 
towards either a Swedish or American/British culture or nature were avoided. 
The two ads; sunglasses and juice, are presented in two versions (Swedish and 
English) in Figure 2. 

The only difference between the Swedish and English ad was the language. In 
both ads the brand names were changed, but just slightly. The sunglass brand 
was called E|D glasögon in the Swedish ad and E|D eyewear in the English 
ad. The juice brand was called eko-juice in the Swedish ad and eco-juice in the 
English ad. Naturally, the brand names were also changed in the statements to 
correlate with the ad in display. 

To the best of my ability, given the resources at hand, the ads and brands were 
created to be as realistic as possible to depicture a representative encounter 
with an ad. To avoid gender biases in the sunglass ad, an image of both a male 
and female wearing glasses are present in the ad. To avoid biases from 
preferences of different juices (apple, orange etc.) in the juice ad different 
juices are present in the ad. 

 
Figure 2: Ads from the online survey 
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2.4. Descriptive Statistics 

The online survey was answered by 347 participants during a period from 
December 1st through December 5th 2018. Once closed for new participants, 
the answers were coded to make the analysis easier. The survey’s answers were 
analyzed in SPSS.  

Of the 347 answers 63 were removed. These 63 subjects were one or several 
of the following; not living in Sweden, under the age of 16, educated in 
marketing or working with marketing. This left 284 eligible subjects who can 
be divided into four groups; those who answered statements about their 
purchase intention for sunglasses advertised in Swedish (n=143), those who 
answered statements about their purchase intention for sunglasses advertised 
in English (n=141), those who answered statements about their purchase 
intention for juice advertised in Swedish (n=145), and those who answered 
statements about their purchase intention for juice advertised in English 
(n=139). Further descriptive statistics will be presented in Tables 1 through 4 
in the next chapter. 
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3. Empirical Data and Results 

The purpose of the online survey was to compare the purchase intention for 
sunglasses advertised in Swedish with sunglasses advertised in English and to 
to compare the purchase intention for juice advertised in Swedish with juice 
advertised in English. Therefore, the first section is dedicated to control 
possible biases that might affect the purchase intention and to confirm that 
the groups that are compared have similar demographics and psychographics. 
When possible biases are ruled out a comparison is made of the mean of the 
cumulated purchase intention for sunglasses advertised in English and 
Swedish. The same is made for the juice ads. From the result derived from the 
comparisons a conclusion is made. 

3.1. Data Analysis 

The first step of the analysis was to control that the groups had similar 
demographic and psychographic features and if there were any correlation 
between any of the control variables and the purchase intention. All control 
variables were individually put in a linear regression analysis and their 
correlation were measured for the purchase intention for each group through 
significant level (Sig.) and unstandardized beta level (B). A regression analysis 
is used to detect a correlation between a dependent variable (purchase 
intentions) and independent variables (all control variables) (Edling & 
Hedström 2003). When determining if there is a correlation through a 
regression analysis the significant level conveys to what certainty (Agresti & 
Franklin 2013). A 95% confident level is commonly used, that would give a 
significant level of 0.05 or 5.0% (Agresti & Franklin 2013). Everything above 
the significant level of 0.05 would not be considered as correlated. 

The significant level (Sig.) and unstandardized beta level (B) are presented for 
every control variable separately for all four groups in Table 1, Table, 2, Table 
3, and Table 4. The mean and standard deviation (s) for the interval variables 
(age, fashion interest & health-food interest) were calculated for each group 
and are presented in Table 1 and Table 3. Sine another type of control variable 
was used (ordinal and nominal) where in-group comparison was necessary a 
different table was needed. The percentage (%) and number of cases (N) of 
each answer choice for the ordinal and nominal variables are presented in 
Table 2 and Table 4. After each table comments are made on important data 
presented in that table. 
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3.1.1. Group Comparison for the Sunglass-ads 

Table 1 and Table 2 show comparison of the control variables for the group 
that answered the Swedish ad for sunglasses and the group that answered the 
English ad for sunglasses. 
 
Table 1: Comparison for interval control variables among sunglasses-groups  

Swedish ad for sunglasses  English ad for sunglasses 
B Sig. Min / 

Max s Mean N Variable N Mean s Min / 
Max Sig. B 

-0.062 0.054 16/76 14.667 36.27 143 Age 141 33.01 12.097 16/75 0.041 -0.073 

0.962 0.001 1/7 1.665 4.1049 143 Fashion 
Interest 141 4.1702 1.707 1/7 0.010 0.647 

0.008 0.980 1/7 1.487 4.8322 143 Health-food 
interest 141 4.7376 1.497 1/7 0.005 0.798 

As can be seen in Table 1, the significant levels (Sig.) show that there are 
correlations among most of the control variables and the purchase intention. 
However, this ought not to have an impact on the different of purchase 
intention between the groups since the mean and spread (s and Min/Max) are 
similar for each control variable in the two groups.  

We can see that there is a correlation between age and purchase intention for 
sunglasses advertised in both languages around the 5.0% significant level. The 
subjects’ purchase intention decreases (marginally) linearly as their age 
increases.  

As suspected, the subjects fashion interest was also correlated with the 
purchase intention for sunglasses. However, the remarkable significant level 
was not predicted. 1.0% for the English ad and 0.1% for the Swedish ad. As 
mentioned before, this should not affect the different purchase intention 
between the groups since the mean and spread of the two groups fashion 
interest are similar.  

The health-food interest was not predicted to correlate with the purchase 
intention with the sunglass-ads. It is therefore puzzling to see that it correlates 
with a 0.5% significant level to the purchase intention for sunglasses 
advertised in English but has no correlation at all with the purchase intention 
for sunglasses advertised in Swedish. If this is a coincidence or if health-food 
interest actually has a correlation to purchase intention for sunglass-ads in 
English but not in Swedish will not be answered since the mean and spread of 
the two groups health-food interest are almost the same. Nothing further 
could be done to improve the uniformity between the two groups health-food 
interest. 
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Table 2: Comparison for ordinal and nominal control variables among sunglasses-groups  

Swedish ad for 
sunglasses  English ad for 

sunglasses 

B Sig. % N Variable N % Sig. B 
-0.219 0.817   Gender   0.838 -0.178 

  43.4% 62 Male 68 48.2%   
  56.6% 81 Female 73 51.8%   

0.424 0.153   Size of Residential City   0.247 0.362 
  16.1% 23 < 10,000 pop 22 15.6%   
  16.8% 24 10,000 - 50,000 pop 18 12.8%   
  37.8% 54 50,000 - 90,000 pop 75 53.2%   
  10.5% 15 90,000 - 150,000 pop 8 5.7%   
  2.1% 3 150,000 - 350,000 pop 1 0.7%   
  16.8% 24 > 350,000 pop 17 12.1%   

-0.158 0.551   Education   0.573 -0.233 
  7.7% 11 Elementary School 7 5.0%   
  33.6% 48 High School 50 35.5%   
  4.9% 7 1 year at University 11 7.8%   
  17.5% 25 2 years at University 15 10.6%   
  23.8% 34 3 years at University 33 23.4%   
  7.0% 10 4 years at University 12 8.5%   
  2.8% 4 5 years at University 10 7.1%   
  2.8% 4 > 5 years at University 3 2.1%   

-1.215 0.010   Income   0.636 -0.201 
  31.5% 45 < 20,000 SEK 47 33.3%   
  29.4% 42 20,000 - 30,000 SEK 48 34.0%   
  29.4% 42 30,000 - 40,000 SEK 27 19.1%   
  9.8% 14 > 40,000 SEK 19 13.5%   

Table 2 shows a comparison of the ordinal and nominal control variables for 
the two groups that answered about their purchase intentions for sunglasses 
advertised in Swedish and sunglasses advertised in English. The only control 
variable that has a correlation with the subjects’ purchase intention is the 
income among those who answered the Swedish ad for sunglasses. With a 
1.0% significant level the purchase intention for sunglasses advertised in 
Swedish decreased with 1.215 (on a 4 to 28 scale) with each income level step-
up. As with the health-food interest, the correlation only exists in one group. 

After the linear regression and comparison of the control variables, we can 
conclude that there are no biases between the groups. 
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3.1.2. Group Comparison for the Juice-ads 

Table 3 and Table 4 show comparison of the control variables for the group 
that answered the Swedish ad for juice and the group that answered the 
English ad for juice. 

 
Table 3: Comparison for interval control variables among juice-groups  

Swedish ad for juice  English ad for juice 
B Sig. Min / 

Max s Mean N Variable N Mean s Min / 
Max Sig. B 

0.037 0.316 16/75 13.903 35.72 145 Age 139 33.54 13.079 16/76 0.677 0.018 

-0.039 0.900 1/7 1.648 4.0069 145 Fashion 
Interest 139 4.2734 1.714 1/7 0.089 0.547 

0.045 0.895 1/7 1.495 4.7655 145 Health-food 
interest 139 4.7986 1.490 1/7 0.145 0.541 

1.588 0.120     Language of 
previous ad     0.274 0.403 

  4/28 5.857 16.066 76 Swedish 67 14.403 6.415 4/27   
  4/26 6.377 14.478 69 English 72 15.611 6.545 4/28   

Opposite to the interval control variables for the sunglass-groups, the interval 
control variables for the juice-groups have no correlation to the subjects’ 
purchase intentions for juice. As can be seen in Table 3, the only variable close 
to any correlation is the fashion interest among those who answered the 
English juice ad. The significant level was 8.9% which cannot be accepted as 
correlation with a 95.0% confident level.  

It was presumed that the health-food interest would have some correlation to 
the purchase intention for the juice ads, but as Table 3 shows no such 
correlation exists. The significant level for health-food interest was 89.5% for 
the Swedish juice ad and 14.5% for the English juice ad, none of which can be 
accepted as correlation with a 95.0% confident level. 

Since all subjects, before answering the juice-ad statements, were exposed to 
the sunglass-ad in either in Swedish or English, the language of the previous 
ad might have affected the answers about purchase intentions for the juice ads. 
Additional to Table 3 and the juice groups are the control variable; language of 
previous ad. The subjects who were exposed to a juice-ad with the same 
language as their previous seen ad seem to have a higher purchase intention 
for the juice ad. However, no scientific correlation can be established. The low 
correlation between the purchase intention and the control variables and their 
similarities between the groups minimize biases. 
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Table 4: Comparison for ordinal and nominal control variables among juice-groups  

Swedish ad for juice  English ad for juice 

B Sig. % N Variable N % Sig. B 
-0.100 0.923   Gender   0.568 -0.632 

  43.4% 63 Male 67 48.2%   
  56.6% 82 Female 72 51.8%   

-0.054 0.868   Size of Residential City   0.977 -0.011 
  18.6% 27 < 10,000 pop 18 12.9%   
  11.0% 16 10,000 - 50,000 pop 26 18.7%   
  42.1% 61 50,000 - 90,000 pop 68 48.9%   
  10.3% 15 90,000 - 150,000 pop 8 5.8%   
  1.4% 2 150,000 - 350,000 pop 2 1.4%   
  16.6% 24 > 350,000 pop 17 12.2%   

-0.142 0.604   Education   0.227 0.378 
  6.2% 9 Elementary School 9 6.5%   
  36.6% 53 High School 45 32.4%   
  4.1% 6 1 year at University 12 8.6%   
  13.1% 19 2 years at University 21 15.1%   
  24.8% 36 3 years at University 31 22.3%   
  6.9% 10 4 years at University 12 8.6%   
  4.8% 7 5 years at University 7 5.0%   
  3.4% 5 > 5 years at University 2 1.4%   

0.397 0.437   Income   0.222 0.673 
  29.0% 42 < 20,000 SEK 50 36.0%   
  31.7% 46 20,000 - 30,000 SEK 44 31.7%   
  26.9% 39 30,000 - 40,000 SEK 30 21.6%   
  12.4% 18 > 40,000 SEK 15 10.8%   

Table 4 shows no correlation between the control variables and the subjects’ 
purchase intention for juice advertised in neither Swedish nor English. The 
demographics are similar among the two groups. 

After the linear regression and comparison of the control variables, we can 
conclude that there are no biases between the groups. Next we will analyze the 
purchase intention for the four groups and compare the purchase intention for 
the two sunglass-ads and compare the purchase intention for the two juice ads. 

3.1.3. Purchase Intention 

As described in the method chapter, the purchase intention was measured 
with four statements about each ad which the subjects answered on a scale 
from 1 (do not agree at all) to 7 (agree completely). The seven-point scale was, 
as mentioned in the method chapter, duplicated from Raedts’ and Dupré’s 
(2013) questionnaire. The mean (together with standard deviation) for each 
statement are presented in Table 5 (sunglass-groups) and Table 6 (juice-
groups). The difference for the mean between the two groups as well as the 
summarized mean of all statements are also presented in Table 5 and Table 6. 
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After each table comments are made on the results and important data 
presented. 

 
Table 5: Purchase intention for sunglass-ads  
Variable 
 

Swedish ad of 
sunglasses 
N=143 

English ad of 
sunglasses 
N=141 

Diff. 

If I had the option, I would consider 
buying sunglasses from E|D eyewear. 3.0979 (1.5848) 3.1702 (1.6299) -0.0723 
I would like to try sunglasses from 
E|D eyewear. 3.3147 (1.7378) 3.4893 (1.7305) -0.1746 
I will buy sunglasses from E|D 
eyewear. 2.0000 (1.2390) 1.9433 (1.1388) 0.0567 
If I had the chance, I would buy 
sunglasses from E|D eyewear. 2.5664 (1.5991) 2.4894 (1.4373) 0.0770 
Total 10.9790 (5.5835) 11.0922 (5.1296) -0.1132 

As can be seen in Table 5, the cumulated purchase intention is higher for 
sunglasses advertised in English (11.0922) compared to the cumulated 
purchase intention for sunglasses advertised in Swedish (10.9790). The 
difference is 0.1132. The greatest contributor to the difference is the statement 
“I would like to try sunglasses from E|D eyewear.” where the difference was 
0.1746. The purchase intention for the English sunglass ad is with 95.0% 
confidence somewhere between 1.1875 lower and 1.3315 higher than the 
purchase intention for the Swedish sunglass ad. 

 
Table 6: Purchase intention for juice-ads 
Variable 
 

Swedish ad of 
juice 
N=145 

English ad of 
juice 
N=139 

Diff. 

If I had the option, I would consider 
buying juice from eco-juice. 3.9724 (1.7636) 3.9065 (1.7483) 0.0659 
I would like to try juice from eco-
juice. 4.6828 (1.8623) 4.4820 (1.8192) 0.2008 
I will buy juice from eco-juice. 
 3.1448 (1.5045) 3.0863 (1.6351) 0.0585 
If I had the chance, I would buy 
juice from eco-juice. 3.5103 (1.6546) 3.5540 (1.8145) -0.0437 
Total 15.3103 (6.1402) 15.0288 (6.4874) 0.2815 

As can be seen in Table 6, the cumulated purchase intention is lower for juice 
advertised in English (15.0288) compared to the cumulated purchase intention 
for juice advertised in Swedish (15.3103). The difference is 0.2815. As for the 
sunglass-groups, the greatest contributor to the difference for the juice-groups 
was the statement “I would like to try juice from eco-juice.” where the 
difference was 0.2008. The purchase intention for juice advertised in Swedish 
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is with 95.0% confidence somewhere between 0.9559 lower and 1.2728 higher 
than the total purchase intention for sunglasses advertised in English. 

3.2. Results 

The two hypotheses of the study were: 

Hypothesis 1: Consumers’ purchase intention is higher for modernity-related 
products advertised in English than the same products advertised in the local 
language; Swedish. 

Hypothesis 2: Consumers’ purchase intention is lower or indifferent for 
products unrelated to modernity advertised in English than the same products 
advertised in the local language; Swedish. 

As can be seen in the analysis the results supported both hypothesis, when the 
mean was compared. H1 is supported since the mean of the cumulated 
purchase intention was higher for sunglasses advertised in English (11.0922) 
compared to the cumulated purchase intention for sunglasses advertised in 
Swedish (10.9790). H2 is supported since the mean of the cumulated purchase 
intention was lower for juice advertised in English (15.0288) compared to the 
cumulated purchase intention for juice advertised in Swedish (15.3103). 

To answer the research question. There is an indication that consumers’ 
purchase intentions do differ among product categories (modernity-related 
and unrelated to modernity) dependent on advertising language (English or 
Swedish). There is also an indication that the purchase intention is higher for 
modernity-related products advertised in English compared to the same 
product advertised in Swedish and the purchase intention is lower for 
products unrelated to modernity advertised in English compared to the same 
product advertised in Swedish. 
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4. Analysis and Interpretation 

No cogent results were expected considering the vague or inconclusive results 
of previous similar studies such as Gerritsen’s et al. (2010) study where the 
advertising language had no effect on consumers’ perceived price on the 
advertised product. However, the confirmatory result of this study together 
with previous studies such as Hornikx et al. (2010) and Gerritsen et al. (2007) 
adds to a more conclusive picture of the English advertising language’s effect 
on consumers’ perception and responses in advertising. Hornikx et al. (2010) 
found that the English advertising language affected consumers’ appreciation 
of the modernity-related (Lin 2001) car-ads positively and Gerritsen et al. 
(2007) found that modernity-related products in non-English speaking 
countries were more frequently advertised in English compared to products 
unrelated to modernity. These two studies indicate that the results of this 
study and the loosely supported hypotheses are valid since they all points to 
the same direction; that the use of the English language in advertising could 
have some positive effects when advertising modernity-related products. 

When it comes to the languages’ effect on consumers’ purchase intention, the 
results of this study points to similar conclusions as previous studies. The 
choice of advertising language (Swedish or English) seemed to have some 
positive effect on consumers’ purchase intention if the modernity-related 
language English was used to advertise a modernity-related product and if the 
native language Swedish was used to advertise a product unrelated to 
modernity.  

Hornikx et al. (2013) found that if a product was advertised in the language of 
the country which the product was associated; there was a positive effect on 
the consumers’ purchase intentions for that product. Hornikx et al. (2013) 
found this true for Spanish, German and French. The mean purchase 
intention for products advertised in a language which the product was 
associated with was 4.16 on a seven-point scale and the mean purchase 
intention for products advertised in a language which the product was not 
associated with was 3.89 on a seven-point scale (Hornikx et al. 2013). The 
results from Hornikx’s et al. (2013) study are somewhat stronger but very 
similar to the results of this study where the modernity-related product 
advertised in the modernity-related language English received a mean purchase 
intention of 11.0922 on a scale from four to twenty-eight and the same 
product advertised in Swedish received a mean purchase intention of 10.9790 
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on the same scale. The product unrelated to modernity received a mean 
purchase intention of 15.3103 on a scale from four to twenty-eight when 
advertised in Swedish and a mean purchase intention of 15.0288 when 
advertised in the modernity-related language English. 

Similar results have been seen in Raedts’ and Dupré’s (2015) study where wine 
(related to Italy) that was advertised with an Italian word instead of a Dutch 
word received higher purchase intention in the Dutch market. To advertise a 
product in a language which the product is associated with seems to have a 
positive effect on the consumers’ purchase intention for that product. This 
positive effect is now loosely supported when it comes to advertise modernity-
related products in English in the Swedish market. 

Even though both hypotheses were loosely supported, none were convincing 
enough to make a scientifically reliable conclusion alone. When it comes to 
Hypothesis 1, the purchase intention for the English sunglass ad is with 95.0% 
confidence somewhere between 1.1875 lower and 1.3315 higher than the 
purchase intention for the Swedish sunglass ad. To make a scientifically 
reliable conclusion that stands for itself; the purchase intention for sunglasses 
advertised in English cannot be lower than the purchase intention for 
sunglasses advertised in Swedish. This means that the results of this study 
could be unrepresentative of the population as a whole. The results could not 
be said to represent the entire population with a 95% certainty.  

For Hypothesis 2, the purchase intention for juice advertised in Swedish is 
with 95.0% confidence somewhere between 0.9559 lower and 1.2728 higher 
than the total purchase intention for sunglasses advertised in English. To make 
a scientifically reliable conclusion that stands for itself; the purchase intention 
for juice advertised in Swedish cannot be lower than the purchase intention 
for sunglasses advertised in English. As for hypothesis 1, the results may not 
represent the entire population. 

The absence of significant evidence of the modernity-related language 
English’s effect on consumers’ purchase intentions on modernity-related 
products might be explained by Gerritsen’s et al. (2010) unproven hypothesis 
that Sweden’s high English proficiency might make its population to not 
associate English with modernity. Therefore, the effect the language plays on 
modernity-related products might be nonexistent or very small. If conducted 
in a less westernized country, the association of the English language to 
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modernity might be stronger and have an affect the effect of the advertising 
language choice on consumers’ purchase intention. 

After the insignificant results of this study; it can also be questioned if Piller’s 
(2001; 2003) theory of the English language’s association to modernity is still 
true. A lot has happened in the last fifteen years and what was associated to 
modernity then might not be today. However, as stated in first paragraph of 
the chapter; the results and loosely supported hypotheses of this study are 
confirmatory together with previous studies. 

Further possible explanations for the insignificant results of this study will be 
touched upon in the chapter; Limitations and Suggestions for Future Research.  
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5. Conclusion and Discussion of Contribution 

Despite the loosely supported hypotheses it is possible that there is no relation 
between the English language in advertising and consumers’ purchase 
intention for modernity-related products.  

As mentioned in previous chapter, Analysis and Interpretation, Hornikx et al. 
(2013) found that the advertising language had a positive effect on Dutch 
consumers’ purchase intentions for products related to Spain, France and 
Germany when advertised in Spanish, French and German respectively. 
Raedts and Dupré (2015) also found that Dutch consumers’ purchase 
intentions were stronger for wine when advertised in Italian compared to the 
same wine advertised in Dutch. That tells us that a product related to a certain 
country often receive a higher purchase intention if advertised in the language 
of that country.  

If modernity-related products receive a higher purchase intention in the 
Swedish market if advertised in the modernity-related language English was 
unknown. It was suspected that this relation might exist since the English 
language is claimed to be associated with modernity (Piller 2001; 2003), the 
English language is more commonly used for modernity-related products than 
products unrelated to modernity in non-English speaking countries (Gerritsen 
et al. 2007) and advertising language triggered a higher purchase intention 
among consumers if that language was associated with the advertised product 
(Hornikx et al. 2013; Raedts & Dupré 2015). Studies like this have been 
requested by Hashim (2010) to add to the picture of how the English language 
is used and what role it plays in advertising around the world. That is what this 
dissertation intended to contribute with to previous research; a clarification on 
how the modernity-related language English affect consumers’ purchase 
intentions for modernity-related products in the Swedish market.  

No definitive evidence was found that the modernity-related language English 
has a positive effect on consumers’ purchase intentions for modernity-related 
products in the Swedish market compared to the same products advertised in 
Swedish. Neither was any definitive evidence found that the native language, 
Swedish, has a positive effect on consumers’ purchase intentions for products 
unrelated to modernity compared to the same products advertised in English. 
However, there was indications in the data that these relations exist. 
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This study has added some clarity to previous research on the positive 
connection between the English advertising language and modernity-related 
products with its confirmatory results and through its loosely supported 
hypothesis: Consumers’ purchase intention is higher for modernity-related 
products advertised in English than the same products advertised in the local 
language; Swedish. This connection was previously proved by Gerritsen et al. 
(2007) who found that modernity-related products were more frequently 
advertised in English compared to products unrelated to modernity in non-
English speaking countries and by Hornikx et al. (2010) who found that the 
English advertising language affected consumers’ appreciation of modernity-
related (Lin 2001) car-ads positively. Now, another study loosely supports this 
positive connection between the English advertising language and modernity-
related products. 

Furthermore, this study has contributed to previous research on the 
advertising languages’ effect on consumers’ purchase intention with its 
confirmatory results and through its loosely supported hypothesis: Consumers’ 
purchase intention is higher for modernity-related products advertised in 
English than the same products advertised in the local language; Swedish. This 
effect was previous proven in the Dutch market by Hornikx et al. (2013) for 
Spanish, French and German and by Raedts and Dupré (2015) for Italian. 
Now there is indications that this effect exists between the English advertising 
language increases consumers’ purchase intentions when used for modernity-
related products in the Swedish market. 

The confirmatory results of this study contributes with humble guidance in 
advertising language decisions for marketers in the Swedish juice industry, the 
Swedish sunglass industry and industries closely related as well as guidance in 
advertising language decisions for Swedish advertising agencies. 

However, insignificant results and the loosely supported hypotheses of this 
study leave this specific problem open for new research and improvements 
which leads us to the next chapter; Limitations and Suggestions for Future Research. 
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6. Limitations and Suggestions for Future Research 

Due to Gerritsen’s et al. (2010) unproven hypothesis that Sweden’s high 
English proficiency might make its population to not associate English with 
modernity, it would be interesting to see in future studies where and if the 
English language’s association to modernity exists. If a similar study was 
conducted in a less modernized country with a stronger association between 
the English language and modernity, maybe the results will be more distinct.  

Another realistic reason for the vague results is that the ads used were very 
visual. Therefore, the effect of the language was diminishing in comparison to 
the rest of the ad. If less visual components were used and the written 
components were enhanced, the supporting results might have been stronger. 
If similar studies will be conducted in the future, a stronger emphasis should 
be focused to the area of examination (language) when designing the ads. 

The last reason for the loosely supported results that will be mentioned is the 
possibility that the subjects were not ready to realistically assess their purchase 
intention. The biggest tendency to support both hypotheses was found in the 
statement “I would like to try…”. To test and evaluate a product and 
alternatives come earlier in the consumers’ buying process than the actual 
purchase decision (Kotler et al. 2013). Therefore, one can argue the difference 
between the English and Swedish ads were bigger in the “I would like to 
try…”-statement since the subjects were closer to the evaluation/test-step 
than the purchase decision in their buying process. The subjects in the survey 
were exposed to these ads for the first time and were likely not in the stage of 
making a purchase decision about these products. However, they were able to 
conform a first impression of the brand and evaluate if they had any interest 
of it at all and if they would like to try it. 

To achieve a more realistic assessment of consumers’ actual purchase 
intentions, they probably need to be exposed to the ad several times during a 
longer period of time. This would be an extensive experiment. A more 
plausible approach to understand what lies behind consumers’ purchase 
intention and its relation to advertising language might be a qualitative study 
such as focus groups. 
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