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ABSTRACT 


As  part  of  the  globalisation,  English  has  gained  the  status  of  being  a lingua  franca, an  international 
 language that is spoken all around the world. Increased use of English, and increased proficiency among 
 speakers, opens new gates for businesses. However, it also raises new questions for companies to consider 
 in terms of what language to use in their business in general and in their marketing in particular. Therefore, 
 this  study  assessed  how  different  languages  and  accents  used  in  video  commercials  affect  consumers’ 


perception of, and attitudes towards, the advertised brand. In addition to this, the study investigated how 
 these findings can be used in practice. Four video commercials were created with four different voice-
 overs;  Swedish,  American,  British  and  Australian.  Besides  the  voice-over,  the  commercials  were 
 identical. A quantitative study was conducted using a survey, in which the respondents were first exposed 
 to  one  of  the  commercials  and  then  were  asked  about  their  perceptions  (brand  personality,  source 
 credibility and likability)  of the brand  and their attitudes (attention and purchase intention)  towards it. 


Differences  were  found,  both  between  Swedish  and  English,  and  among  the  three  different  English 
accents. When looking at the Swedish commercial, the brand was perceived as more attractive and the 
respondents  paid  more  attention  to  the  message.  However,  the  English  commercials  yielded  higher 
likability and the brand was perceived as more competent. When comparing the three English accents 
many differences were found. In terms of perception, the brand was perceived as  trustworthy, exciting, 
and  competent  by  respondents  who  were  exposed  to  the  American  version.  The  British  commercial 
elicited feelings of the brand being charming and sincere while the Australian version sparked associations 
of the brand being rugged and outdoorsy. In terms of attention, the British commercial outperformed the 
other versions, while the American one resulted in a higher purchase intention. The results of the study 
have  several  implications  for  companies’  marketing  tactics.  Whether  a  company  is  considering 
standardizing or localizing its marketing communications, or whether it is looking to enhance its brand 
personality, and thus brand image, considerations must be made regarding what language or accent to use 
in commercials. Moreover, with the vast amount of consumer data available for companies today, it is 
believed that increased knowledge on brand perception can enable customized communications, not only 
for new markets but also for the individual consumer.  
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1. INTRODUCTION 



1.1. BACKGROUND 


Globalisation, defined as “the interconnections of global economic, political, cultural and environmental 
 processes  that  continually  transform  present  conditions”,  has  had  and  will  continue  to  have  effects  on 
 many aspects of society (Steger, 2013, p. 7-8). One major effect on society is the increase in spread and 
 interconnection  of  languages  in  general  and  of  English  in  particular  (Crystal,  2000).  It  is  the  fastest-
 spreading language in the history and is, in varying degrees of proficiencies, spoken by 1.75 billion people 
 worldwide (Neeley, 2012). Out of these three fourths are non-native speakers, which makes it a lingua 
 franca  (i.e.  global  language).  Being  essential  to  international  communication,  English  has  become  the 
 language  of  global  business  (EF,  2017).  The  use  of  English  facilitates  communication  and  eases 
 performance  across  geographically  diverse  businesses  and  it  is  therefore  of  crucial  importance  that 
 companies who operate in the global market devise a language strategy in order to not limit their growth 
 opportunities  (Neeley,  2012).  Globalisation  in  form  of  increased cross-border  population mobility  and 
 technology facilitating electronic mobility has resulted in the convergence of consumer needs around the 
 world. With increasing similarities in consumption needs, marketers can target larger consumer segments, 
 spanning several continents and in that way gain from economies of scale not only in production but also 
 in  promotion  (Lim  &  O’Cass,  2001).  Thanks  to  English  being  a  lingua  franca,  it  can  be  used  in 
 commercials as a means to reach more customers. Despite all similarities, however, differences such as 
 culture, geography and history still exist between the different markets. Therefore, companies’ marketing 
 strategies differ, where some choose to adapt to different countries by advertising in the native languages, 
 and  some  choose  a  global  advertising  strategy  in  which  the  same  language  is  used  around  the  globe 
 (Armstrong & Kotler, 2017; Hirsh, 2018). 


Globalisation do, however, not only lead to a bigger and more diverse group of consumers, but also to 
 increased competition (Armstrong & Kotler, 2017) and there is an urgency for companies to differentiate. 


In the digital era, technological solutions and a continuous stream big data, facilitates differentiation and 
customization can be more refined than ever (Gandomi & Haider, 2015). Therefore, companies should 
also take into consideration how different language varieties (from here on used as a collective name for 
languages  and  accents) are  perceived  by  various  consumers.  One thing  that  plays  an  important  part  in 
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stating  people’s  identity  is  language  varieties  (Crystal,  1997).  For  example,  Tsalikis,  DeShields  and 
 LaTour (1991) show in a meta-study that different accents are associated with different personality traits 
 such  as  intelligence  or  confidence.  Carrie  (2017)  states  another  example  and  claims  different  accents 
 evoke various levels of likability.  


The  matter  of  language  is,  as  marketing  professor  Johan  Anselmsson  states,  “a  focal  point  in  global 
 marketing and brand building” and thus an important field of marketing research (Appendix 3). However, 
 while research and interest in the visual aspects of advertising has exploded, research on the effects of 
 audio has been limited (Lalwani, Lwin & Leng Li, 2005). Still, consumers’ beliefs, attitudes and intentions 
 vary not only depending on visual but also verbal elements of advertisements (Percy & Woodside, 1983). 


Even though languages are considered focal in academia, the strategic use of languages in practice seem 
 to be limited. For example, Michaela Di Dato, CEO of a communications agency and Dano Marr, program 
 manager at  Hyper  Island,  both  states  that a  neutral  accent is  preferred  when  making  commercials,  but 
 cannot motivate why (Appendix 1 & 2). At the same time they both emphasise the importance of audio 
 in  commercials  and  agree  that  if  they  had  more  knowledge  about  how  languages  and  accents  affect 
 consumers,  they  would  make  use  of  it  in  practice.  Hence,  by  researching  the  influence  of  different 
 language  varieties  in  commercials,  marketers  and  other  stakeholders  could  get  scientifically  rooted 
 knowledge about how to create even more effective advertising.  



1.2. PROBLEM STATEMENT 


Globalisation  and  an  increasing  number  of  corporations  operating  internationally  (Attar  &  Köprülü, 
2017),  lead  to  marketing  strategy  concerns.  Companies  must  evaluate  whether  to  globalise  or  localize 
their marketing efforts, with one concern being whether to use English as the communicative language or 
adapt the language to the domestic market. Even though language is considered an important factor in 
brand building, companies tend to be reluctant to changing and adapting their marketing efforts to new 
markets  when  launching  globally  (Johan  Anselmsson,  Appendix  3).  In  addition  to  this,  globalisation 
intensify competition and the need to position and differentiate thus becomes increasingly important (Hitt, 
Ireland & Hoskinsson, 2015). Jetten, Spears and Manstead (2001) showed that differentiation can be based 
on the use of linguistic differences, and it is therefore of value to know if the choice of language or accent 
in advertising help create associations that can position the brand in comparison to other players in the 
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market.  This  study  aims  at  providing  further  knowledge  about  whether  to  localize  or  standardize 
 marketing  efforts,  but  also  to  contribute  with  insights  about  how  language  varieties  can  be  used  to 
 differentiate a brand.  


As of today, there is extensive research on how written language affect brand attitudes and perceptions. 


However,  limited  research  has  been done on  the  field  of  language  effects  on  brands  when  it comes  to 
 audio and in particular in combination with video (Mai & Hoffmann, 2014). While some scholars have 
 focused  on  the  linguistic  side  of  it,  showing  how  different  languages  and  accents  provide  different 
 perceptions of the person speaking, fewer have concentrated on how these language and accent cues affect 
 advertised products and brands per se. In addition to this, it is believed that the area of research is evolving 
 quickly with increasing globalisation and growing English proficiency, and a fresh eye on the subject will 
 benefit the academic field as well as help corporate brand management in decision-making about how to 
 acknowledge language varieties when creating or enforcing brand associations and image. To research all 
 countries of interest, however, would be time consuming and was  considered beyond the scope of this 
 study. Looking at English proficiency around the globe, Sweden ranks the highest among countries where 
 English is not an official language. On this background, together with the convenience in the researchers 
 being Swedish, language varieties’ effect on brand perception will be tested based on the case of Sweden.  


From the above reasoning, this interdisciplinary study builds on both marketing and linguistic theories to 
 answer the following research question: 


How does the choice of language variety used in video commercials affect the perception of, and attitude 
 towards, brands in Sweden – and what implications does it have for companies’ marketing tactics? 



1.3. DELIMITATION 


There is already recognition among psychology and linguistics researchers that language varieties have 
impact on what personality traits are subscribed to people (Tsalikis et al. 1991). However, there is still a 
wide research gap within marketing research, and how brand attitudes are affected by varieties in language 
(Morales et al. 2012). In fact, the research gap is too broad to be fully covered in this paper. Therefore, in 
order to limit the scope of the research, delimitations have been made to clarify the included and excluded 
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areas of investigation and thereby facilitate the outline of the study. A summary of the delimitations can 
 be found in Figure 1. 


Language proficiency 


According to Crystal (2002), there are three groups of English speakers; those who speak English as their 
 mother tongue, as a second language or as a foreign language. Previous research has focused on bilinguals 
 (i.e. the first group) who speak English as well as another language as their native language. Because this 
 group has been subject to substantially more research than the others (Mai & Hoffmann, 2014), it is not 
 the focus on this study. Countries where English is spoken as a foreign 
 language, with low to medium English proficiency, is neither included in 
 the scope since the population must be able to understand English in order 
 for the study to yield interesting results. Therefore, this study is delimited 
 to countries where English is not an official language but is still spoken 
 with high proficiency, that is individuals speaking English as a second 
 language. According to EF’s English Proficiency Index, a yearly report 
 ranking countries based on English language skills, there are 21 countries 
 in the group of “high” and “very high” proficiency (EF, 2017). Out of 
 these countries three (Singapore, South Africa and the Philippines) have 
 English listed as an official language (CIA, 2018). Moreover, two of the 
 remaining  countries,  Netherlands  and  Malaysia,  have  states  where 
 English  is  an  official  language  even  though  English  is  not  regarded  as 
 official on a national level (Sen Nag, 2017; Tawie, 2015; Povera, 2015). 


By  excluding  the  countries  where  English  is  an  official  language  on  a 
 national or state level, 16 are left out of which all are European. In Europe, 
 English is the most popular foreign language in all but five countries, and 
 it has thereby extruded the competition to become the common tongue of 
 the continent (Doughty, 2013). This makes the group of countries with 
 High/Very high proficiency an interesting target group, see Table 1. All 
 these countries are however too big of a scope for this study, which means that only one case is chosen 
 (see  section  below).  The  ambition  is  however,  that  testing  for  language  variety  in  one  countries  will 
 provide insights also about the other 16 countries of interest. 


English Proficiency Country


Very high proficiency


Netherlands
 Sweden
 Denmark
 Norway
 Singapore
 Finland
 Luxembourg
 South Africa


High proficiency


Germany
 Austria
 Poland
 Belgium
 Malaysia
 Switzerland
 Philippines
 Serbia
 Romania
 Portugal
 Hungary
 Czech Republic
 Slovakia


Table 1. Countries with very 
high and high English 
proficiency (EF, 2017). The 
countries not marked in red 
are included in the scope of 
the study. 
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Geography 


When excluding Netherlands from the list, Sweden is the country ranked as number one with the highest 
 English proficiency (EF, 2017) and is therefore the chosen market of investigation. Moreover, the authors 
 of this study are Swedish, and it is therefore believed to be more convenient and cheaper to collect data 
 of good quality in Sweden compared to other countries on the list. Sweden is part of the European Union 
 which have free cross-country trade, and in combination with the fact that all countries with high/very 
 high English proficiency are European (ibid.), it is believed that if studying Sweden, it is likely that the 
 other countries of interest would yield similar results.  


English is not an official language in Sweden and few people have it as their first language (The Local, 
 2014). Yet, the usage of English is increasing in Sweden (European Commission, 2012), which makes it 
 an important issue in many aspects, not least in advertising. Even though English lacks the status of a 
 second language in Sweden, and is not official, it cannot be seen as just another foreign language. It is 
 rather  a  quite  familiar  language  which  is  naturally  used,  compared to  for  example  Italian  and  Russian 
 (Piller, 2001:155). This means that English is, like in many other European countries, used to some extent 
 in advertising. Exact statistics are difficult to obtain, however, an empirical study from 2013 suggests that 
 out of all TV commercials in Sweden, 28% contained elements of English (disregarding English brand 
 names and song lyrics) (Fransson, 2013). One can imagine the percentage of online commercials to be 
 even bigger. 


Age 


The whole Swedish population is too wide for the purpose of the study for two main reasons. First of all, 
English proficiency differ depending of age group and it is unlikely that companies targeting population 
groups  with  less  English  knowledge  would  prefer  broadcasting  a  commercial  in  English.  Secondly, 
advertising is today distributed to a large extent online and on social media (Statista, 2018a), see Appendix 
4. Segments of the Swedish population use internet and social media to a varying extent, which should 
also affect the scope of study. Therefore, in order to get a result that is likely to hold in practice, this study 
is limited to individuals in the age group 16-45. (More on this in section 2.5.2. Target Population). 
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English accents 


There exist almost uncountable numbers of different English accents in the world, both in terms of number 
 of accents but also because of the difficulty in drawing a line of what is counted as an accent. According 
 to Crystal (2003), there are three general categories constituting the major native English accents, namely 
 those of North America, British Isles and Australasia. Therefore, the three English accents investigated in 
 this  study  are  the  most  standard  accents  of  the  three  categories;  General  American,  Received 
 Pronunciation  (British)  and  General Australian.  Most  existing  research  have  only  focused  on  English, 
 where  a  standard  accent  has  been  compared  to  a  local  accent  of  English,  i.e.  an  accent  of  the  second 
 language spoken in English-native countries. For example, in the English-speaking country Singapore, 
 Standard English (RP) has been compared to Singaporean English (Lalwani et al., 2005; Lwin & Wee, 
 2000) and in USA, where the Hispanic population is growing, American accent has been compared to 
 Spanish-American  accent  (DeShields,  2015;  DeShields  &  de  los  Santos,  2000).  There  is  a  gap  in  the 
 research on English accents targeted towards non-native English speakers. The English proficiency is very 
 high in Sweden but neither of the three English accents can be said to be ‘official’ within the country. It 
 is  therefore  of  bigger  interest  to  test  three  different  types  of  standard  English  instead  of  for  example 
 comparing American English with English spoken with a Swedish accent. In Sweden, one could assume 
 that it is rather Swedish that is perceived as standard. Therefore, since Swedes, and other nationalities 
 with high proficiency in English, are not bilingual, Swedish will be tested in addition to different varieties 
 of English.  


Choice of format - Video 


As mentioned in section 1.2, research has to this point mainly been done for written language. The effects 
 of the spoken language, i.e. audio, have not been researched to the same extent. Most studies of audio 
 effects on advertising have been conducted using radio commercials. Studies on video commercials are 
 fewer, and those conducted have focused on the spokesperson’s visual appearance in combination with 
 the language variety, rather than the effects on brand perception based only on language variety (Lwin & 


Wee,  2000);  DeShields  &  Kara,  2011).  In  Sweden,  TV and  digital  media make up  66%  of  companies 
 advertising investments (Institute for Advertising and Media Statistics, 2017). Even though digital media 
 does  not  only  consist  of  video  advertising,  the  high  percentage  highlight  the  importance  of  video 
 commercials.  Something  that  is  also  pointed  out  by  the  Swedish  Institute  for  Advertising  and  Media 
 Statistics who says that “video advertising is going stronger, even stronger than before” (Asplund, 2017). 


Looking worldwide, TV has for a long time been the media channels that companies invest the most of 
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their advertising budget in, but in 2017 investment in digital advertising surpassed TV (Mackhé, 2017). 


This means that digital media and TV are the two biggest advertising channels on a global level, which 
 further stress the importance of  knowledge in video advertising. With this statistics as well as previous 
 research in mind, this study aims at conducting research on the effects of different varieties of spoken 
 language  on  brand  perception  in  video  commercial  where  the  respondents  are  given  no  cues  of  the 
 spokesperson but the voice. 


Figure 1. Delimitations. 



1.4. OUTLINE OF THE STUDY


The following section will briefly state the outline of the study and summarize the research method used 
 to answer the research question. Lastly, a vocabulary of frequently used words is presented. In Figure 2, 
 the chapters of the study are presented.  


SWEDEN 16-45 YO BRITISH, 


AMERICAN & 


AUSTRALIAN


VIDEO
 COMMERCIAL
 HIGH/VERY 


HGH ENGLISH 
 PROFICIENCY


ENGLISH NOT 
OFFICIAL 
LANGUAGE
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 Figure 2. The outline of the study. 


In order to answer the research question, four versions of the same video commercial will be created, 
with different voice-overs as the only variation. Swedish will be compared to English, and three 
different English accents (American, British and Australian) will be compared to each other. A survey 
will be used to collect data where the respondents answers questions regarding the advertised brand’s  
brand personality, source credibility, likability, attention and purchase intention. The data will then be 
analysed and theories applied to discuss whether the respondents’ perceptions and attitudes differ 
depending on language variety, and what implications it might have for managers. To increase the 
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understanding of the subject and facilitate further reading, short descriptions of words and concepts 
 frequently used throughout the thesis can be found in Table 2.  


Table 2. Vocabulary of frequently used words and concepts. 
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2. METHODOLOGY: 


This  chapter  starts  by  describing  the  methodological  choices  that  has  been  made.  The  choice  of  a 
 deductive research approach is discussed followed by ontological and epistemological considerations. In 
 this study, the researchers take the ontological position of objectivism and applies the epistemological 
 paradigm of critical realism. The chapter continues by describing how the quantitative method of a cross-
 sectional research design was used for the collection of primary data. The target population is described 
 as well as how the sampling was carried out in order to represent the right audience. Lastly, the method 
 of three qualitative interviews is described. These interviews provided the researchers with information 
 about the background of the problem as well as the practical implications of the results.  



2.1. DEDUCTIVE AND INDUCTIVE APPROACH 


Theory is providing the background and justifies the research being conducted. Furthermore, a theoretical 
 framework is formed of the theory, which helps the researcher understand social phenomena and interpret 
 the  findings  of  the  research.  According  to  Bryman  and  Bell  (2015),  there  are  two  main  approaches 
 characterizing  the  link  between  theory  and  research;  the  deductive  and  inductive  approach.  The  most 
 common view of the relationship between theory and research, and the approach followed in this research, 
 is the deductive approach. The deductive approach has its foundation in theoretical considerations and 
 this  relationship  between  theory  and  research  implies  that  hypotheses  are  deduced  drawn  on  what  is 
 already known in a specific subject and on relevant theories. Theory is used to deduce hypotheses, which 
 drives  the  process  of  data  gathering.  The  data  collected  is  then  analysed  in  order  to  confirm  or  reject 
 hypotheses  (Bryman,  2016).  When  using  a  deductive  approach,  conclusions  from  research  can  be 
 presumed to be true as long as they are based on established theory and measurable facts (Bryman & Bell, 
 2015).  In  the  last  step  the  implications  of  the  findings  are  added  back  into  the  theory  upon  which  the 
 research is originally built (Bryman, 2016).  


The inductive approach, on the other hand, is more commonly applied when investigating an unexplored 
phenomenon since it, instead of relying on existing theory, allows the researchers to view and understand 
social phenomena from the participants’ perspective (Bryman & Bell, 2015). By applying an inductive 
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stance  on  the  relationship  between  theory  and  research,  generalisable  inferences  are  drawn  out  of 
 observations and instead of conducting research based on theory, theory is the outcome of the research.  


  


In this thesis, the literature review (chapter 3) provided the background knowledge about linguistics and 
 branding as well as previous research, which served as the foundation for the hypotheses generation. The 
 assumptions  from  the  theoretical  review  further  guided  the  choice  of  method  and  data  collection.  The 
 findings from the data collection was later used to either support or reject the hypotheses. 



2.2. ONTOLOGICAL CONSIDERATIONS 


Ontology deals with the perception of the world and is concerned with the nature of social entities and 
 whether these entities should be considered objective entities or social constructions (Malhotra, Birks & 


Wills, 2012). In other words, ontology describes one’s fundamental assumptions of the truth and the nature 
 of the world, if the reality is external to social actors or if it is built upon actions and perceptions of social 
 actors.  There  are  mainly  two  ontologies  in  social  research;  constructivism  and  objectivism.  In  the 
 ontological position of constructivism, social phenomena and their meanings are perceived to continually 
 be created by perceptions and actions of actors concerned with the existence of the social phenomena. 


That  is,  things  exist  because  they  are  perceived. Objectivism on  the  other  hand implies  that  we  are 
confronted by social phenomena as external facts. The existence of the social phenomena is independent 
and separate from actors, and they are beyond our reach and influence. That is, things exist external to 
individuals’  perceptions  to  them  (Bryman,  2016).    One  classical  example  of  how  constructivism  and 
objectivism can be distinguished is by answering the question originally posed by George Berkeley; “If a 
tree falls in the forest and no one is around to hear it, does it make a sound?”. Subjectivists would argue 
that the tree is not making a sound if no one is there to perceive it. Extreme subjectivist could further 
argue that there does not even exist a tree, if no one is there to perceive it. Objectivists, on the contrary, 
would  argue  that  firstly;  the  tree  exists  even  if  no  one  sees,  and  secondly;  it  would  indeed  give  of 
soundwaves if falling. The soundwaves would just not be interpreted as noise, since no one is there to 
hear  it  (Whalen,  2017).  Following  the  logic  above,  it  can  be  concluded  that  the  ontological  position 
followed in this study was objectivism. This because the aim of the study was to find possible differences 
in how the respondents’ perception of and attitudes towards brands is affected depending on language 
varieties. The language varieties are perceived as social phenomena that is external to the respondents. 
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Hence, the respondents have opinions about certain languages and accents but these opinions are not part 
 in forming the execution of the social phenomena, i.e. language variety have their own objective realities 
 which is not dependent on anyone perceiving them. 



2.3. EPISTEMOLOGICAL CONSIDERATIONS 


The choice of methods and techniques used in research depends the way the researchers understands the 
 world. The question of what is accepted as knowledge in a discipline is an issue of epistemology (Bryman, 
 2016). Epistemology describes the researcher’s acquisition and interpretation of knowledge and describes 
 how truths are found and ultimately builds the assumptions of the ontology (Egholm, 2014; University of 
 Idaho, 2016). There is a consensus within the social sciences that no technique or method of investigation 
 is  self-validating,  but  still  two  philosophical  paradigms  are  dominating,  namely  positivism  and 
 interpretivism. The positivist and interpretivist paradigms have fundamentally different ways of viewing 
 the world and its social phenomena. 


When  applying  interpretivism  there  are  several  subjective  realities,  since  it  shifts  depending  on  the 
 researcher  and  his/her  motifs  for  conducting  and  interpreting  the  study.  It  is  therefore  important  to  be 
 aware  of  that  the  outcome  of  the  study  can  be  affected  by  the  researcher  and  hence  it  is  complex  to 
 generalise the result to a broader population (Malhotra et al., 2012). The interpretivist approach is thus 
 better  suited  for  qualitative  studies.  Due to  the  objective  ontology  and  the  formulation  of  the  research 
 question,  the  interpretivist  approach  was  considered  too  subjective  for  the  purpose  of  this  study.  The 
 epistemological position of positivism on the other hand affirms the importance of imitating the natural 
 sciences  (Bryman,  2016).  When  conducting  research  using  the  positivistic  paradigm,  the  researchers 
 assume that there is only one reality, which is unbiased, quantifiable and verifiable (Malhotra et al., 2012). 


The main purpose of taking a scientific approach to social research is the ability to predict and explain 
 social phenomena by establishing causal laws. These laws are based on reliable information, or ‘facts’. 


By emphasizing these ‘facts’ in the research process, focus is put on objectivity, rigour and measurement 
(Malhotra et al., 2012). Even though the language varieties were considered external to the respondents, 
their  perceptions  could  still  be  affected  by  other  factors  than  the  language  variety  itself.  Hence,  the 
respondents were not part in creating the social phenomena but their opinions could be highly individual 
and  not  dependent  on  ‘facts’  that  caused  the  result.  Therefore,  despite  the  dominance  within  social 
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research,  neither  interpretivism  nor  positivism  was  ideal  for  the  purpose  of  this  study.  Therefore  the 
 alternative epistemological approach of critical realism was applied and will be further discussed in the 
 following section.  



2.3.1. CRITICAL REALISM 


Critical realism is a relatively new philosophical paradigm, bridging the two conventional paradigms of 
 positivism and interpretivism. According to Gorski (2013), critical realism is the choice for researchers 
 wanting  to  call  off  the  search  for  ‘general  laws’  but  still  not  abandon  the  goal  of  causal  explanation. 


Critical realists assume that a tangible world do exists, and is in that way similar to positivism. On the 
 other hand, just like interpretivists argue, they also believe that such an assumption can never be verified 
 nor falsified (Easton, 2010). Furthermore, according to critical realists we only experience the tip of an 
 iceberg, but that does not mean that what we cannot see is not there or is not connected to what we actually 
 see.  In  that  respect  critical  realists'  opinion  differ  from  those  of  positivism  who  believes  that  it  is 
 impossible to gain knowledge about something that is unobservable with our senses. At the same time, 
 critical realists believe, unlike interpretivists, that structures and mechanism can be mapped  out without 
 interpreting individuals’ attitudes towards those structures (Bhaskar & Archer, 1998). Critical realism is 
 thus bridging positivism and interpretivism, and was therefore the selected approach for the aim of this 
 study. Critical realism was preferable since the investigation of individuals' perceptions and feelings about 
 brands was not dependent on the respondents' senses and thus was not a part of a tangible world, meaning 
 that the researchers could not see why the respondents perceive the same brand differently depending on 
 language variety used. However, when testing the hypotheses, measurable relationships could be found 
 between the tangible stimuli (the commercial) and the respondents’ perceptions. These relationships were 
 believed  to  be  dependent  on  underlying  factors  that  affected  the  respondents’  perceptions,  why  the 
 foundation of analysis could not be based on 'facts' or 'general laws'  embedded in the stimuli. Hence, the 
 findings  was  based  on  correlations  rather  than  causality.  Therefore,  critical  realism  was  the  prefered 
 philosophical paradigm.  



2.4. METHOD 


The following section will introduce and motivate the choice of methods that was used for the collection 
of data. To begin, the research design of this study is quantitative. When comparing quantitative research 
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to qualitative,  the  most  obvious  distinction  is  the  fact  that  only  the  quantitative  research  employ 
 measurement.  While  the  presence  or  absence  of  measurement  is  rather  superficial,  many  writers  also 
 suggest that the differences are deeper than that. For example, the epistemological foundations of the two 
 types of research differ. The quantitative research strategy emphasize quantification in both collection and 
 interpretation of data. The quantitative research design is characterised by an deductive approach in which 
 theories are tested. (Bryman, 2016) 



2.4.1. PRIMARY AND SECONDARY DATA 


In order to form and test hypotheses, data must be collected. Data can be categorized as either primary or 
 secondary, and both types of data were used in this study. Primary data is defined by Malhotra and Birks 
 (2007, p. 45) as “data originated by the researcher for the specific purpose of addressing the research 
 problem” and can be compared to the secondary data which is defined as “data collected for some purpose 
 other than the problem at hand” (Ibid., p. 45). 


When conducting a deductive study, the data collection should always start with gathering secondary data. 


This is an important step in formulating the problem statement and understanding what kind of primary 
 data that needs to be collected to in order to answer the research question. Secondary data is basically any 
 information made available by businesses, governments, online databases, academic articles and similar. 


This information has not been collected for the specific purpose of the study, but can still provide valuable 
 background information and insights  (Malhotra & Birks, 2007). In this study secondary data was collected 
 from  academic  books  and  articles,  as  well  as  web  sites  and  reports  from  both  private  companies  and 
 governmental  institutions.  The  secondary  data  was  used  for  three  reasons.  Firstly,  as  background 
 information to help find a relevant problem formulation. Secondly, it guided the primary data collection. 


Finally, it guided the analysis and served as an enforcement of the primary data implications. Hence, it 
 also served as a foundation for answering the second part of the research question, i.e. what implications 
 the result have for managers. 


Primary data is collected by the researchers or at the researchers’ request. Such data collection is more 
resource consuming than secondary data collection, both in terms of time and financial resources. On the 
other hand, it has the advantage of being more precise and likely of higher quality because it is collected 
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for the specific research purpose. This study used two types of primary data, a survey and interviews. The 
 survey was of quantitative nature and was used to answer the first part of the research question, i.e. “if” 


there are any differences in perception and attitudes towards brands depending on the language variety of 
 the commercial. The survey was the main source of data used in this study. 


The interviews were, like the secondary data, used to understand the situation today and help answer the 
 second part of the research question about what managerial implications accent differences might have. 


They were supplementing the secondary data by taking a more practical perspective. 



2.4.2. RESEARCH DESIGN 


A  research  design  provides  the  researcher  with  a  framework  which  will  act  as  a  guide  to  collect  and 
 analyse data. By choosing a research design, a range of dimensions are prioritized throughout the process. 


In  this  thesis,  a cross-sectional  research  design  was  chosen.  This  means  that  the  researchers  detected 
 patterns of associations in quantifiable data collected on a sample of cases at a single point in time. By 
 employing a cross-sectional research design, the researcher aims to investigate variations in the collected 
 data. In order to establish variations, more than one case need to be examined. Therefore, a cross-sectional 
 design often include a relatively large number of cases. The variations can be found in several different 
 variables. By collecting quantifiable data, the researcher is provided with a consistent benchmark. This 
 further  enables  gauging  variations  in  a  systematic  and  standardized  way,  which  are  examined  to  find 
 patterns  of  observations.  When  conducting  cross-sectional  research,  the  gathering  of  data  testing  the 
 different variables is taking place more or less simultaneously, in comparison to for example experimental 
 research designs where a participant is pre-tested before being exposed to the experiment and then post-
 tested. (Bryman, 2016).  


The  variables  investigated  using  a  cross-sectional  design  are  non-manipulable.  Therefore,  researchers 
need to be cautious and refer to correlations rather than causality, alternatively argue that a variable is 
independent rather than dependent using theoretical grounds. As mentioned in section 2.3.1 about critical 
realism, the researchers’ aim was to find correlations but not necessarily establish causality. Furthermore, 
a cross-sectional research design have commonly been used in previous research studying the effects on 
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language variety and since these studies have generated significant results, it was believed that making a 
 cross-sectional research design was the best option for the purpose of the study. (Bryman, 2016) 



2.4.3. RESEARCH METHOD 


The concept of research method is often believed to be synonymous with research design. However, even 
 though research methods are associated with research designs, it is crucial to differentiate the two terms. 


By  choosing  a  research method,  the technique  for  collecting  data  is  defined.  There are  many  different 
 ways to collect data, ranging from questionnaires to interview schedules and observations of participants 
 (Bryman, 2016). In this study, a self-administered survey was used for the primary data collection. The 
 survey  being  self-administered  means  that  the  respondents  answered  the  questions  of  the  survey 
 themselves  without  the  researchers’  guidance.  There  are  several  advantages  associated  with  self-
 administered survey such as the ability to reach a large audience relatively efficiently both in terms of 
 cost and time. Furthermore, it erases interviewer variability, and provides greater convenience as well as 
 anonymity for the respondent (Ibid.) It is also convenient when collecting data from different geographical 
 locations. Despite the advantages, there are also several drawbacks from using self-administered surveys 
 including  respondents  getting  bored  of  non-salient  questions  or  other  people  than  the  intended  person 
 completes (or helps complete) the questions.  


Data can be collected with self-administered surveys in different ways. In this study, a mixed-mode survey 
was used to collect the data. The two modes used were a web survey and a supervised survey. In reality, 
the two surveys were the same since they included exactly the same questions. The decision to use both 
techniques was made due to the different advantages they offer. By making the survey web-based, some 
common disadvantages of self-administered surveys could be minimised, such as respondents skipping 
questions  or  being  able  to  read  the  full  survey  before  answering  the  questions  (Ibid.).  Furthermore, 
collecting data using the web allowed responses from a wider audience since it facilitated the ability to 
reach geographically as well as demographically diverse groups. Therefore, the web-survey method was 
considered  most  appropriate  for  the  scope  and  purpose  of  this  study.  The  reasons  for  also  conducting 
supervised  surveys  were,  firstly,  that  it  was  considered  easier  to  reach  younger  respondents  (i.e.  high 
school students) if asking a few school teachers to get access to their classes, rather than reaching out to 
these  students  individually  for  example  on  social  media.  Secondly,  getting  access  to  school  classes 
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facilitated the data collection since several respondents could be  reached simultaneously and thereby a 
 larger sample could be drawn.  


Mixing  survey  modes  raises  the  question  of  whether  the mode  of  a  survey  affects  its  result,  i.e.  if  the 
 results of the two different modes differ (Bryman, 2016). Research indicate, however, that if done properly 
 survey mode should not affect the result significantly (McCabe, 2004; Denscombe, 2006; Flemming & 


Bowden, 2009). It can be assumed that the mode of collection did not affect the results in this study since 
 the supervised survey included exactly the same questions as the web-based survey. The only differences 
 were that the researchers were present in the room and the respondents filled out the survey on paper. The 
 possibility  that  the  researchers’  presence,  or  the  environment  in  which  the  supervised  surveys  were 
 conducted, affected the respondents’ answers was assumed to be little, and was also outweighed by the 
 advantage of being able to help the respondents understand all questions correctly. 



2.4.4. CLOSED-ENDED QUESTIONS 


When conducting a cross-sectional research design, one of the most important method considerations for 
 the  researchers  is  whether  to  use  open-ended  or  closed-ended  questions  in  the  research.  Open-ended 
 questions allows the respondents to reply however they wish, while closed-ended questions provides the 
 respondents with several fixed alternatives out of which they choose appropriate answers. Both types of 
 questions comes with advantages and disadvantages (Bryman, 2016), briefly described in the following 
 section.  


The advantages of open-ended questions are connected to the respondents’ ability to answer in a way that 
 is  not  forced  by  pre-set  terms,  which  allows  for  unusual  answer  not  accounted  for  by  the  researcher. 


Furthermore, the respondents’ knowledge and understanding of the issue being researched can be tapped 
while it at the same time allows the researchers to gain new knowledge about areas in which they have 
limited knowledge. Open-ended questions can however also be quite problematic. They are more time-
consuming for the researchers to administer, both when conducting the data collection as well as when 
compiling the results, since all answers have to be ‘coded’. Moreover, greater effort is required from the 
respondents, which can result in a lower response rate. Due to the disadvantages of open-ended questions, 
closed-ended questions are often used by survey researchers and was the chosen type of questions used in 
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this  research.  Closed-ended  questions  are  easier  to  process  for  both  the  researcher  as  well  as  the 
 respondents and it enhances the opportunity to compare answers. Having fixed answers to choose from 
 can clarify the meaning of the questions, which can result in a higher response rate (Saunders, Lewis & 


Thornhill, 2016). The disadvantages include the loss of spontaneity in the answers as well as the difficulty 
 of making the answers mutually exclusive and collectively exhaustive (MECE). The interpretation of the 
 pre-set answers may vary between the respondents, and they may be irritated if not finding an answer 
 appealing to them (Bryman, 2016). Actions have been taken in order to make the disadvantages as small 
 as  possible.  To  encounter  the  risk  of  answer  alternatives  that  are  not  MECE,  a  Likert  scale  (see  the 
 following section) was applied to as many questions as possible, which most likely limited the feeling of 
 not finding an appropriate answer. For questions that were not possible to answer using a Likert scale, 
 effort  was  put  on  making  the  answers  mutually  exclusive  to  the  greatest  extent  possible,  and  where 
 applicable the responses “other” or “don’t know” were added to ensure that the answers were collectively 
 exhaustive.  Closed-ended  questions  were  also  the  chosen  method  since  the  aim  was  to  find  possible 
 differences in perception and attitudes due to language varieties and not necessarily the reasons behind 
 the differences. It is therefore suggested that more open-ended questions will be used in future research 
 where, if any, differences can be investigated by collecting more spontaneous answers (Bryman, 2016). 



2.4.5. THE LIKERT SCALE 


Most closed-ended questions in the survey were investigated using the Likert Scale. The Likert scale is 
one  of  the  most  common  techniques  used  for  investigating  attitudes  relating  to  a  certain  area.  Several 
items (i.e. questions) within a specific area, in this case brand perception, are rated on a five-point scale 
reaching between two extremes of the same thing, thereby being MECE (Bryman, 2016). A Likert scale 
can be either unipolar, reaching from “not at all” to “extreme”, or bipolar, reaching from “extreme one 
way” to “extreme the other way” (Statistics Sweden, 2011; Surveymonkey, 2018). In this study a unipolar 
scale  was  used.  The  advantages  with  using  a  unipolar  scale  is  that  they  are  easier  for  respondents  to 
understand, and eliminate the risk of the extreme in the one direction not being an exact opposite of the 
extreme in the other direction (Surveymonkey, 2018). Since the survey was based on previous research 
as well as Aaker´s (1997) Brand Personality Framework (see more in chapter 3), in which the Likert Scale 
was commonly used, the Likert Scale was considered appropriate for this study.   
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2.5. SAMPLING 



2.5.1. POPULATION  


In social research, a population is the broader group of people that share a common set of characteristics, 
 that is of interest for the results from answering the research question (Malhotra & Birks, 2007). Since 
 there is a wide research gap on the study of perception of English language varieties in non-native English 
 speaking countries, the population constitutes all countries with high English proficiency (See full list in 
 Table 1). It is believed that this population is proficient and knowledgeable enough in order to understand 
 and  react  to  commercials  in  English  and  thus  create  different  brand  perceptions  and  attitudes.  It  can, 
 however,  be  difficult  to  collect  enough  cases,  from  all  countries  in  the  population,  to  make  such  a 
 conclusion.  The  population  must  therefore  be  redefined  to  become  more  manageable  (Saunder  et  al., 
 2016).  



2.5.2. TARGET POPULATION 


In  this  study,  the  population  is  first  redefined  to  only  investigate  the  research  question  on  a  Swedish 
 audience. This decision was based on English proficiency as well as geography (see Delimitation 1.2.). 


This  study  is,  like  mentioned  above,  applying  a  cross-sectional  research  design  using  a  survey.  When 
 conducting a survey, it can be made as a census, with the goal to reach every individual of the population. 


This is however frequently, as is the case in this research, impractical and even impossible to reach the 
 whole population (Blumberg et al., 2014). Even if redefining the population and only highlighting Sweden 
 in the research question, reaching the full population in this research is, due to its size and geographical 
 widespread,  an  impossible  task  to  approach  and  hence  further  delimitations  must  be  made.  A target 
 population is therefore established from which the actual sample will be drawn. The target population 
 consists of the individuals that the researchers aim to make inferences and generalisations about.  


The  target  population  in  this  study  is  defined  by  two  elements;  the  nationality/native  language  of  the 
respondents as well as their age. Firstly, the target population in this research consists of  Swedes or people 
who speaks Swedish fluently. This due to the fact that 91% of the Swedish population consider themselves 
being able to speak at least one more language than Swedish. Out of these, 86% would speak English as 
their  second  language  (European  Commission,  2012).  Therefore,  in  order  to  secure  the  English 
proficiency of the sample, Swedish individuals are targeted. Secondly, the target population is limited to 
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individuals in the age group 16-45. The restriction in age is applied since younger people in Sweden, in 
 the age group 15-25, are more likely to rate their ability to use and understand the English language higher 
 than those in the age group 55+ (European Commission, 2012). Moreover, people who use Internet on a 
 daily  basis  are  also  more  likely  to  perceive  their  English  skills  as  very  good,  compared  to  those  who 
 sometimes or never use Internet (European Commission, 2012). The Internet usage in Sweden is generally 
 high in all age groups, but highest among individuals up to 45 years old, who use Internet on a daily basis, 
 which  should  correspond  to  better  English  knowledge  (Statista,  2018b/Appendix  5).  Furthermore,  the 
 social media usage is highest among individuals between 25 and 35, where 90-92% use social media on 
 a  daily  basis  (Statista,  2018c/Appendix  6).  The  Internet  and  social  media  presence  is  considered 
 corresponding  well  to  the  aim  of  this  study,  since  advertising  often  takes  place  online.  Per  media,  the 
 biggest spend on advertising is online (15.732 million SEK) and on second place is TV (5.452 million 
 SEK) (Statista, 2018a/Appendix 4). The age group of 16-45 is selected based on these statistics.  


The actual sample will be drawn from the target population and thus only include individuals who speaks 
 Swedish fluently and are in the age group 16-45. While the generalisability of the study may be limited 
 by  only  targeting  individuals  in  the  age  group  of  16  to  45  years,  this  group  is  considered  to  be 
 representative  of  an  important  target  audience  for  Swedish  as  well  as  international  advertisers.  Even 
 though a broader age group is proficient in English and could have been included in the target population, 
 it would be difficult to create a video commercial relevant for all respondents. Furthermore, the survey 
 includes questions regarding personal information, such as age, gender and occupation. If differences are 
 found between the age groups, the generalisations will be carefully considered.  



2.5.3. SAMPLING METHOD 


Probability and Non-probability sampling 


When  conducting  a  quantitative  research  there  are  several  methods  to  use  for  sampling.  The  different 
methods  can  be  divided  in  probability  and  non-probability  sampling  methods.  The  biggest  difference 
between the two techniques is that by using probability sampling, conclusions can be made about the full 
population  out  of  which  the  sample  is  made.  This  is  because  researchers  use  a  random  selection  of 
elements to remove or decrease the risk of bias within the sample (Blumberg et al., 2014). Non-probability 
sampling on the other hand is more subjective. Cases to be included in the sample can be chosen in many 
different ways, which increases the risk for bias in the sample. Whether a probability sampling is needed 
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or if non-probability sampling is sufficient depends on the objective of the research. A probability sample 
 is needed if the aim is to generalise. In this research however, the objective was not to find an accurate 
 size  of  an  effect,  but  rather  if  there  exist  an  effect.  In  addition  to  that,  what  was  investigated  in  this 
 research, i.e. perception and attitudes, does not have a common scale and cannot be measured in accepted 
 numbers  such  as  currency  or  number  of  units  sold.  Therefore,  since  a  non-probability  sample  is  both 
 cheaper and easier to collect, it was considered sufficient and provided the research with relevant data 
 (Blumberg et al., 2014). 


  


Convenience and Purposive Sampling 


There  are  two  non-probability  approaches  to  use  for  sampling; convenience and purposive sampling 
(Bryman & Bell, 2015). In this study a combination of the two non-probability sampling techniques was 
used.  With  purposive  sampling  the  researchers  use  their  own  judgement  when  selecting  what  cases  to 
include in order to answer the research question. Purposive sampling was used in this study by applying 
predefined criteria in terms of age and language proficiency, to ensure the respondents corresponded to 
the  target  group.  Respondents  that  were  not  included  in  the  sampling  frame  were  excluded  from  the 
analysis. This was done to ensure that the respondents were relevant as well as contributing to the study 
(Malhotra  et  al.,  2012;  Bryman  &  Bell,  2015).  When  the  predefined  criteria  were  set  however, 
convenience  sampling  was  carried  out,  meaning  that  the  researchers  chose  the  respondents  they  could 
find. Even though convenience sampling is considered the least reliable one, it is still considered useful 
when  testing  ideas,  or  in  early  stages  of  an  exploratory  study  (Blumberg  et  al.,  2014).  Convenience 
sampling can act as a pilot study to test if the research tool works in practice. A more generalisable study 
could in future research be conducted based on the findings of the convenient pilot study (Bryman & Bell, 
2011). Since the aim of this study is not to generalise the findings to the full population but rather to find 
different effects, convenience sampling was considered good enough for the purpose of the study. The 
sampling was conducted in two different ways. Firstly, the researchers visited several high school classes 
where the commercial was shown on a big screen and the students filled out the survey on paper. This 
was done in order to quickly collect large numbers of data and resulted in a total of 170 respondents. The 
remaining 245 respondents were collected via Internet. The link to the survey was shared on Facebook 
and LinkedIn, inviting people to take part in the survey.  
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2.5.4. SAMPLE SIZE 


There are no exact numbers on how large the size of the sample needs to be, but it depends on the variation 
 in  the  population  parameters  and  the  desired  estimation  precision.  Since  the  previous  research  of  the 
 studied population is scarce, the variation is unknown. Therefore, in order to determine a sample size that 
 would be sufficient for the task at hand, previous studies investigating similar problems were used as a 
 benchmark.  Morales,  Scott  &  Yorkston  (2012)  conducted  a  study  on  the  role  of  accents  in  radio 
 commercials, in which four conditions were randomly assigned to a total of 347 participants, meaning 
 approximately 87 respondents per condition. Lalwani et al. (2005) investigated consumer responses to 
 English accent variations in advertising, where a total of 320 university students were randomly exposed 
 to four different versions of a radio advertisement, meaning approximately 80 respondents per version. 


Lastly, Lwin & Wee (2012) investigated how a spokesperson’s race in relation to accents influenced the 
 outcome  of  television  commercials.  In  this  research  397  respondents  were  exposed  to  four  different 
 videos, approximately 99 per video. Since these three studies generated significant results, they were used 
 as a benchmark. Furthermore, even though emphasizing the complexity of estimating an appropriate size, 
 a sample of 97 respondents is considered enough for populations larger than 100.000 (SurveyMonkey, 
 2017). Therefore, the goal when collecting the data was to receive answers from a total of 400 respondents, 
 divided equally on the four different language varieties.  



2.6. INTERVIEWS 


In order to understand the need for, and result of, the survey, three interviews was conducted, in excess 
of the quantitative survey. Two interviews were conducted prior to the study, to gain an understanding of 
what the situation looks like today. An interview with Michaela Di Dato, the CEO of a Stockholm based 
communications agency (BERG Kommunikation, 2018), was conducted prior to the research in order to 
understand if and how a company working with communication use different languages and accents on a 
strategic level. Furthermore, an interview was conducted with Dano Marr, the program manager of the 
Motion  Creative  program  at  Hyper  Island.  Hyper  Island  is  a  global  college  focusing  on  creative  and 
digitalization learning in close collaboration with the “real world” (Hyper Island, 2018). This interview 
was  conducted  to  understand  if  the  use  of  languages  and  accents  is  being  taught  in  a  highly  relevant 
education, where they create marketing solutions to a variety of clients. A third interview was conducted 
after  the  results  of  the  study  had  been  compiled  and  analysed.  The  results  were  discussed  with  Johan 
Anselmsson, professor in Marketing at Lund University  and responsible for the marketing department. 
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He  conducts  research  about  how  strong  brands  can  create  customer  loyalty  and  works  primarily  with 
 quantitative  analyses.  Furthermore,  he  prioritizes  practical  relevance,  both  in  education  and  research 
 (Lund University, n.d.). His thoughts about the results were therefore considered valuable since he could 
 connect the research to the academic field as well as the practical use in businesses. All three interviews 
 can be found in full length in Appendix 1, 2 and 3. 


Semi-structured interviews 


The interviews were semi-structured, meaning that questions were prepared based on fixed themes, but 
 with a loose structure. This allowed the researchers to obtain additional knowledge throughout the data 
 collection since researchers can ask follow up questions, and it is possible to lead the interview in different 
 directions.  Furthermore,  the  questions  were  to  a  large  extent  open-ended  nature  which  means  that  the 
 respondents were allowed to talk freely about the subjects (Bryman & Bell, 2015). 


Sampling Interviews 


The respondents for all three interviews were sampled from the researchers’ own networks which makes 
 it  a  non-randomized  sampling.  This  was  however  considered  the  best  option  since  the  respondents’ 


professional  backgrounds  and  knowledge  were  very  important  in  order  to obtain relevant  information. 


Since the interviews were only conducted to improve the researchers’ knowledge and hence were not part 
 of, nor investigating the same topics as the survey, no generalisations were to be made. Three interviews 
 were therefore considered enough for the purpose of understanding the background as well as how the 
 results can be applied in practice. 



3. THEORY AND PREVIOUS RESEARCH 


In this chapter, theories and previous research are presented. In order to answer the research question 
 of  whether  language  varieties  in  video  commercials  affect  the  brand  perception  the  theoretical 
 background needs to build upon both marketing and linguistic research. This chapter starts with broad 
 marketing and communication theories, including the concepts of brand equity and brand personality. 


Hereafter,  previous  scholars’  research  on  the  linguistics  field  is  summarised.  The  chapter  ends  with 
hypothesis generation.  Ultimately, the following empirical research will build upon the marketing and 
linguistics theories and elaborate on previous research. 



(30)24 



3.1. MARKETING BACKGROUND AND BRANDING THEORIES 


In the following sections general marketing models and frameworks will be described. The models give 
 support to the research question and lay the foundation for the design of the empirical  study as well as 
 for the analysis of the results. To begin, the concept of brand equity is introduced and from that follows 
 brand image, brand associations and finally brand personality. Later on, the cognitive concepts of S-O-
 R and Elaboration Likelihood Model are described.  



3.1.1. BRAND EQUITY 


Brand Equity is the value created from having a strong brand and is generated by consumers’ favourable 
 associations. Financial value can follow from brand value if the brand equity make consumers purchase a 
 product from the company in question rather than from a competitor, or if the brand equity allows a price 
 premium (Kapferer, 2008). The founding father of the brand equity concept, David Aaker, defines the 
 idea as “a set of assets (and liabilities) linked to a brand’s name and symbol that adds to or subtracts from 
 the value provided by a product or service to a firm and/or that firm’s customers” (Aaker, 1991, p.15). 


The Brand Equity Model exists of 5 categories of assets/liabilities namely brand loyalty, name awareness, 
 perceived quality, brand associations and other proprietary assets (e.g. patents and channel relationships). 


In this study, extra focus is put on brand associations since the purpose of the research is to reveal whether 
 consumers are affected by (i.e. generate associations with) accents and languages in video commercials. 


Associations can create positive feelings and attitudes towards a brand and product, and can affect both 
 purchase intention and user-experience. 


An  important  part  of  brand  associations  are associative  networks.  An  associative  network  is  a  web  of 
many pieces of related information (Solomon, 2015). When a consumer is exposed to information it is 
stored in a node in this mental web and as such gets connected to existing knowledge/experiences, as well 
as helps build a foundation for future associations. If accents affect the perception of brands, it is likely 
that this is a result of the activation of different parts of a person’s associative network (e.g. connecting 
the  Australian  accent  to  Australian  stereotypes  which  then  affect  the  brand  perception).  Associative 
networks  in  turn,  result in brand  image,  which  Aaker  (1991)  defines as  “a  set  of  associations,  usually 
organised in some meaningful way” (p.109). Brand image is a concept different from brand identity, with 
the  former  being  how  consumers  perceive  a  brand  and  the  latter  what  companies  actually  try  to 
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communicate (Kapferer, 2008). This means that associations are just consumer perceptions and does not 
 necessarily reflect the truth or reality. Still, brand associations can create true value for the company. By 
 using cues to spark associations, a company can increase the likelihood of recall among consumers and 
 also  summarize  information  for  the  consumers  that  would  have  been  expensive  and  difficult  for  the 
 company  to  communicate  in  full.  Moreover,  as  mentioned  earlier,  associations  can  help  a  company 
 differentiate from competitors, they can also induce positive attitudes and feelings linked to the brand. 


The  right  associations  can  thereby  create  brand  credibility  and  the  increase  the  confidence  to  make  a 
 purchase-decision (Aaker, 1991). 


  



3.1.2. BRAND PERSONALITY 


Brand image is, according to Joseph Plummer (2000), built up by three parts. First are physical attributes, 
 which are objectively verifiable. Second are consumer benefits, which are characteristics that can also be 
 independently verifiable, but as well have an internal effect on consumers (you can for example feel like 
 a conscious shopper if  you buy organic products). The third part of brand image is brand personality, 
 which is subjective from person to person and based entirely on communications. This part is therefore 
 extra interesting to research in order to get a good understanding 


of consumers’ mind-set and brand perception. Brand personality 
 is  defined  by  Aaker  (1997,  p.347)  as  “the  sets  of  human 
 characteristics associated with a brand” and builds on the concept 
 of animism which means that people tend to ascribe human traits 
 to  non-living  objects,  e.g.  brands  (Heding  et  al.,  2016).  Brand 


personality  plays  a  pivotal  role  in  brand  attractiveness  and  a  positive  attitude  towards  a  brand  can 
 strengthen  the  brand-consumer  relationship  and  can  thus  be  an  important  guide  in  brand  management 
 (Ibid.). Heding et al. (2016) describes brand personality as part of a dyadic relationship between brand 
 and  consumers  (Figure  3).  This  means  that,  when  doing  empirical  research  on  brand  perception,  it  is 
 important to keep in mind that brand personality is created through a cognitive process which is affected 
 both by the brand’s message and the personality of the message receiver. 


A  pioneer  in  the  brand  personality  research  field  is  Jennifer  Aaker,  who  in 1997  identified  five  brand 
 personality dimensions which are applicable across product categories; sincerity, excitement, competence, 
 sophistication and ruggedness (Figure 4). The dimensions are closely related to the human psychology 


Figure 3. The dyadic relationship. 
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