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The purpose of this paper is to examine the deguwf Taiwanese consumers towards
Chinese products. Specifically, attitudes towardh8ified Chinese and Traditional
Chinese print advertisements and the product thiwerise, as well as purchase
intentions and the degree of consumer ethnocentesenanalyzed. This paper adopted
an experimental design using questionnaires in twitten languages (Simplified
Chinese and Traditional Chinese) related to twalpets (tea bags and T-shirts). After
exploring demographic differences among the subjdbis study examined whether
there was an interaction between the written laggussed in advertisements and the
subjects’ levels of ethnocentrism. Finally, thigdst explored the relationship between
advertising communication effectiveness and pumehasentions. The analysis of
variance (ANOVA) and multiple regression analysisggested that gender and
ethnicity do not have a statistically significanflience on consumer ethnocentrism.
This paper also identified an interaction betweeritten language and levels of
consumer ethnocentrism that influenced advertisifigctiveness, particularly in the
case of attitudes towards the T-shirt product. lumgg had a significant influence, with
most consumers preferring Traditional Chinese. Gowess had higher purchase
intentions when they had a positive attitude towaadvertisements and products. In
conclusion, this research was the first to discliasvanese acceptance of print
advertisements in Simplified Chinese as well asclpase intentions towards the
products they advertise. The findings of this reseahave implications for the
advertisement designers and domestic manufactimetie creation of advertising
strategies.

INTRODUCTION

Understanding consumer ethnocentrism is essentitlid international business environment (Kaynak &
Kara, 2002; He & Wang, 2015; Jat al, 2015). Awareness of consumer ethnocentrism edm tmarketers
predict consumer behaviors, attitudes, and purclatesmtions towards products (Fernandez-Ferrin,dBan
Vilela, Klein, & Rio-Araudjo, 2015). Because ethnotiic consumers believe that foreign products it their
country’s socioeconomic development, employmene,rand domestic production, they are reluctant to
purchase such products. Therefore, consumer ethtrae could be expected to influence attitudesaials
advertisements (&), and research has indeed corroborated this (Bdelrke, 1987).

Supphellen and Gronhaug (2003) showed that lowoe#mtric consumers are attracted to global brands,
whereas highly ethnocentric consumers respond ivegato international brands. Moreover, they engibed
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the need to consider ethnocentricity in internatlanarketing. Numerous studies (Schmitt & Zhan@®8 %Ahn

& Ferle, 2008) showed that since language is a atediof cognition, its effects on advertising canbe
ignored. Studies suggesting that language may actewith consumer ethnocentrism to influence the
interpretations of individuals are particularly @abrthy (Koslow, Shamdasani, & Touchstone, 1994ére,
2006).

The current study investigated these ideas; iniqudat, it examined whether there was consumer
ethnocentrism in Taiwan as well as the influencéhef written language of advertisements on comnatioio
effectiveness. The importance of this study liesits timeliness, indicated by the current increase
international trade activities, as is elaboratedrothe following section. No previous researchraiees the
views of Taiwanese consumers regarding Simplifiecsws Traditional Chinese and whether these twtienri
forms influence advertising effectiveness.

Globalization has resulted in an increase in irtéomal trade activities. The Taiwanese governrsared
the Economic Cooperation Framework Agreement (ECH#&h China on June 29, 2010, allowing more
Chinese products to enter the Taiwanese marketoadth the Chinese and Taiwanese governments have be
cooperating with each other through their tradecpes, distrust remains. Taiwanese consumers ha#ir of
many problematic Chinese products, such as poisomnidpowder and toys made with lead paint, thusmng
them negative perceptions and lower purchase intetowards products labeled ‘Made in China.’

Moreover, some Taiwanese consumers are satisfigddeimestic products and are suspicious of products
that could detract from their recognition. In pautar, they believe that consuming products fronn@fould
damage the Taiwanese economy. This notion leadsuoctance to purchase Chinese products. In addiiome
studies examined the effects of written languagearsumer purchase intentions. Although the Taiwarsnd
Chinese belong to the same culture, they haveicting political systems, exacerbating the tengansed by
their different languages (Gerritsen, Korzilius,nMdeurs, & Gijsbers, 2000).

The language issue is particularly serious in viidwpcoming advertising campaigns. To satisfy teeds
of Chinese visitors and students, Taiwanese markate seeking more opportunities to enter theel@iginese
market; therefore, several marketers are planrangaate printed advertising materials in Simptifiéhinese,
which is prevalent on the mainland. This may caasegative reaction among the Taiwanese, most ofrwh
speak Traditional Chinese or Taiwanese.

To examine this possibility, this study explorednsemer attitudes toward Simplified and Traditional
Chinese print advertisements as well as the effegéiss of advertising communication by showingigipents
print advertisements and using a language scadg¢sdtexamined whether the level of consumer e#moiem
influences attitudes towards products by analyzimg effects of written language on consumer pumehas
intentions.The goal of the study is to determine whether éwvell of consumer ethnocentrism and the language
of print advertising affect consumer attitudes tmgaproducts and advertisements as well as adwertis
effectiveness.

Research methods:
Research framework:

The research framework includes four componentdttemr language attitude, consumer ethnocentrism,
advertising communication effects, and purchaseniiins (Figure 1). First, this study explored taisal
factors of consumer ethnocentrism, including etityyigender, and preferred political party. It thexamined
the attitudes of Taiwanese people towards two ewittanguages—Traditional and Simplified Chinese—to
explore whether attitude towards written languagiuénce advertising communication effects, inchadi
advertising attitude, product attitude, and purehasention. Finally, the study sought to identifyeractions
between attitude towards written language and coes@thnocentrism and determine whether such ttteres
influence advertising communication effects.

Consumer

characteristics

Consumer ethnocentrism
High /low V3
Written language
Simplified / Traditional
H4
Consumer ethnocentrism /
X H2
Written language

» Gender

¥ Ethnicity

Advertising <

<
* Political party L H5 Purchase
o - communi cation . .
preference . intention
effects

Fig. 1: Research Framework
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Research hypotheses:

This study focused on the two written forms of #zene language spoken in two different politicatesta
Taiwan and Chinalfu & Mizerski, 2002;Luna & Peracchio, 2009yoriega & Blair, 2008). The study also
examined the consumer ethnocentrism of Taiwanesgl@eas indicated by responses to print advergsgsin
Traditional and Simplified Chinese, and the effeaftethnocentrism on consumer purchase intentions.

H1: The demographic characteristics of the partaifs will influence their levels of consumer etherddsm.

In general, highly ethnocentric consumers (i.easéhwho cannot easily accept foreign products) terisk
older females with lower levels of education andoime (Good & Huddleston, 1995; Sharetaal, 1995;
Supphellen & Rittenburg, 2001; Bawa, 2004; Giinge®ztiiren, 2008; Hsu & Nien, 2008). Other personal
characteristics also influence the degree of comswethnocentrism. This study formulated three hypsés to
identify the factors that are significantly cortteld with consumer ethnocentrism.

Hla. There is a significant difference between mafel female participants with regard to consumer
ethnocentrism.

H1b. There are significant differences among p#tats of differentethnicities with regard to consumer
ethnocentrism.

Hlc. There are significant differences among pgtots with different politicapreferences with regard to

consumer ethnocentrism.

Because some Taiwanese consumers oppose Chinanthehave a more negative attitude towards print
advertisements in Simplified Chinese and thus loptechase intentions (Shimp & Sharma, 1987). Thidys
explored the ethnocentrism of Taiwanese consumersletermine whether a negative attitude towards
Simplified Chinese is a causal factor in consuntiudes towards advertisementb/pothesis 2 is as follows.

H2. The interaction between a patrticipant’s levélethnocentrism and the language of a print adsertient
influences the advertisement’s effectiveness.

In the past, Taiwanese people rarely encounteregplfied Chinese because of their different poditic
system. Today, the Internet has provided greateogxe to Simplified Chinese through websites. tigeiand
Steiner (1961) established that the attitudes ofsemers towards advertisements influence their hase
intentions. Furthermore, highly ethnocentric conetsrusually have more positive attitudes towardwesic
products and are more likely to purchase them (BHinSharma, 1987; Lantz & Loeb, 1996). Therefohés t
study developed an additional research hypothesis.

H3. Highly ethnocentric participants have more piesi (negative) attitudes towards Traditional Clére
(Simplified Chinese) than low ethnocentric partasigs.

To test Hypothesis 3, two sub-hypotheses were enednio determine whether highly ethnocentric
participants would have positive or negative adéts towards the messages on print advertisemedtshan
products they advertise.

H3a. Highly ethnocentric participants have more ipes (negative) attitudes towards Traditional Chsge
(Simplified Chinese) advertisements than low eteBntic participants.

H3b. Highly ethnocentric participants have moreipes (negative) attitudes towards products wittaditional
Chinese (Simplified Chinese) advertisements tharelbinocentric participants.

Whereas Hypothesis 3 (including 3a and 3b) examihednfluence of ethnocentrism on attitudes toward
advertisements in Simplified and Traditional Chiellypotheses 4a and 4b focused on the direct ingfac
these two languages. Attitudes towards advertisesremd advertised products were hypothesized todre
positive when the ads were written in Traditioraher than Simplified Chinese.

H4a. Participants have a more positive attitude dods print advertisements written in Traditionakhar than
Simplified Chinese.

H4b. Participants have a more positive attitude dostg products with advertisements written in Trexatial
rather than Simplified Chinese.

The ‘Hierarchy Model of Advertising Effects’ suggeghat consumer purchase intentions are formed in
more than one stepLdvidge & Steiner, 196l Moreover, attitudes towards advertisements érfe the
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subjective thoughts and purchase intentions of woess (Mackenzieet al, 1986; Maxham, 2001). If
consumers have positive evaluations of advertisésnéimeir purchase intentions will be high€he next two
hypotheses were formulated to examine this relatigm

H5a. The attitudes of participants towards adverints significantly influence their purchase ititars.
H5b. The attitudes of participants towards advedigroducts significantly influence their purchasentions.

Questionnaires and Measures.

The formal questionnaire included six sections. gbestions in the first section focused on ideirigythe
participants’ purchase intentions with regard te pinoducts mentioned in print advertisements (§t&imp,

& Engle, 1987; Nagar, 2009). The second sectionsisted of seven items on attitudes towards print
advertisements (Torres al, 2007; Jae, Delvecchio, & Cowles, 2008; Naga®90The third section consisted
of six items to measure the attitudes of participdowards tea bags and T-shirts (Luna & Perac@065;
Supphellen & Rittenburg, 2001). The fourth secfioriuded 10 items from the CETSCALE (Shimp & Sharma
1987; Lindquist, Vida, Plank, & Fairhurst, 2001;viza 2004; Hsu & Nien, 2008). The fifth section cisted of

19 items that measured the attitudes of particgpamivards Simplified and Traditional Chinese. Thealf
section contained three questions pertaining to adeaphic information: gender, ethnicity (Holo, Hakk
Mainlander, or Taiwanese Aborigine) and preferredlitipal party (Kuomingtang (KMT), Democratic
Progressive Party (DPP), Independent, or other).

To avoid ambiguity, participants were divided iteo groups for the formal questionnaire. Simplified
Chinese was used in one group and Traditional Gkiveas used in the other. Thus, the participantaah
group needed to answer questions for two diffemoducts (T-shirts and tea bags) using only ondtevri
language. This study used four print advertisemétw® written languages two products), all of which
included product pictures and text written in eitBemplified or Traditional Chinese.

Data Collection:

According to Douglas, Morrin, & Craig, (1994), sards are the consumers of the future; therefois, th
study recruited participants between the ages @22 from business colleges in Taichung, Taiwameview
of the literature indicated that demographic fagteuch as gender, income, level of education, attdral
openness affect consumer ethnocentrism (Good & lestith, 1995; Sharma, Shimp & Shin, 1995; Supphelle
& Rittenburg, 2001; Bawa, 2004; Giineren & Oztii2008; Hsu & Nien, 2008). In this study, the studemad
similar ages, incomes, and education levels; tbesefother demographic factors were examined, dcty
gender, ethnicity, and preferred political party.

A total of 805 validquestionnairesvere collected from undergraduate business majolests between the
ages of 19 and 22. Of the sample students, 73.5865@2) were female and 26.5% (2£3) were male, and
the data were divided roughly into two groups, Tiadal Chinese (n = 405) and Simplified Chinese=(#00).
Among the students who answered the Traditionah€d@ questionnaire, 25.9% (n = 105) were male and
74.1% (n = 300) were female, while among those am®@wered the Simplified Chinese questionnaire,2110
=108) were male and 73.0% (n = 292) were female.

Although the data were collected at the businedeges in Taichung, Taiwan. the students came from
everywhere in Taiwan, enabling the study to explsiedents’ ethnicities to determine whether thistda
influences ethnocentrism. Most of the students ahswered the Traditional Chinese questionnaire Wwele
(66.2%, n = 268), followed by Hakka (13.3%, n = a4y other (13.3%, n = 54). Similarly, most of gtedents
who took the Simplified Chinese questionnaire wéodo (75.0%, n = 300), with the second-largest grbaing
Hakka (12.8%, n = 51).

The final demographic question addressed the pmedes of participants regarding political partiesthe
Traditional Chinese sample, 73.8% (n = 299) toaleatral position and 17.0% (n = 69) preferred théTKIn
the Simplified Chinese sample, 71.0% (n = 284) taaleutral position and 16.8% (n = 67) preferredKMmT.

Reliability analysis:

This study used reliability analysis to ensure #ihtjuestions were internally consistent. All tksults were
higher than 0.70, indicating high reliability. TRRETSCALE, the 10-item measure of consumer ethnoisemt
achieved high reliability both in the Traditionalhi@ese ¢=0.90) and Simplified Chinesea#£0.88)
questionnaires. With regard to the 19 questionstemlanguage attitude, Cronbach’'svere 0.90 and 0.93 for
the Traditional Chinese and Simplified Chinese tjaasaires, respectively.

Questions regarding advertising effectiveness adeck attitudes towards advertisements and prodemts.
the two chosen products (tea bags and T-shirtggnsiéems were used to test attitudes towards thepective
advertisements. The reliability result for the Trshdvertisements was 0.94 in the Traditional @sansample
and 0.93 in the Simplified Chinese sample, whilavdis 0.94 for the tea bag advertisements in batguage
samples. The reliability result for attitude towsittle T-shirt product was 0.86 in the Simplifiedr&se sample
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and 0.90 in the Traditional Chinese sample, whiletlie tea bag product it was 0.84 in the Trad#id@hinese
sample and 0.89 in the Simplified Chinese sample.

The last questionnaire consisted of four items esking consumer purchase intentions. The religbilit
result for the T-shirt product was 0.93 in the Tiiadal Chinese sample and 0.92 in the Simplifiduin@se
sample, while for the tea bag product it was Or9the Traditional Chinese sample and 0.92 in tmep$&fied
Chinese sample. Thus, all questionnaires in thidyshad high internal consistency in relation t® tasearch.

Results:
ANOVA of demographic questions and consumer ethnocentrism:

The F-test was used to examine the relation betwbkenthree different demographic variables and
consumer ethnocentrism.

3.1.1 Gender:

The results showed that gender has no effect oaumner ethnocentrism (p = 0.15), possibly because al
our participants were students with many opporiesito obtain Simplified Chinese information thraute
Internet. Moreover, many Chinese students studjaivan and Taiwanese students can more easilyebefri
them, thus reducing their animosity towards Chind @ossibly explaining why gender had no signiftcan
impact on consumer ethnocentrism.

3.1.2 Ethnicity:

According to the F-test, ethnicity had no effect @msumer ethnocentrism (p = 0.12). As previously
mentioned, all of our subjects were students why mat have a strong concept of ethnicity distribnti
Although most of our participants were Holo (M 9@) and Hakka (M = 3.84), this could not have iafiaged
their responses because all participants had siteilals of consumer ethnocentrism. Therefore,ieilynmade
no difference to consumer ethnocentrism in thidystu

3.1.3 Political party preference:

The results showed that political party preferemesl a statistically significant effect on consumer
ethnocentrism. Because the subjects’ average agesivetween 19 and 22, most of them already hadghe
to vote in political elections. The results indadthat they had also formed stable opinions.

Taiwan has two large political parties with diffetgolitical platforms—the DPP and the KMT. Therfar
supports domestic Taiwanese products and cultweiannwilling to cooperate with China. Memberstioé
DPP have higher levels of ethnocentrism than ttadsether parties. The KMT party encourages Taiwan t
cooperate with China in making agreements, sucthasECFA, and supports the idea of providing more
Chinese students with the opportunity to studyaiwan. As expected, this study showed that DPRcjzahts
(M = 4.40) had higher levels of ethnocentrism tKAiT participants (M = 3.80).

In addition, participants who took a neutral pasitiwhich was the majority, often preferred the KisMer
the DPP when asked to choose (M = 3.81). The KMslilisthe largest political party in Taiwan.

This study analyzed whether the personal charatiteziof participants influenced their levels ohsamer
ethnocentrism. Hypotheses 1a and 1b, which tekedhfluence of gender (p = 0.15) and ethnicity=(p.12),
were rejected, while hypothesis 1c, which testesl ittfluence of political party preference (p = 0,08as
supported (See Table 1).

Table 1: Influence of demographic characteristics on coresugthnocentrism

Demographic Questions M F P
Female 3.90

Gender Male 377 2.11 0.15
Holo 3.90
Hakka 3.84

Ethnicity Mainlander 3.51 1.63 0.12
Taiwanese Aborigine 3.50
Others 3.84
KMT 3.80

. DPP 4.40

Political Party Neutral 381 6.33 0.00

Other 4.11

3.2 Factorial design of consumer ethnocentrism level and written language:
3.2.1 Interaction of consumer ethnocentrism and written language:

This study found an interaction between the lefetansumer ethnocentrism and the examined written
languages (P = 0.03). Simplified Chinese arouséiher level of consumer ethnocentrism than Treddl
Chinese. At the same time, the interaction sigaiftty influenced attitudes towards the T-shirts=([®.00).
Students pay a lot of attention to their appearamzbwant to wear fashionable and comfortable igtiVost
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Taiwanese students prefer clothing from Japan ae&decause of its high quality. They usually helithat
products from China have poor quality, particulavijyhen advertised with a Simplified Chinese slogan.
Moreover, people with high levels of ethnocentrissually oppose China and Chinese products in pdatic
Thus, hypothesis 2, which addressed the interadtietween ethnocentrism and written languages, was
supported (p = 0.03).

3.2.2 Consumer ethnocentrism level and communication effectiveness:

The statistical results indicate that the levelcohsumer ethnocentrism did not significantly infioe
communication effectiveness (T-shirtey®= 0.41, Ap = 0.93; tea bag,.f= 0.33, A = 0.90). Recently, an
increasing number of Chinese students have cormaitean, and Taiwanese students have begun to ddwout
Chinese culture; thus, they do not have strong asity towards China and have also begun to accept
Simplified Chinese advertisements and the prodtlety advertise. For this reason, the level of coresu
ethnocentrism did not significantly influence ttmamunication effectiveness of the advertisements.

Attitudes towards the products and advertisemenmitsew in the two languages showed similar levdls o
consumer ethnocentrism. The mean value for attitoderds the T-shirt advertisement was 4.27, wiseteat
for the product itself was 4.36. The TraditionafleBimplified Chinese samples {AM = 4.20 and AM = 4.05)
did not differ significantly. The results were sianifor attitudes towards the tea bag product ahedisement.
There were no significant diffemees attributable to consumer ethnocentrism betwleerSimplified Chinese
(Aag M =4.80 and p M = 4.56) and Traditional Chinese samplegy(M = 4.88 and § M = 4.57), showing
that the level of consumer ethnocentrism does igoifecantly affect advertising communication effeeness.
Thus, hypothesis 3 is rejected.

3.2.3 Written languages and communication effectiveness:

People judge product qualities from advertisinggegarticularly when the texts indicate where gheduct
was made. This study presented Traditional and I§ieth Chinese texts in experimental print adventignts.
Subjects shown the Simplified Chinese texts werk tie assume that the products were made in China.
Moreover, the written language aroused their comsuathnocentrism and knowledge of China. In thiy,wa
written language significantly influenced communica effectiveness (T-shirts, Aad = 0.00, Ap = 0.0€a
bags, Aad = 0.00, Ap = 0.00). Moreover, the effectvritten language may be integrated with the llenfe
consumer ethnocentrism to influence communicatftects.

The results of this study showed that in the Tiad#l Chinese sample, the mean attitude towarddthe
shirt advertisement was 4.51 and that towards thdygt itself was 4.36; the mean attitude towahdstea bag
advertisement was 5.11 and that towards the prodeast4.81. In the Simplified Chinese sample, thame
attitude towards the T-shirt advertisement was Z86@ that towards the product itself was 3.73; ri@an
attitude towards the tea bag advertisement was ahfithat towards the product itself was 4.30. €hesults
demonstrate that the Traditional Chinese sample ddudgher level of consumer ethnocentrism than the
Simplified Chinese sample, thus supporting hypashés

These results imply that Taiwanese marketers needrisider the language they use in advertiserasts. t
Although the Taiwanese students in this study ditlhave a high level of consumer ethnocentrismegabing
information was very important to them when makgchase decisions. This study suggests that ioadit
Chinese is the preferred language for product dideenents irmaiwan.

Table 2: Level of consumer ethnocentrism and written laggua

F P M
Simplified 3.99 3.92
T- A 260 011 Traditional 4.41 4.61
shirt . Simplified 3.84 3.63
A 8.50 0.0¢ Traditional 4.24 4.47
Interaction Simplified 4.54 4.59
Tea bag A 013 071 Traditional 5.06 517
Simplified 4.32 4.29
Ap 032 0.57 Traditional 4.79 4.84
Simplified 3.96
T Aad 45.87 0.00 Traditional 451
shirt Simplified 3.73
Written language A 68.53 0.00 Traditional 4.36
Simplified 4.56
Aa 41.76 0.00 Traditional 5.11
Tea bag P
A 48.01 0.00 Slmpl!fled 4.30
P ) Traditional 4.81
Simplified 4.20
Level of consumer T Aa 062 041 Traditional 4.27
shirt Simplified 4.05

ethnocentrism Ap 0.01 0.93 Traditional 405
Tea bag A 0.97 0.33 Simplified 4.80
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Traditional 4.88
Simplified 4.56
Ap 0.02 089 Traditional 4.57

Note: Ap = Attitude towards product; Aad = Attitutievards advertisement

3.2.4 Multiregression of advertising communication effectiveness on purchase intentions:

This study explored the relationship between comioation effectiveness and consumer purchase
intentions. The dependent variable was purchasmtions while the independent variables were alisu
towards products and advertisements.

The results showed that the explanatory power ofhase intention was 66% in the Traditional Chinese
sample and 57% for both the T-shirts and tea bags (.66 and BR= 0.57, respectively). Again, in this sample,
the statistics for attitude towards the T-shirt &ea bag advertisements were t = 1056 0.55) and t = 10.72
(B = 0.57), respectively; the statistics for thetattes towards the T-shirt and tea bag products wée ¢ =
0.22) and 4.16( = 0.29), respectively. Based on these results,stbdy concludes that attitudes towards
advertisements and products are positively relatedpurchase intentions and that attitude towards
advertisements has a stronger influence than détitonwards products.

The explanatory power of purchase intention in $Sirplified Chinese sample was 66%”(R0.66) for
both products. The t-statistics for attitude towdrd T-shirt advertisement and product were 11%6% 0.57
and 5.67 f§ = 0.28, respectively, while the t-statistics for attieutbwards the tea bag advertisement and product
were 10.30f = 0.50 and 7.27 [§ = 0.35, respectively. This study also found that comroation effectiveness
was positively related to purchase intention (p.80), and that attitudes towards the two advertissgmwere
highly influenced by the written language (Traditib Chinesep = 0.55,3 =0 .57; Simplified Chines, = 0.57,

B = 0.50Q. Attitude towards the advertisements had a graatpact on the level of purchase intentions than
attitude toward the products for both the Tradiilcend Simplified Chinese advertisements.

The results showed that communication effectivesaesgly influences consumer purchase intentiprs (
0.00). According to the effective steps relatedctimmunication, attitude was formed prior to purehas
intention. In brief, this study showed that sulgednterested in the products or those who liked the
advertisements had higher purchase intentions., THyp®thesis 5 is supported, as shown in Table 3 §@0).
Finally, the results suggest that marketers shpaidattention to consumer attitudes towards adesrtents and
products when selecting their advertising strate(ftee Table 3).

Table 3: Impact of communication effectiveness on purchiataations

t p B R?
T-shirt Aac 10.50 0.00 0.55
Ap 5.55 0.00 0.29 0.66
Tea bag A 10.72 0.00 0.57
Ap 4.16 0.00 0.22 0.57
Simplified Chinese
t p B R?
T-shirt Aac 11.67 0.00 0.57 0.66
Ap 5.67 0.00 0.28
Tea bag A 10.30 0.00 0.50 0.66
Ap 7.27 0.00 0.35
Note: A, = Attitude towards product; A= Attitude towards advertisement

Discussion and conclusion:
4.1. Theoretical implications:

Most previous studies discussed the effects of woes ethnocentrism on consumer purchase intentions.
This study used two different written languages andsumer ethnocentrism to examine consumer pwchas
intentions related to print advertisements. BecafideCFA, an increasing number of students andorisifrom
China are coming to Taiwan. To increase their lrssropportunities, marketers could potentiallysis®lified
Chinese to present products and advertisementseifuture. Thus, this study aimed to explore thpaat of
print advertisements written in simplified versteditional Chinese in Taiwan.

Previous research suggested that a high levelrafusner ethnocentrism is found among older, fenzaild,
less well-educated persons (Good & Huddleston, 188&rma, Shimp & Shin, 1995; Supphellen & Rittegbu
2001; Kaynak & Kara, 2002; Bawa, 2004; Giineren &, 2008; Hsu & Nien, 2008). The results of this
study, in contrast, showed that consumer genderetimuicity had no significant influence on ethndcism.
However, females scored relatively higher on coreuethnocentrism than males. Most participantsrgsd
to the Holo ethnicity and were female; additionallyost participants did not express a politicalfgnence.
Subjects belonging to the DPP were more highly @thntric than the others, suggesting that DPP stgrso
tend to be more highly ethnocentric than suppodénther political parties.
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4.1.1 Interaction of ethnocentrism and written language in advertising communication effectiveness:

This study explored whether there was an interadiietween the level of consumer ethnocentrism hed t
language of print advertisements. Moreover, it svoug determine whether such an interaction infagsn
advertising communication effectiveness. The resshibwed that there is an interaction and thagitificantly
affects advertising communication effectivenesdjéats preferred Traditional Chinese to Simplifiétinese,
particularly in advertisements for T-shirts.

Furthermore, the study also discussed individulElcéfzeness. The p-value did not show that thellefe
consumer ethnocentrism significantly influencedeatising communication effectiveness. However,ihigten
language of the advertisement significantly infloesh its communication effectiveness. This studynébthat
subjects prefer Traditional Chinese in print adgerhents, suggesting that in Taiwan, written laggualays an
important role in consumer attitudes towards adsements and products.

4.1.2 Advertising communication effectiveness and purchase intentions:

This study explored whether attitudes towards ataments and products influence consumer purchase
intentions. Some research suggested that consumaeeshigher purchase intentions when their attitodeards
advertisements and products is positive (Mackeetzi, 1986; Walker & Dubitsky, 1994; Maxham, 2001). In
this study, consumers’ purchase intentions wereifiigntly related to their attitudes towards both
advertisements and products, which were positivelgted to each other. Additionally, this study riduthat
attitude towards advertisements strongly influenpaschase intentions. In other words, a positiiituaie
towards an advertisement facilitates a higher msehintention. Thus, the results of this study icovefd the
conclusions of previous studies.

4.2. Managerial implications:

Many Taiwanese consumers believe that the qualifyreducts produced in Taiwan is better than tHat o
products from mainland China. Although the KMT, watiis associated with a lower level of ethnocentris
the largest political party in Taiwan, the popuatof DPP supporters, who are most likely to pusehdomestic
products over Chinese products, is increasing. Ating to the study’s results, people still prefexditional
Chinese over simplified Chinese. Therefore, marketa Taiwan cannot ignore the choice of the wmitte
language used for products and advertisements,ubecparticipants made judgments about the quafity o
advertised products based on the employed writemguage. Moreover, advertising communication
effectiveness was positively related to purchasgentions. Thus, the choice of written language in
advertisements cannot be overlooked. Marketerstadyet Taiwanese consumers should pay more attettio
the written language used in their advertisingtstries.

Limitations and future research:

This study has three main limitations. First, thedg used students as a sample, and studentadaititdo
not accurately reflect the attitudes of all constsria Taiwan. Second, the two products used bysthdy, T-
shirts and tea bags, tend to be purchased by yoangumers, and thus the choice of these produsts al
represented a limitation. Future studies should different consumers and products to conduct alaimi
analysis. Third, this study did not include prodomtintry of origin in its exploration of consuméhmocentrism
and the language of print advertisements. Futusearehers should include this information to gaiorem
insight into the factors that influence advertis@ftectiveness. Finally, it is suggested that fettesearchers use
advertisements already presented on TV or in otfetia when designing similar research.
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