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ABSTRACT

This reseach sets out to determine the changes in attitude, emotion and behaviour of respondents to padkaging
using Bahasa Malaysia or Chinese in a multicultural Asian courtry, Malaysia. The findings of this reseach
indicae that respondents readed more favorably to product padkaging imprinted in their own ethnic language.
However, there is no significant difference between responcdents in their attitude towards the company,
indicaing that there is a disparity between consumer readion towards the mmpany and its product padkaging.
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INTRODUCTION

Malaysia is a multiradal and multicultural courtry, with Malay, Chinese, Indian and
numerous indigenous people living side by side. Communities in Malaysia spe&k various
languages, including Malay, Chinese, Tamil and English (Khoo, 1991 David, 2003
Gannon, 200). However, the Malay language is the national language and is taught as a
compulsory subjed in primary and secondary schods (Maier, 1996 David, 2003. Chinese,
Tamil and Engli sh languages are still widely used and most Malaysians are bi- or tri-lingual
and can comfortably switch between more than ore language in a sentence (Gannon, 2001
David, 199%; 19991. This language shift is the sociocultural process of individuals
changing from the habitual use of one language to that of ancther, indicaing famili arity
with the various languages used (Weireich, 197Q.

It is therefore nat surprising that product padkagings used in Malaysia can be foundin
various languages widely used by people belonging to dfferent cultural and speed
communities. Each community has a particular way of “seeéng things’ and is more
influenced when its own language is used (Paul, 1993. Language dso plays an important
role in persuading people to bw products and services (Dyer, 1982, espedaly if the
product istargeted at a spedfic group, such as an ethnic community.

Cultural diff erences and espedally language diff erences have asignificant impad onthe
way a product may be marketed, its brand reme, and the avertising campaign chosen
(Dode and Lowe, 1999. Numerous promotional efforts have gone wrong becaise of
language-related mishaps, such as the cae of CocaCola in China (Kotabe and Helsen,
1998 Hollensen, 1998 Dode and Lowe, 1999. Therefore, particular attention reeds to be
paid when using different languagesin padkaging.
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This paper explores the isaue of attitude, emotion and behaviour of responcents by
asessng the readions of targeted and nontargeted groups to padaging using Bahasa
Malaysia or Chinese in a multicultural Asian courtry such as Malaysia. The results have
important implications for crosscultural and international padkagings that utili ze diff erent
languages. The implicaions are dso relevant for firms that choose asingle- or multi-
language strategy in their padkaging.

LITERATURE REVIEW
The Importance of Language in Marketing

Language is one of the most formidable barriers that international advertisers have to
surmourt and is often described as the most important element of culture (Hall and Hall,
1987). Firmsthat condict businessin multili ngual societies nead to dedde what language to
use for their product labels or advertising. The dhoice of a particular language may imply
different patterns of thought and dff erent customer mativation (Holl ensen, 1998. A slogan
or advertisement that is effedive in ore language may mean something different in ancther
language, aswas dhown in the cae of CocaCola alvertisementsin China (Hollensen, 1998
Dode and Lowe, 1999.

The seledion d an appropriate language for product labels or padages is important in
order to deliver an effedive message to the @wnsumers. Althouwgh English may be widely
spoken (Gannon, 200}, and may even be the official language of the company, spe&king
and wsing a locd language may make adramatic difference (Kotabe and Helsen, 1999.
Firms that translate promotional materials and information into the loca language ae often
seen as being more serious in ddng business in the ourtry (Hollensen, 199§. The
ideographic nature of Asian languages must also be taken into acourt in the aedion o
corporate and tkrand rames, and in marketing communications creaed to promote the
company and its products. The way an Asian perceves and evaluates writing differs
significantly from the way a Westerner views writing (Schmitt et al., 1999. Hence, trade
names, sales presentation materials, and advertisements used by firmsin their home market
have to be alapted and translated when used in foreign markets (Holl ensen, 1998 Kotabe
and Helsen, 199§. One relevant theory that links communicaion to readion o audienceis
the Speet Accommodation Theory.

Speech Accommodation Theory

The Speed Accommodation Theory (SAT) shows how spegkers can communicae in
different languages, adjust or accommodate their linguistic style to their audience, and
obtain a positive or negative readion (Giles et al., 1973. Adaptation to another’s use of
language is cdled linguistic convergence Linguistic oconvergence is the ad of
acommodating the audience by means of a wide range of linguistic feaures, including
language rates, pauses, and pronurciationto oltain afavorable resporse. Figure 1 depictsan
adaptation d SAT to the use of language in padkaging, which pasits that once the language
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on padkages acommodates respondents, they will tend to have afavorable atitude towards
the company and its products.

On the other hand, the accetuation d differencesis cdled linguistic divergence (Giles
et al., 1987. Language divergence is a strategy for maintaining intergroup dstinctiveness
People use language divergence to maintain their identity, ideologicd focus, cultura pride
and dstinctiveness Figure 1 depicts an adaptation o SAT to the use of language in
padckaging, which pasits that once the language on padkages does nat accommodate
responcents, they will tend to have an urfavorable dtitude towards the company and its
products. These readions may be based onthe individual’s sense of belonging to a spedfic
group,andin the cae of this gudy, to a spedfic eéhnic community.

Action Resporse

Favorable dtitude
and behavioural
intention, and
Accommodation | redprocaion d
acommodation if
posshble

Padkages with
different
languages

Negative atitude

and behavioural
intention,and no
Non-acommodation —— redprocaion

Figure 1. Adaptation d Speed Accommodation Theory (SAT) to the
use of language in padkaging

Ethnicity

Ethnicity is an oljedive description which refers to a group with common rational or
religious badkground (McGuire and McGuire, 1978, or a segment of a larger society with
common aigin and which shares a cmmon culture (Yinger, 1985 Barth, 1969 Keyes,
1976 Valleg 1982. Other reseachers differentiate and compare ehnic origin with various
biologicd feaures sich as «in colour (De Vos, 1993 and language (De Vos, 1995
Schermerhorn, 1970 Valee 1982. In contrast, ethnic identity is more subjedive (Cohen,
1978 Hirschman, 1981 Minor, 19929 and refers to a self-designation d a person's
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commitment and strength of relationship to a particular group (Zaff et al., 2002 Churng and
Fischer, 1999. In Maaysia, the three largest ethnic groups are the Malay, Chinese ad
Indian (Khoo, 199}, with ead ethnic group having its own language for communication.

The Malay and Chinese Languagesin Malaysia

There ae more than a hunded languages gpoken by the various communities in Malaysia
(David, 2003. Language is the most dired, immediate, and culture-bound way of
communication (Swift, 1997). In certain cases, it may also indicate socio-ecnamic level,
pattern of ideas, and customer motivation (Morais, 1998 Hollensen, 1999.

The Malay language is the national language of Malaysia, and was originally part of the
Austronesian languages (Asmah, 1977 Asmah, 1983 Hassan, 1987. It istaught in primary
and seandary levels of educaion in Malaysia. The Chinese language is widely spoken in
East Asia, bu the community in Malaysia is nat homogenouws. There ae subgroups who
spedk different dialeds such as Hokkien, Teochew, Hakka, and many others (Heng, 1996
David, 199%; 19990). These dialeds are mutualy unintelli gible in their spoken forms, bu
they share a ®mmon system of writing. The Chinese language is based on ideographs
unlike the Malay language which is based onalphabet. Hence the way a Chinese writesis
different from the way a Malay writes (Schmitt et al., 1999, and the different scripts are
likely to affed perception, mental representation and memory.

Product Packaging

A product is anything that is off ered to consumers for use or consumption that might satisfy
their neads and wants (Kotler et al., 199). It is generaly padaged to read the austomer in
asatisfadory condtion, and the feaures of the padaging—such as the shape, color, graphic
style and wordings—can influence a onsumer’'s perception and emotion towards the
product even before the astomer sees it (Meyer and Lubliner, 1998. The padkaging can
diredly influence the consumer’s dedsion to make apurchase. Past studies on padaging
have focused onthe genera role and charaderistics of padkaging designs (Cheskin, 1971
Schwartz, 1971, and on @daging as a means of communicaion a as a variable
influencing product evaluation (McDaniel and Baker, 1977 Miaoulis and d Amato, 1979.
Other reseachers have examined the influence of padaging on product quality perception,
espedaly through integration d product padaging with extrinsic cues uch as price and
brand reme (Bonrer and Nelson, 1985 Stokes, 1985.

Bone and Corey (1992 2000 studied the veradty and communicaive ampetence of
padkaging, the impad of padkage size on consumer usage, and ethicd padkaging isaues.
Recantly, padkaging-related studies have measured the impad of padkage gpeaance such
as color—novel as well as typicd—on consumer attention and evaluation (Schoarsman et
a., 1997. However, there have been fewer studies on haw diff erent languages on padckaging
influencethereadion d different ethnic groups.

It has been suggested that language does influence the dfedivenessof crosscultural
advertising, espedally the dfediveness of image-based advertising compared with
information-based advertising (Laskey et al., 200Q. Others reported that consumers read
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more positively to advertisements that use their own language (Roslow and Nichalls, 1996
de Run, 2004. The present study propases that language on padaging, which isaso aform
of advertising, also falls under the same purview and is in line with the Speed
Accommodation Theory (Gileset al., 1973 explained ealier.

Based onthe éove discusson, the foll owing hypotheses were constructed and propaosed
for testing:

H,: Ethnic group targeted by using their ethnic language will have a positive
attitude towards the product.

H,: Ethnic group targeted by using their ethnic language will have a positive
attitude towards the company.

Hs: Ethnic group targeted by using their ethnic language will be more likely to
purchase the product.

H,: Ethnic groups targeted by using their ethnic language will be more likely to
recommend the product.

METHODOLOGY

This gudy uses a 2 x 2 fadoria design based on a popdation d Malay and Chinese
responcents above 20 yeas old (Malays—6,611,5003and Chinese-893,000(Anonymous,
2003). Respondents were seleded through seledive mnvenience sampling, a non
probability technique that attempts to oltain a sample of convenient elements of 150 Malay
and 150Chinese & suggested in previous reseach (de Run, 2004 Malhatra, 2004. Malay
and Chinese responcents were chosen because they are, respedively, the largest and second
largest ethnic groupsin Malaysia (Khoo, 1991 Gannon, 2001 David, 1999 Schmitt, 1995.
Thethird largest ethnic group (Indians) was not chasen because there has been adeaeasein
the use of its ethnic languages, espedally Tamil (Lim, 1997. Furthermore, most Indians
tend to shift to English in social interadions with their family and friends (David, 199§.

The mntext used in this research was a fictiti ous instant-noode padkaging. The aithors
designed two types of padkaging with the same badkground, bu diff erent languages—onein
Malay and the other in Chinese. Instant noode was chosen because it is mainly a low-
involvement product, it crosses ethnic and religious boundries, and is affordable to
everyone. The questionraire was pre-tested before the wlledion d data to test its level of
difficulty, the duration taken by respondents to answer all the questions, and whether
responcents understood the questions. The pre-testing was carried out on a @nvenience
sample of five people who were nat included in the adual survey. The daraderistics of the
responcents for the pre-test were similar to thase of the subjeds who were to be included in
the adual survey. The test responcents commented that the questions were eaily
understood, and the average cmpletion time was five minutes.

Students of alocd university distributed the questionraires to their family, relatives and
friendsin various datesin Malaysia. The questionraires were written in English, Malay and
Mandarin. Bad translation was employed for the trandation d the language in the
guestionraire (Green and White, 1976. Questions used were derived from previous
reseach onattitude towards a product (Maheswaran and Sternthal, 1990), attitude towards a
company (Peterson et a., 1993, word of mouth (Beder and Kaldenberg, 2000, and
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purchase intention (Maheswaran and Sternthal, 1990. A seven-point Likert scae was used
toindicate the level of agreement, where 1 = “strongly disagree”to 7= “strongly agree”

FINDINGS

Only 277 sets of the questionraire were mlleded duwe to ladk of time, and missng or
incomplete sets. The mlleded questionnaires consisted of 140 that were printed in Malay
and 137 pinted in Chinese. The total colleded represents 92.3 % of the questionreires
distributed. A breskdown o the respondents is shown in Table 1, and the respondents
profiles are given in Table 2. Reliability measurements (Alpha) were computed for attitude
towards the product (0.8532, attitude towards the company (0.8446, behavioural intention
(0.7179, and ethnic identification (0.7472.

Table 1. Questionraires Coll eded

Respondents Number colleaed
Malay view Malay Padkage 73
Chinese view Malay Padage 67
Malay view Chinese Padkage 75
Chinese view Chinese Padage 62
Total 277

This gudy employed a GLM-Univariate test to examine if thereisasingular interadion
between eat dependent variable and the fixed fadors (Townsend, 2002. The assumptions
for normality and equality of variance were thedked using the Kolmogorov—Smirnov (KS),
Shapiro-Wilk (SW) and Levene's tests, together with descriptive statistics and visual
examination d the histogram and Q-Q plots.

The GLM-Univariate results for the variables attitude towards the product (F = 9.460
and p= 0.000, puchaseintention (F = 6.318, p= 0.000 and word of mouth (F = 6.240, p=
0.000 were significant, while dtitude towards the cmpany (F = 3.600and p= 0.014 was
not significant. The mean scores for independent and dependent variables and the level of
significance for the one-tailed t-test with Bonferroni Corredions are shown in Table 3.
Table 4 detail sthe findings in relation to the hypotheses gedfied ealier.
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Table 2. Respondents' Profil es

Demographics Frequency Percentage
(%)
Ethnicity Malay 148 53.4
Chinese 129 46.6
Gender Male 154 55.6
Female 123 44.4
Age 20-25 195 70.4
26-30 35 12.6
31-35 19 6.9
36-40 14 51
41-45 2 0.7
46-50 9 3.2
51-55 2 0.7
56-60 1 0.4
State Pulau Pinang 17 6.1
Kedah 36 13.0
Perlis 4 1.4
Pahang 9 3.2
Kelantan 7 2.5
Kuala Lumpur 32 11.6
Melaka 8 3.0
Terengganu 7 2.5
Negeri Sembilan 6 2.2
Perak 8 2.9
Joha 17 6.1
Selangor 30 10.8
Sarawak 74 26.7
Sabah 22 8.0
Highest Primary schod 2 0.7
Educaion Semondary schod 48 17.3
Pre-university 43 15.5
Vocaiona schod 12 4.3
Coll ege (Certificae) 14 5.1
Coall ege (Diploma) 37 134
First degree 109 39.3
Master’'s degree 10 3.6
Doctoral degree 2 0.7

139
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Table 3. Mean and Bonferroni Test
Language on Product Level of
Fador Ethnicity Padkage (mean scores) Significance | Bonferroni
Malay Chinese (1-tail ed) (5%)*
Attitude towards Malay 3.85 3.31 0.01 S
the product Chinese 3.60 4.38 0.00 S
Attitude towards Malay 4.04 3.57 0.02 NS
the company Chinese 3.79 4.24 0.05 NS
. . Malay 3.97 3.12 0.00 S
Purchaseintention |7 oep 3.54 4.39 0.01 S
Malay 412 3.39 0.01 S
Word dmouth = oo 3.58 4.50 0.00 s

*S: significant, NS: not significant.

Table 4. Findings for Hypaotheses

Ethnic Product Padkage Accommodated To:
Varisble Malay Chinese
Group H* = H* =
Attitude towards
the product *) +) ) e
Attitude towards
Malay the cmpany *) (NS) ) (NS)
Purchase intention
| | (+) (+) (_) (_)
Word o mouth (+) (+) & &
Attitude towards
the product ) ) (+) (+)
Attitude towards
Chi the mmpany ) (NS) (+) (NS)
1hese Purchase intention
- o) (+) +)
Word of mouth O O ) )

*H: hyporeseach, F: findings, (negative, positive, NS: not significant).

DISCUSSION

Contextual Influences

Malaysia & a multi-radal courtry has a social environment where various languages are
used in daily communicaion. Bahasa Malaysia, or the Malay language, has been legidated
as the national and dficial language, as the government beli eves that the key to urity for a
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payglot group d people is to establish a language of mutual understanding (Asmah, 1977
Asmah, 1983. However, communicaion ketween Malaysians does not consist of the
simple, straightforward use of a standard language (David, 1999h. It tends to be @mde
switching, a feaure which has become @mmon in spoken communication in Malaysian
society (Kuang, 2009. Therefore, it isnot surprising to seeproduct padkagings in Malaysia
imprinted with various languages auch as “Maggie Mee” (combination  Maay, Chinese
and English), “Helang” (separate use of Chinese and Malay), “Axion,” “ Glo” (combination
of Chinese and Malay), “Reunion Rice” (combination d English and Chinese), “Shin
Ramyun” (Chinese and English) and*“ Sarimi” (Malay only).

However, consumers have been foundto read¢ more favorably to advertisements that
use their own ethnic language (Roslow and Nichalls, 1996 de Run, 2004. Similar results
were found in this gudy among Maaysian consumers (Table 3) where the Maay and
Chinese responckents readed significantly to different languages used in padkagings. They
readed pasitively towards product padkagings imprinted with their own language, and
negatively towards padagings imprinted in the other ethnic groug s language.

The accetance of a product padkaging in the Malay language by Malay respondents
may be due to its being the dominant-group language & well as the national language
(Asmah, 1977 Asmah, 1983. Ancther probable reason for acceptance may be that Malay is
an indigenous language that is important for administration and dplomagy in the Malay
archipelago (Asmah, 1983. In addition, athough Mandarin is used as the medium of
instruction in vernaaular primary schods, Malay is taught as a compulsory subjed (David,
2003. Hence, the Malay language is comprehensible to most Malaysians, bu not everyone
may understand the Chinese language. Therefore, this may influence the readion d Malay
responcents.

For Chinese responcents, their readion to the use of different languages on padkagings
was aso significantly different (Table 3). Chinese respondents readed more pasitively
towards products padckaged in their own language, compared with those in the Maay
language. Similar results were dso reported by Roslow and Nichadlls (1996. However, the
present findings contradict a recant report that Chinese responcents have negative anotions
when they view advertisements in their own language (de Run, 2003.

Theoretical Discussion

The findings of this reseach provide suppat for the hypothesized pgsitive dtitude towards
the product and behaviour intention by thase who have been targeted. However, the findings
do nd suppat the postulated pasitive dtitude towards the cmpany. Therefore, a mental
distinction exists between the product and the company. In ather words, respondents may
not care dou the company produwcing the product, bu the feaures of the product are
enough to convincethem to purchase.

The findings relate well to the Speedr Accommodation Theory (SAT). The SAT
framework shows that the aidience may have afavorable dtitude and a positive behavioural
intention if they are acommodated to the language used by the speker (Gileset a., 1973.
However, asthereis no significant diff erence shown by respondents for attitude towards the
company, the present results only provide partial suppat for the SAT. The findings aso
lend suppat to the theory of Attitude-Towards-the-Objed (Fishbein, 1963. This theory
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asumes that when consumers hold pasiti ve fedings towards most or even some feaures of
a produwct, these fedings will trandate into a purchase. In this gudy, the feaure of the
product that promotes positive fedings is the language used in padkaging, which is more
important than the cmpany’ s badkgroundin promoting a purchase.

Managerial Implication

The present finding that product feaures are more important than the @mpany’s
badkground shoud be noted by the management of Chinese and Malay companies in a
multi cultural courtry such as Malaysia if they are keen to target purchasers belonging to
ancther ethnic group. The management of these companies soud emphasize product
quality and uili ze the target group s language in arder to elicit positive behavioural adions.

The findings also suggest that once aproduct is targeted, a single language can be used
in the padkaging. However, a product that is targeted at two ar more @hnic groups using
only one ahnic grougs language will not be dfedive. Therefore, marketing exeautives
shoud consider the ehnic compasition d their market before dedding on the language used
on padkaging. On the other hand, although employing the cmnsumer’s first language may be
effedive for the targeted and kil ngual consumers, marketing exeautives may findit difficult
to buld aglobal brand shoud they want to expand their market. Furthermore, by employing
diff erent languages for diff erent customers, this may cause wmnfusion and regative readions
from other ethnic groups (de Run, 2004. The present study suggests that marketing
exeautives in a multi ethnic environment shoud take into consideration global branding and
the atitude and behavioural intention o various ethnic groups when dedding on the
language used for padkaging.

CONCLUSION

This dudy concludes that responcents read more favorably to product padkagings imprinted
in their own ethnic language. There is sgnificant diff erence between the two ethnic groups
tested, espedally for the variables attitude towards the product and behaviour intention.
However, there is no significant diff erence between the respondents for the variable dtitude
towards the company.

Limitations of the Research

A limiting fador in this reseach is that the respondents were restricted to Maay and
Chinese mnsumers in Malaysia. Further, it did na take into acourt the impaad of those
who have intermarried, have different educaion, a who have been acallturated. These
groups include people such as the “Baba Nyonya’—who are Chinese, bu whose lifestyleis
more integrated with the Malays—and those who have become Malay by law because of
their change in religion. Furthermore, most of the responcdents were between the ages of 20
and 25(69.7M4), resulting in a sample skewed towards younger responcents. In addition, the
questionraires were distributed through convenience sampling.
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Future Research

Future reseach can focus on aher ethnic groups such as Indian o other minorities in
Malaysiato determine their readion towards diff erent languages used in product padkaging.
Future reseach may also focus on the combination o languages on a product padkage. It
will be more interesting if other languages such as English and Tamil, or combinations of
various other languages, are used.

It may also be interesting to look at various types of products and padkaging methods
and the degreethat language dfeds the variables sudied here. A detail ed study could look
into existing products and measure aurrent and pacst-reseach readions. “Halal” products are
also very popuar in Malaysia and there is limited study onthe impad of “halal” labeling on
various religious groups. Further studies could look into this matter and its impad on
padkaging dedsions.
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