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Abstract

When targeting bilingual consumers, advertisers have a choice of advertising in a bilingual’s native language or in the country’s dominant language. Within the U.S. Hispanic community, for example, Kellog’s has a choice of advertising Frosted Flakes in English or in Spanish. But which is the better choice and why? 

This research considers whether the choice of language in advertising to bilinguals may influence the types of thoughts they have in response to an advertisement. The underlying issue is whether advertisers can use language of execution as a strategic variable with which to generate certain types of associations that may facilitate persuasion. 
We consider this issue from a social cognition perspective. We hypothesize that a native language ad may be more likely to elicit self referent thoughts about family, friends, home or homeland, which in turn may lead to more positive attitude measures and behavioral intentions. Furthermore, we show that these effects are moderated by the consumption context presented in the advertisement.
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INTRODUCTION

One of the primary topics of interest in the U.S. literature on cross-cultural communication has been whether advertising directed at bilingual minorities will be more effective if it is presented in the country’s dominant language or the bilingual’s native language. This issue gains a special relevance given the phenomenal growth of bilingual populations in the U.S. According to the U.S. Census Bureau, America has more than 50 million people who speak a language other than English at home. (U.S. Census Bureau, 2005), and the trend toward acculturation rather than assimilation means many minorities are choosing to preserve elements of their ethnic identity, perhaps the most distinctive of which is language. 
Previous research on language choice and ad effectiveness has considered three different perspectives by which to explain why language choice can make a difference in advertising effectiveness for bilingual markets. Broadly, these three perspectives are: (a) social psychological; (b) cognitive; and (c) affective.

The earliest research on cross cultural communication took a social psychological perspective and considered hypotheses related to identity and accommodation. This stream of research presumed that the target group was a minority population and argued that an advertisement was more likely to be persuasive if it featured a character similar to the audience or was written in their native language (Whittler 1991, Koslow, Shamdasani and Touchstone 1994, Deshpande, Hoyer and Donthu 1986, Deshpande and Stayman 

1989). This effect was thought to occur as long as group members believed the act of translating or otherwise making the ad culturally accessible was a sign that the advertiser acknowledged, valued and respected them. The moderators suggested by this mechanism are anything that enhance or diminish these effects. For example, Deshpande and others found that ethnic self identity had an impact on whether or not a native language execution aided ad persuasiveness, such that a native language execution was more persuasive for individuals whose ethnic self identity was high rather than low (Deshpande, Hoyer, and Donthu 1986, Forehand and Deshpande 2001). 
More recently, cross cultural communication research has taken a cognitive perspective and has suggested that language choice can relate to ad effectiveness through ease of processing. In this regard, Luna and Peracchio (1999, 2001) found that it is preferable to advertise to bilinguals in their first/native language not because of any social or cultural considerations but simply because second language words are more difficult to process for bilinguals. Because conceptual links are harder to come by for second language words than for first language words, less of a message will be recalled when it is presented in the subject’s second language. The moderators suggested by this stream of research are any elements that would affect the level of verbal processing required by an ad, or the ease of doing this processing. One obvious choice would be language fluency, and Luna and Peracchio also found that high levels of picture-text congruity made the process easier and allowed for better recall of a second language message (Luna and Peracchio 2001; Luna, Peracchio, and DeJuan 2003).

In their most recent research, Luna and Peracchio (2002, 2005) have also considered language effects from an affective perspective. Operating at the level of specific words, Luna and Peracchio have argued that some words have more of an emotional attachment when presented in the native language than its second language equivalent. This may occur as a result of sociolinguistic differences between cognitively equivalent words across two languages. A bilingual’s native culture may value certain concepts (e.g. family, relationships, and religion) more highly than other cultures, and the language in which the meaning of the concept is first learned then becomes the prototypical representation of that concept.  For example, although a Spanish-dominant Hispanic bilingual may understand the meaning of the word “daughter” and its Spanish equivalent “hija” equally well on a cognitive level, the emotional content of “hija” is believed to be stronger (Luna and Peracchio 2002, 2005). One possible moderator suggested by this stream of research would be the nature of the appeal of any given advertisement. The impact of affect laden words might be more important when using an emotional appeal as opposed to a rational or functional appeal based on the product’s attributes. 

Here, we consider a fourth perspective to explain why the choice of language may have a differential impact on ad persuasiveness, that of social cognition. We argue that each of a bilingual’s two languages may cue different associations for the same message, and each language execution consequently has the potential to lead to different levels of persuasiveness. In particular, we argue that the two languages are likely to be differentially associated with a bilingual’s experiences among family, friends and homeland, and hence differentially likely to cue self-referent associations with these experiences, with possible implications for persuasion. The moderators suggested by this line of research are any aspect of the stimuli which may somehow relate to this cueing. For the present research, we will look at how the consumption context presented by an advertisement may moderate the relationship between choice of language and the resulting thoughts and persuasion.
It is perhaps worth noting that all of these research streams suggest that it will be more effective to advertise to an ethnic minority population in their native language. What differentiates these theories and makes each one singularly valuable is that each suggests its own set of moderators. Multiple moderators drawing from different perspectives give us a better understanding of the phenomenon and allow us to suggest a number of different practical applications.

The remainder of this paper is organized as follows: First, we look at different perspectives on language and memory and how language and context intersect. Next, we develop our hypotheses and describe our studies and results. This is followed by a discussion of the theoretical and managerial implications of our findings. Finally, we will observe the limitations of our research and the future research they imply.

CONCEPTUAL BACKGROUND AND HYPOTHESES
Perspectives on language and memory

The general literature on language and cognition tells us that language can serve as an attribute of an experience or even as a medium of experience.

Experiences are characterized by a number of different attributes which make up any given event. The language spoken during an encounter is just one attribute which is likely to have a distinct linguistic identity. The presence of people who speak a particular language could be considered another attribute which may have a distinct linguistic identity. The extent to which each attribute is uniquely associated with one language, and the number of attributes within an experience which share a distinct linguistic tag may determine to what extent the experience as a whole may be cued by a given language. Any given attribute having a distinct linguistic tag has the potential to serve as a pathway through which language might cue the experience as a whole.

When language is said to serve as a medium of experience, that means it is intrinsic to capturing the experience; every aspect of that experience is infused with a language tag such that language becomes the gateway to that experience, and we can only re-experience it or share it fully in the same language in which it was experienced. Under this view, language becomes a sort of super-attribute. The idea that language can serve as a medium of experience started out as a philosophical argument which in its strong version suggested that language is so intrinsic to thought as to completely guide 

comprehension and representation (Whorf, 1956). Even though the strong version of that argument has been discarded, there is common agreement that language does influence thought. This might be particularly true for social experiences. Language is a tool of social communication; it is intimately tied into how we experience life as social creatures. As Fivush has suggested, “...language is a critical tool of human cognition, one which allows us to move beyond individual cognition and engage in culturally mediated cognition” (Fivush 1998, p. 486). 

The idea that language may serve as an attribute or medium of experience creates a theoretical connection between language and experience; that language may be, at a minimum, one of the many attributes of an experience that we associate with it.  
Context and language

Psycholinguistics suggests that context (the people, places, things, and symbols that surround us) can cue the language we use to communicate. For a monolingual, surroundings help determine the proper vocabulary and the formality with which it should be used. For example, a doctor may speak of a “hematoma” at the hospital, but might refer to the same malady as a bruise while at home. A lawyer is not likely to use slang in the courtroom, but may do so when visiting with friends over the weekend.

Bilinguals also use context as a guide for the vocabulary they should use and the formality with which to use it, but additionally, the context within which bilinguals find themselves can cue which language will be most appropriate. A Chinese-English bilingual getting a room in a Shanghai hotel may handle the transaction in Chinese whereas that same bilingual in Boston will handle the transaction in English. 

These examples are a clear indication that context can cue language; however, from an advertising perspective, what we are most interested in knowing is whether language can cue context; i.e. whether different languages can cue different associations.
This question has received some attention in the psycholinguistics literature. Research on language dependent memory has shown that for bilinguals, the recall of autobiographical memories may depend on the language with which the memory is cued. In a study of Russian-English bilinguals, Marian and Neisser (2000) showed that participants shared more experiences in Russian when interviewed in Russian and more experiences in English when interviewed in English, supporting a hypothesis that language of inquiry can cue the language of recall for autobiographical memories. Larsen et al. (2002) went a step further by proposing that bilinguals’ semantic and conceptual stores can be both language and culture specific. Larsen found that if Polish immigrants to Denmark were asked to recall a life experience in Polish, the reply would more likely be given in Polish and would correspond to an event experienced in Poland before immigration; whereas if the request was made in Danish, the reply was given in Danish and corresponded to an event experienced in Denmark after immigration. 
Although these studies provide some indication that language may cue context, the social conditions of their methodology - i.e., an interviewer making an explicit request for autobiographical memories in a specific language - make the presence of demand effects a distinct possibility. It could very well be that bilinguals assume out of reciprocity that questions should be answered in the same language in which they are made. If this were the case, one could argue that it was the subjects’ presumption of language expectations on the part of the interviewer which led to the reporting of linguistically matched memories. Likewise, when immigrants were asked about experiences that might have happened any time in their lives, the language of inquiry may have cued certain experiences in memory, but it also may have been taken as an indication of which experiences were of interest. Furthermore, even if these studies suggest that language has the potential to cue context, they do not provide a clear indication that it can do so spontaneously, because both studies explicitly requested that participants recall an episodic memory.
Hypotheses development

If language can cue associations, the general literature on information processing suggests that the linguistic diagnosticity of any given association will determine whether or not language cues it. For example, if some type of experience systematically occurs in one language, it is more likely that this language will cue those experiences. There may also be experiences that carry with them a unique or special cultural significance which can only be experienced, elaborated upon, and shared in one specific language. It is in these situations that we say language serves as a medium of experience. 

The focus of our research is U.S. minority bilinguals. These individuals often live linguistically bifurcated lives (Linton 2004). Their life at home and in their ethnic community is experienced in their native language, while life at school, work, and in the community at large is experienced in English. This duality of experiences may lead to very distinct thoughts when faced with advertisements presented in either of the languages a bilingual comprehends. 

Given all of the above, our basic argument is that ads presented in a bilingual’s native language are more likely to evoke associations that match that language - specifically, associations with family, friends, home or the bilingual’s homeland - than ads presented in English. Furthermore, this effect is likely to be stronger if the consumption context presented in the advertisement is consistent with such use. We will define native language vs. second language contexts as follows: native language contexts are more likely to invoke settings where the native language is typically spoken and/or individuals are present with whom a bilingual typically communicates in the native language, whereas second language contexts are less likely to invoke these settings. Thus our first two hypotheses:

H1a: Native language advertisements will elicit a higher proportion of thoughts related to family, friends, home or homeland than second language advertisements.
H1b: This will be moderated by consumption context such that the effect will be stronger for ads that present native language vs. second language contexts.
From an advertising point of view, one might ask whether these types of thoughts will influence ad effectiveness in terms of better attitudes toward the ad and brand and more positive purchase intentions.  We argue that they may, at least in some circumstances. The key issue is that thoughts about family, friends and homeland are a form of self referent thoughts. 
Self referent processing consists of autobiographical thoughts (thoughts about life experiences) and thoughts about targets we associate with the self. Other people, especially those close to us, form part of our self concept because we define ourselves in part by our interactions with others and by the groups to which we belong (Ogilvie and Ashmore 1991). Salient interpersonal relationships are incorporated into our self concept (Aron et.al. 1991). In this regard, Brewer and Gardner (1996) have argued that we have several different versions of our self concept: the personal self which is characterized by personal attributes and comparisons with others; the relational self which consist of traits related to our status as husbands, fathers, brothers, etc., and the collective self which consist of group related traits. Furthermore, Goldberger et. al (2002) have found that processing a message that refers to groups to which we feel close has very similar results to the more individualistic self-referent thoughts. 

The results of self referent processing are well documented. Prior research has shown that information related to the self has an advantage over other types of processing in terms of the strength and accessibility of the resulting memory (Rogers, Kuiper and Kirker, 1977). Self referent processing results in increased elaboration of a message (Craik and Lockhart, 1972; Kennan, Golding, and Brown 1992; Andersen, Glassman, and Gold 1998); and more elaboration makes strong arguments more persuasive (Burnkrant and Unnava 1995). The self can also serve as a very efficient organizing framework (Klein and Kihlstrom 1986), and organized or categorized elements are easier to recall.  Self referent processing also facilitates positive thoughts and memories, the affect for which can get transferred to the ad or brand (Stayman and Unnava 1997). Furthermore, Rogers (1981) suggests that the self referencing process may have an affective quality irrespective of its content. 

The most favorable results from self referent processing in a marketing context occur when an individual can successfully incorporate the product into the self referent thoughts; for example, imagining oneself using the product, perhaps in the company of significant others (Sujan, Bettman, and Baumgartner, 1993). This notion is similar to what Krugman  referred to as “bridging experiences” or the number of connections or personal references a perceiver is able to make between a product message and his/her life experiences (Krugman 1966). In our framework this would mean that the ad not only makes us think about members of our family or ethnic community, but also about consuming the product with these people. This is most likely to occur when the consumption context presented in the advertisement is consistent with thoughts about family, friends, home, or homeland; i.e., when the ad presents a native language context. 

Thus our next two hypotheses which correspond with the second part of our model:

H2a: A rise in the proportion of thoughts related to family, friends, home or homeland will result in more positive attitude toward the ad and brand and higher purchase intentions.
H2b: This effect will be moderated by consumption context such that the effect will be stronger for ads that present native language vs. second language contexts.

Figure 1 shows a graphic representation of the full model. We report two studies to test these hypotheses. The idea that each of a bilingual’s languages can evoke different thoughts is a fundamental thesis of our research; therefore, as a first step we test this point in Study 1. Study 2 then tests all our hypotheses; not only the premise that choice of language can lead to different thoughts for a bilingual (H1a), but also whether these differences in thoughts translate into differences in ad effectiveness (H2a), and whether results at both stages are moderated by ad context (H1b and H2b). 
(Figure 1 about here)

STUDY 1
The purpose of the first study was to test our central thesis: for a bilingual, engaging his/her native language vs. second language may gain access to different thoughts/associations. Specifically, in this study we propose that bilingual individuals asked to translate an English language ad into their native language will list more thoughts related to family, friends, home or homeland than individuals not asked to translate the advertisement.
Method
Participants and Design. Eighty-two adults enrolled in advanced English as a Second Language (ESL) classes in Houston, Texas and Los Angeles, California participated in Study 1 for the chance to win a $25 gift certificate to the store of their choice. ESL instructors helped to identify and contact potential subjects who were then given the necessary information to participate in the online study. We chose this sampling frame because these individuals are bilinguals for whom English is a second language but who should have the ability to understand English well enough to follow the study instructions. The sample consisted of forty-one females and forty-one males with an average age of twenty-seven years. 
The study was a one way between subjects design in which the language condition had two levels: translate or do not translate. Respondents were randomly 

assigned to one of the two language conditions. Thirty-nine respondents completed the “translate” condition and forty-three completed the “no-translate” condition. 

In order to engage their native language, we asked participants in the translate condition to translate an English language ad into their native language. This approach, as opposed to presenting a pre-translated ad, served a dual purpose. First, asking respondents to provide their own translation allowed us to circumvent the necessity of ensuring semantic equivalency of the ad copy across any two languages (always a concern in studies where multi-language stimuli are used), since each respondent provided his/her own translation based on his/her own understanding of the ad. Second, this approach allowed us to accommodate a wide range of languages, which in this study included Catalan, Cambodian, Czech, Dutch, Farsi, French, Indonesian, Italian, Japanese, Korean, Mongolian, Russian, Spanish, Turkish, and Vietnamese. 

Stimuli and Procedure. The stimuli consisted of two ads, a practice ad and our focal ad. The study was available online and all participants logged on and participated at their leisure and at their own pace.
Prior to the first ad, subjects in the translate condition saw these instructions: “We are interested in knowing how people translate ads into other languages. Please take some time to look at the next advertisement. Look at the ad as you would normally look at ads when you are reading a magazine. In the box to the right of the ad, please type how the ad would read in your native language. When you are finished, click the “next” button.” Subjects in the no-translate condition saw this instruction: “We are interested in people’s reactions to advertisements. Please take some time to look at the next advertisement. Look at the ad as you would normally look at ads when you are reading a magazine. When you are finished, click the “next” button.” The first advertisement was a print ad for a tire cleaning product and was included in the study to get subjects comfortable with the task of viewing advertisements and, in the translate condition, translating copy.
Exposure to the first ad was followed by a second set of instructions that were identical to the first except that all respondents were also instructed: “This time, please keep track of all your thoughts as you are looking at the advertisement.” The second stimulus was a print ad for a fictitious restaurant named The Neighborhood Kitchen. The restaurant category was chosen because it is neutral with regards to consumption context; individuals can eat at a restaurant with family or friends or they can eat by themselves or with co-workers. The ad read: “Imagine...Organically grown chicken, flame cooked in a sizzling cast iron skillet,” with a picture to match. This ad copy was chosen to encourage ideation, but the object of imagination was the product itself. The ad did not ask for self referencing of any kind. Immediately following exposure to the second ad, respondents were asked to type in every thought they remembered having as they looked at the ad. 
Please refer to Figure 2 for the actual stimuli used in this study.
(Figure 2 about here)
Measures. Respondents were asked to write down every thought they remembered having as they were looking at the second ad. Thoughts about friends or family members, in general or specifically, as well as thoughts about the home or the respondent’s native country were coded 1, all other thoughts were coded as 0. The thoughts were coded by two independent coders blind to the condition from which they were elicited and conflicts were resolved through discussion.
Results


Results showed that the mean number of thoughts listed by respondents did not differ significantly between language conditions (Translate = 2.7, No-translate = 3.0, t = 1.16, n.s.). This suggests that the request to translate did not affect subjects’ overall level of cognitive elaboration in response to the advertisement. However, whereas only 1.5% of thoughts listed by subjects in the no-translate condition related to family, friends, home or homeland, 10.6% of thoughts listed by subjects in the translate condition did. This difference is significant (t = 2.11, p<.05). H1a is supported.
By way of example, following are some of the thoughts that were coded as friends, family, home or homeland related thoughts:

· “...I was reminded of the delicious food my mother makes… “

· “...about my aunt's fried steak fingers”

· “...chicken cooking in the skillet and about neighborhoods in Mexico…” 

· “...chicken looked tasty, like something my mom could make at home…”

· “I remember thinking how people back home really grow chickens…” 

Discussion

We hypothesized that because the native language corresponds more closely to bilinguals’ lives among family and members of their ethnic community, engaging the native language would cue more thoughts about family, friends, home, or homeland. 

Along these lines, previous studies in the psycholinguistics literature have shown that the choice of language may influence the context of thoughts remembered as well as the language in which they are communicated (Larsen et al 2002; Marian & Neisser 2000). However, these studies specifically asked participants to recall events in their lives. In our study, we made no request for self-referent memories, all instructions were communicated in English, and there was no reason for respondents to infer that any particular associations were appropriate to report. Furthermore, as evidenced by the low incidence of thoughts related to family, friends, home or homeland in the no-translate condition, the ad itself did not naturally stimulate such thoughts. It is therefore meaningful that even under these conditions and without the potential demand characteristics found in prior research, respondents were more likely to report language-congruent thoughts about family, friends, home or homeland when their native language was engaged.

STUDY 2
Study 2 uses a different language manipulation: rather than asking participants to translate an advertisement, the choice of language is built into the ad, paralleling the decision made by an advertiser. Study 2 also extends our model to test outcome variables of particular interest to the marketing community; namely, attitude toward the ad and brand, and purchase intentions.

Method

Participants and Design. Participants were recruited from a list of Spanish surname subscribers to the online edition of a major metropolitan newspaper in the southwestern United States. The newspaper that provided this list runs selected stories in Spanish as well as English in an effort to appeal to its large and growing Hispanic market, so choice of language for advertisements is an issue of practical significance in this population. The request to participate offered a chance to win one of eight $50 gas cards.
Participants were screened for (a) whether they had read a book, magazine, newspaper or website in Spanish during the previous month, and (b) whether they had read a book, magazine, newspaper or website in English during the previous month. Also, the request to participate was written in a mixture of Spanish and English and required comprehension of both languages.

The design was a 2 (Language: Spanish/English) x 2 (Consumption context: native language/second language) between subjects design. As in study 1, the focal ad was for a fictitious restaurant. Language was operationalized by presenting the ad copy in either Spanish or English. The back translation procedure recommended by Marin and  Marin (1991) was used to ensure semantic equivalence. Consumption context was operationalized by having the ad copy refer either to lunch or to dinner (see the following discussion of stimuli for more details). A pre-test was conducted in which 53 respondents indicated how often they have lunch and dinner with family members, on a 1 to 7 scale where 1 = never, 4 = about half the time and 7 = always. The mean rating for dinner was significantly higher than lunch, both in general (Dinner = 5.34, Lunch = 3.32, t = 5.70, p<.05) and for meals eaten in restaurants (Dinner = 4.87, Lunch = 3.23, t = 4.37, p<.05). Furthermore, the mean ratings suggested that dinner would be a fairly strong cue for a family consumption context, while lunch would be ambiguous.

Initial participants in the study were randomly assigned to one of the four experimental conditions (Spanish copy referring to dinner, Spanish copy referring to lunch, English copy referring to dinner and English copy referring to lunch). After an initial period of data collection, power analysis showed that the study would be most efficient if further data were concentrated in the dinner conditions; accordingly, subsequent participants were randomly assigned to these two conditions (Spanish dinner, English dinner). In total, usable data were obtained from 259 participants with the following distribution across conditions: Spanish dinner = 80, Spanish lunch = 49, English dinner = 81, English lunch = 49. The sample consisted of forty-one percent males and fifty-nine percent females with an average age of thirty-eight years.
Stimuli and Procedure. The stimuli consisted of two ads, a practice ad and our focal ad. The study was available online and all respondents participated at their leisure and at their own pace. 
Prior to the first ad, all subjects saw these instructions: “On the next page, you will see an ad. It may or may not be written in English. All we want you to do is take a moment to look at the ad and keep a mental account of every single thought you are having as you look at the ad.” The first advertisement was a print ad for an international bank and was included in the study to get subjects comfortable with the task of viewing advertisements and keeping track of their thoughts.

Exposure to the first ad was followed by these instructions: “On the next page you will see one more advertisement. Again, the ad may or may not be written in English. This time, we would like you to write down every thought you are having as you look at the ad. Please type your thoughts in the box to the right of the ad.” The second stimulus was a print ad for a fictitious restaurant named 321 (“it’s our name and our address”). The restaurant category was chosen because it is consistent with study 1 and it allowed manipulation of consumption context.
Copy for the second ad was created in the style of Sujan, Bettman, & Baumgartner (1993) and asked subjects to “Think back to the last time you enjoyed a special lunch (dinner).” To facilitate self-referencing, the ad provided very little contextual information, simply a picture of a place setting and the restaurant logo, because contextual details in the ad may clash with episodic memories (Krishnamurthy & Sujan 1999). The remainder of the copy invited the reader to make the next occasion “even more special at Restaurant 321!” This copy was intended to facilitate anticipatory self referent thoughts, something which should facilitate the forging of a link between the brand and the self referencing, ultimately improving brand judgments (Sujan, Bettman, and Baumgartner, 1993). 
Please refer to Figure 3 for examples of the actual stimuli used in this study.

(Figure 3 about here)

After providing the thought listing, subjects proceeded to a series of questions that measured their reactions to the focal advertisement in terms of attitude toward the ad, attitude toward the brand, and purchase intention (these measures are described below). Next came manipulation checks in which subjects were asked whether the ad had been in Spanish or English and whether it referred to lunch or dinner (subjects gave overwhelmingly correct responses to these items, indicating that the manipulations were processed). Subjects then completed a measure of involvement with the product class (i.e., restaurants). This measure was included as a potential covariate because involvement can affect the way individuals process advertisements and resultant ad effectiveness (Petty, Cacioppo, and Schumann, 1983). Finally, additional measures were taken for possible use as covariates: language use at home, age of second language acquisition, and length of time in the U.S. These measures have been shown to relate to language processing in some circumstances, but they had no effects in the present study and are not included in the subsequent presentation of results.
Measures.  Thoughts related to family, friends, home or homeland were measured as in study 1. Subjects were asked to write down every thought they were having as they were looking at the second ad. Coding of thought listings was conducted exactly as in study 1, and the number of thoughts related to family, friends, home or homeland was calculated as a percentage of total thoughts for each participant.
Attitude toward the ad was assessed with a six-item scale based on Neese and Taylor (1994). Responses were on seven-point Likert-type scales (strongly agree to strongly disagree). Reliability of this scale as measured by coefficient alpha was .928 (α=.928).

Attitude toward the brand was assessed with a four-item scale (α=.956) based on Putrevu and Lord (1994). Responses were on seven-point Likert-type scales.
Purchase intention was assessed with a three-item scale (α=.951) based on Putrevu and Lord (1994). Responses were on seven-point Likert-type scales.
Involvement with the product class was assessed with a three-item scale (α=.910) based on Beatty and Talpade (1994). Responses were on seven-point Likert-type scales.
Appendix A lists all of the scale items used in this study.  
Analysis

Data from study 2 were analyzed using structural equation modeling with AMOS 5.0 (Arbuckle, 1997). To address an inherent problem of heteroscedasticity when using proportions, because the variance is dependent on the mean (Howell, 1992), we performed an arcsine root transformation on the proportion of family, friends, home or homeland related thoughts listed by respondents before analyzing the data.

The baseline form of the structural model was derived from our hypotheses. We included paths from (a) language, (b) consumption context, and (c) the interaction of language and consumption context to (d) the proportion of thoughts about family, friends, home or homeland. These paths allowed us to test the left side of our theoretical model: that native language should elicit a higher proportion of thoughts about family, friends, home or homeland (H1a), and this relationship should be stronger for a native language consumption context (H1b). We also included paths from (a) the proportion of thoughts about family, friends, home or homeland, (b) consumption context, and (c) the interaction of thoughts and context to (d) attitude toward the ad, attitude toward the brand, and purchase intention. These paths allowed us to test the right side of our model: that thoughts about family, friends, home or homeland should positively influence attitudes and intention (H2a), and this relationship should be stronger for a native language consumption context (H2b).
We also considered issues of alternate model structure that went beyond our hypotheses. These issues were as follows:
· Whether to include control effects for involvement. Preliminary analysis showed that average product involvement was higher for individuals who read the English as opposed to the Spanish language ads (5.4 vs. 4.8, t=3.34, p<.01), and the ratings from the English lunch ad group were significantly higher than all the rest (5.6 vs. 5.0, t=2.93, p<.01). These results suggested that it might be necessary to control the model for differences in involvement. Accordingly, we considered whether to add such effects to our baseline structural model.
· Whether to allow direct paths from language to attitudes and intentions. As noted in the introduction to this paper, the language of advertisements directed at bilinguals may influence attitudes and intentions for reasons other than eliciting thoughts about family, friends, home or homeland. For example, using the bilinguals’ native language might lead to more positive attitudes and intentions because of perceptions of accommodation, beliefs that the advertiser translated the ad as a sign of respect and consideration for the prospective consumer (Koslow, Shamdasani and Touchstone, 1994). This suggests that direct effects from language to attitudes and intention might be needed to specify the model correctly. Accordingly, we considered whether to add such effects to our baseline structural model.
· How to structure the effects of thoughts about family, friends, home or homeland on attitude toward the ad, attitude toward the brand, and purchase intention. Our hypotheses simply indicate that thoughts about family, friends, home and homeland will influence attitudes and intention, without specifying possible inter-relationships between these dependent variables. However, such relationships have been documented in previous research. The dual- mediation model (MacKenzie et al., 1986) suggests a sequence of effects whereby attitude toward the ad has a positive effect on attitude toward the brand which then has a positive effect on purchase intentions. To allow for all possibilities, we used a baseline model structure that allowed both direct and sequenced effects – i.e., a structure that allowed thoughts to have direct and separate effects on attitude toward the ad, attitude toward the brand, and purchase intention plus sequenced effects from attitude toward the ad to attitude toward the brand to purchase intention – and we tested alternative model forms with (a) direct effects only and (b) sequenced effects only.

We assessed overall model fit by: Chi-square ((2) to degrees-of-freedom (df) ratio, which is less sensitive to sample size or model complexity than a (2 analysis (Gefen, Straub, and Boudreau, 2000); Comparative Fit Index (Bentler, 1990); and the Root Mean Square Error of Approximation (RMSEA) (Browne and Cudeck, 1993). A (2/df ratio ≤ 3 suggests a good fitting model (Gefen, Straub, and Boudreau, 2000). A CFI with a value ≥ .95 is an indication of good fit (Hu and Bentler, 1999). An RMSEA with a value as high as .08 is considered a “reasonable” fit for the model (Browne and Cudeck, 1993).

Our analytical strategy was as follows. We started with the hypothesized model and arrived at a revised baseline model by eliminating non-significant paths. We then assessed alternative model structures vs. the revised baseline model by adding or subtracting paths as appropriate. If the revised baseline model and the alternative model represented nested structures, we tested whether the change in overall (2 was significant, as well as the significance of individual paths. If the models were not nested, we simply tested the significance of individual paths.
Results

Fit for the measurement model was good ((2 =318.14, df=158, p<.001, (2/df =2.01; CFI= .968; RMSEA=0.063). Factor loadings in the measurement model were all satisfactory and significant, indicating a good description of the underlying latent constructs. 

The hypothesized structural model exhibited unsatisfactory fit statistics ((2 =554.1, df=120, p<.001, (2/df =4.61; CFI= .900; RMSEA=0.118). Results suggested that consumption context did not influence attitude toward the ad, attitude toward the brand or purchase intention, either directly or in interaction with the proportion of thoughts about family, friends, home or homeland, so these paths were removed to form a revised baseline model. The revised baseline model had satisfactory fit ((2 =270, df=112, p<.001, (2/df =2.41; CFI= .961; RMSEA=0.074). 
Results for alternative models, shown in Table 1, were as follows:

(Table 1 about here)

· To control for product involvement, we added this variable to our revised baseline model with paths to attitude toward the ad, attitude toward the brand, purchase intentions, and to proportion of family, friends, home or homeland related thoughts. None of these paths achieved statistical significance, and none of the other paths in the model changed in statistical significance. These results suggest that although product involvement did vary across conditions, it need not be added to our structural model as a control variable.  
· To consider the possible direct effects of language on attitudes and intention, we added paths from language to attitude toward the ad, attitude toward the brand, and purchase intention. This change did not improve the model (Δ(2 = -0.8, df=3, n.s.) and none of the paths achieved statistical significance. These results suggest that direct effects of language on attitudes and intention should not be added to our model.

· To consider alternative structures for the effects of thoughts and consumption context on attitude toward the ad, attitude toward the brand, and purchase intention, (a) we removed the sequential paths among these constructs, leaving only the direct effects, and (b) we removed the direct effects on attitude toward the brand and purchase intention, leaving only the sequence of effects from attitude toward the ad to attitude toward the brand to purchase intention. Removing the sequential effects resulted in a significantly worse model (Δ(2 =478.3, df=2, p<.001). Removing the direct effects also significantly reduced model performance though the change was not as dramatic (Δ(2 =7.1, df=2, p<.05). These results suggest that both types of effects should be retained.
None of the alternative models tested achieved a better fit than the revised baseline model shown in Figure 4. Therefore, the revised baseline model was used as our final structural model. 
(Figure 4 about here)

The results of our final model show that language alone does not have a significant effect on the proportion of family, friends, home or homeland related thoughts ((= -.182, n.s.). However, the interaction of language and consumption context is positive and significant ((=.325, p<.01). The direction and significance of the interaction provide support for H1b; i.e., that the effect of native language on thoughts about family, friends, home or homeland will be greater when the advertisement presents a native language consumption context. In fact, when results are split by context, the effect of native language is significant within the native language context condition ((=.165, p<.05), but not within the second language context condition, so H1a is supported in part but not overall.

The model also shows that the proportion of thoughts related to family, friends, home or homeland in response to an ad exposure has a positive and significant effect on resulting attitudes toward the ad ((=.198, p<.01) and purchase intentions ((=.094, p<.05), supporting H2a. There also is a positive and significant sequence of effects from attitude toward the ad to attitude toward the brand ((=.803, p<.001) and attitude toward the brand to purchase intention ((=.831, p<.001).
Lastly, the interaction between family, friends, home or homeland related thoughts and consumption context did not significantly impact attitude toward the ad, attitude toward the brand, or purchase intention. Therefore, H2b is not supported.
Overall, we find that (a) language can influence thoughts about family, friends, home or homeland under suitable context conditions and (b) thoughts about family, friends, home or homeland can influence attitude toward the ad and purchase intentions. Taken together, these findings imply a mediated relationship between language and attitudes and intentions, such that language can influence these ad outcomes through the mediation of thoughts about family, friends, home or homeland. However, it should be noted that the effect of language on ad outcomes in our data is not strong enough to support this interpretation with statistical significance. Our results show that language can influence thoughts, and thoughts can influence outcomes, but they do not go as far as to show that language influences outcomes via thoughts.
Discussion

In study 2 we investigated whether or not choice of language would influence the proportion of thoughts about family, friends, home or homeland elicited by exposure to a print advertisement, and whether these thoughts in turn would influence attitude toward the ad, attitude toward the brand, and purchase intention. We did not find an overall effect of language on thoughts, but we did find a positive and significant relationship between the interaction of language and consumption context, such that when a native language (Spanish) ad referred to a native language consumption context (dinner), thoughts about family, friends, home or homeland were more likely. In broad terms, this suggests that the choice of language can influence the nature of thoughts elicited by an advertisement – which is consistent with study 1 – but also that this influence is context dependent, so advertisers who wish to achieve these effects should consider the consumption context presented in the ad as well as its language.
Testing whether or not thoughts about family, friends, home or homeland impact attitudes toward the ad and brand and purchase intentions, we found that these thoughts can have a positive impact. This suggests that the thoughts triggered by choice of language may make a difference in ad effectiveness. However, as indicated previously, our results do not allow a strong assertion that language influences effectiveness via thoughts.
GENERAL DISCUSSION
Our research puts a new argument on the table with regards to choice of language for advertising to bilinguals, suggesting yet another reason why language might matter. As opposed to recent studies that have considered how individual words may generate different affective reactions depending on the language in which they are presented (Luna and Peracchio, 2002, 2005), we argue that language as a whole can make language congruent cognitive structures more accessible. In other words, it may not be necessary to isolate specific words; the use of the native language in and of itself can serve as a super-attribute under which certain memories and knowledge structures can be more easily accessed. Note that our restaurant ads did not contain specific family references or, to the best of our knowledge, any other words that have different affective appeal in Spanish vs. English. This suggests it was the engagement of native language and not any specific word or words that made the difference in the thoughts generated.

Our research was conducted with the objective of studying a psycholinguistic phenomenon within a marketing framework, and with the expectation that our results would have productive and relevant managerial implications. As a practical matter, the choice of which language to use when communicating with a bilingual is really only a choice if the bilingual in question actually consumes media in both languages. In this regard, a strong point of our research is that unlike many previous studies that have looked at language choice and bilinguals, our sampling methodology identified bilinguals 

who actually consume media in both languages and hence behave in such a way as to make the managerial implications of the research directly relevant.
LIMITATIONS AND ISSUES
One limitation of our research is that it was done entirely with print advertisements. Results for broadcast media may differ for various reasons, including different levels of difficulty in processing a second language in print vs. auditory form and different levels of contextual richness between print and electronic stimuli. Recent research conducted in California has shown that whereas many non-English dominant minorities prefer to consume broadcast media in their native language, they prefer to consume print media in English (Bendixen & Associates, 2004). Print has long been recognized as the most interactive and involving medium. People are generally better able to process print messages than broadcast messages (Wright 1974) partly because a reader is in control of the rate of information flow (MacInnis, Moorman, and Jaworski, 1991). 
Another issue is the selection of product class. Using restaurants as the product category allowed us to vary the consumption context while holding constant an untold number of variables which might differ across product classes. However, the engagement of a native language consumption context may be stronger for products that are directly used within the home, or weaker for products that are only used in second language contexts such as work or school. Likewise, the influence of thoughts about family, friends, home or homeland on attitude toward the ad and purchase intentions may vary 

depending on whether the product is directly used within the home, and on other product characteristics such as hedonic vs. functional use.

One also can consider the means by which consumption context is engaged. In this research, we simply varied whether a restaurant ad referred to lunch or dinner. One can imagine a more explicit appeal to “think about a great meal with your family.” We did not use such an appeal because of concerns about demand effects, but if an advertiser’s goal is to stimulate such thoughts, it would be natural to use an explicit appeal. In this regard, the magnitude of language effects observed in our research may be conservative compared to what is possible.
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Figure 4

Results of Final Model
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(2 =270, df=112, p<.001, (2/df =2.41; CFI= .96; RMSEA=0.074

      * p<.05; ** p<.01; *** p<.001

Table 1

Model Comparisons Standardized Parameter Estimates, and Goodness-of-Fit Statistics
	Relationships
	Model 1

Hypothesized Model
	Model 2 a
No 2nd Stage

Interaction
	Model 3

Add Involvement
	Model 4

Add Language Direct Effects
	Model 5

No Dual-Mediation Model Effects
	Model 6

Indirect Effects On ATB & PI

	Language → Thoughts
	n.s.
	n.s.
	n.s.
	n.s.
	n.s.
	n.s.

	Context → Thoughts
	n.s.
	n.s.
	n.s.
	n.s.
	n.s.
	n.s.

	Language x Context → Thoughts
	.325**
	.325**
	.329**
	.325**
	.325**
	.325**

	Thoughts → ATA
	.181**
	.198**
	.199**
	.197**
	.198**
	.203**

	Thoughts → ATB
	n.s.
	n.s.
	n.s.
	n.s.
	.188**
	

	Thoughts → PI
	n.s.
	.094*
	.095**
	.093*
	.253***
	

	Thoughts x Context → ATA
	n.s.
	
	
	
	
	

	Thoughts x Context → ATB
	n.s.
	
	
	
	
	

	Thoughts x Context → PI
	n.s.
	
	
	
	
	

	Context → ATA
	n.s.
	
	
	
	
	

	Context → ATB
	n.s.
	
	
	
	
	

	Context → PI
	n.s.
	
	
	
	
	

	ATA → ATB
	.799***
	.803***
	.804***
	.803***
	
	.811***

	ATB → PI
	.836***
	.831***
	.831***
	.830***
	
	.849***

	Involvement → Thoughts
	
	
	n.s.
	
	
	

	Involvement → ATA
	
	
	n.s.
	
	
	

	Involvement → ATB
	
	
	n.s.
	
	
	

	Involvement → PI
	
	
	n.s.
	
	
	

	Language → ATA
	
	
	
	n.s.
	
	

	Language → ATB
	
	
	
	n.s.
	
	

	Language → PI
	
	
	
	n.s.
	
	

	Δ in Chi-Square (df)
	n/a
	n/a
	n/a b
	0.8, (3) n.s. c
	486.6, (2) *** c
	7.1, (2) * c

	Chi-Square (df)
	554.1 (120)
	270 (112)
	354.4 (159)
	269.2 (109)
	748.3 (114)
	277.1 (114)

	Chi-Square/df
	4.62
	2.41
	2.23
	2.47
	6.56
	2.41

	p-value
	.00
	.00
	.00
	.00
	.00
	.00

	CFI
	.90
	.96
	.96
	.96
	.84
	.96

	RMSEA
	.118
	.074
	.069
	.075
	.147
	.074


* p<.05; ** p<.01; *** p<.001

a – Final Model

b – Model not nested, change in Chi-Square analysis not appropriate

c – Chi-Square comparison vs. Final Model

Dark shading represents variables not in model - ​Light shading represents paths not in model
Appendix A: Scale Items

Attitude toward the ad (1 (Strongly Disagree) to 7 (Strongly Agree))  
1. This ad was believable.

2. This ad was useful.

3. This ad was informative.

4. This ad was clear.

5. This ad was likable.

6. This ad was convincing.

Attitude toward the brand (1 (Strongly Disagree) to 7 (Strongly Agree))  
1. Having a meal at the 321! Restaurant is a good decision.

2. I think the 321! Restaurant is a satisfactory restaurant.

3. I think the 321! Restaurant has a lot of beneficial characteristics.

4. I have a favorable opinion of the 321! Restaurant. 

Purchase intention (1 (Strongly Disagree) to 7 (Strongly Agree))  
If Restaurant 321! opens in your town:

1. It is very likely that I will have a meal there.

2. I will visit the 321! Restaurant when I feel like eating out.

3. I will definitely try the 321! Restaurant when it opens in my town. 

Involvement with the product class (1 (Strongly Disagree) to 7 (Strongly Agree))  

1. In general, I have a strong interest in restaurants.

2. Restaurants are very important to me.                             

3. Restaurants matter a lot to me. 
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