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A B S T R A C T 

This thesis investigated the effects of foreign brand 

name translation and product physical quality on consumers' 

product evaluations. To examine this relationship, eight 

experiments were conducted with products of different 

cultures (Eastern and Western), foreign brand familiarity 

(well-known and unknown) and in different experimental 

settings (artificial and nature). In each of the experiments, 

product samples with five variations of brand names (original 

name, phonetically translated name, directly translated name, 

combination of original and phonetically translated name, and 

combination of original and directly translated name) and 

three levels of product quality (high, moderate and low) were 

presented to the subjects and their perceived quality, price 

and purchase intentions were measured. 

Results from all of the experiments have consistently 

revealed significant effects for translated brand name and 

product physical quality on consumers' perceived quality, price 

and purchase intentions. Product physical quality was also 

found to have a greater effect on consumer product judgments 

than translated brand names. This confirms that intrinsic 

quality cues have greater effect on consumers' product 

evaluations than extrinsic cues. Differences in the brand name 

translation effects were found between subjects with 

different educational backgrounds. With the English-educated 

subjects, the original brand name was consistently rated 

highest in all product judgments compared to the other four 



variations of brand name. However, with the Mandarin-

educated subjects, the findings are more complex and were 

very much influenced by the level of foreign brand name 

familiarity. For the translated brand names of a well-known 

foreign brand (Treetop), the directly translated brand name 

was rated lowest in all product judgments. For the unknown 

foreign brand (Sunrise) the original brand name was rated 

lowest in all judgment ratings and no significant difference 

was found between the translated brand names and the two 

combinations of original and translated names. 

With experiments conducted with well-known and 

unknown foreign brands, the translated brand names of the 

well-known foreign brand were found to have greater effects 

on consumers' product evaluations than those of the unknown 

foreign brand. The effects of translated brand name and 

product physical quality on consumers' product evaluations 

were also examined using products from different cultures 

(Western versus Eastern). Results from these experiments 

produced substantially similar findings. This suggests that 

product culture has very little influence on the effects of 

translated brand name and product physical quality on 

consumers' product perceptions and judgments. 

Finally, the external validity of the findings reported in 

this study was also examined. Identical experiments were 

conducted in artificial and natural experimental settings. 

Again similar results were found between the experiments. 

This provided strong evidence that the findings from this 

study are robust and have high external validity. 
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CHAPTER 

INTRODUCTION 

Preamble 

The phenomenal changes in the fortunes of the economies 

of South East Asian countries have provided great 

opportunities for international marketers. Whilst the 

effectiveness of marketing practice has been questioned and 

revised in response to these new challenges, one area that has 

received limited coverage is that of brand naming. The brand 

name is an important asset to a company, as it is the single 

most potent means of positioning and differentiating one 

product from another. The importance of branding has been 

emphasised by many authors. Gardner and Levy (1955) have 

pointed out that long term success of any brand depends on 

management's ability to select a brand-meaning before market 

entry, to operationalise that meaning in the form of a brand 

image and to maintain that image over time. An important 

principle of marketing is that the success in conveying the 

appropriate brand image to the target market depends on a 

normative model for selecting, implementing and controlling 

the image (e.g. Park 1986). 

The primary function of branding is identification of a 

particular product or service. A brand may take the form of a 
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name, a symbol, a design or any combination of these that 

serves to identify a company's product or service (Shipley et 

al, 1988). The purpose of this study is to explore the concept 

of brand name rather than all the other components of a brand. 

By brand name, we refer to the part of a brand that can be 

vocalised or uttered (Kotler 1980) or being more specific, the 

language component of a brand. , 

Since brand name is the vocalised part of a brand, 

language is inevitably the key element to be considered in 

brand name development. In the international business 

context, branding is further complicated by diversity of 

language, nationalism and cultural factors (Jain, 1987). This is 

supported for example by the study of Simon and Palder (1987) 

in Japan, where they identified that consumer behaviour and 

language are among the major barriers to international market 

entry. Craven (1987) also noted that communication is the 

central element in marketing and language differences are 

critically important in the international environment. Thus, 

whether a foreign brand name should be localised or not in 

international market is a highly complex issue. The need to 

adapt and modify brand names, products or promotional 

programmes to suit the language and culture of individual 

markets is of paramount importance for success in 

international market. The localisation of successful brand 

names, and their effects on consumers' perceptions and 

behaviour of this localisation are important issues that need 

to be explored in greater detail. 
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Obervation of foreign products marketed in Asia, reveals 

that a large percentage of these products carry brand names 

that are translated from the original names, example; Coca 

Cola, Pepsi Cola, Kodak, Exxon, Campbell and Simmons. In this 

situation two methods of brand name translation are available; 

a)direct ie. translating the meaning of the brand name, and 

b)phonetic ie. translating the pronunciation of the brand name 

to the local language. Chan (1990) investigated the 

localisation of foreign brand names in Hongkong and found that 

seventy percent of the localised brand names were 

phonetically translated and only fifteen percent were directly 

translated. Unfortunately there seems to have been no 

empirical work published in major marketing journals that 

directly explores the causal relationships between foreign 

brand name translation and Asian consumers' product 

perceptions and evaluations. 

Any examination of the issue of brand name translation 

can not disregard the combined effect of product's physical 

quality on consumers' product evaluations and judgments. 

Product's quality has also been found to have a great influence 

on consumers' product evaluations and judgments in many 

purchase situations. Studies conducted by marketing 

academics have reported mixed findings on the relationship 

between product physical quality and consumers' product 

evaluations. The pioneering studies conducted by Allison and 

Uhl (1964), Jacoby Olson and Haddock (1971) and William and 

Chance (1972) showed that the product physical quality or 

intrinsic quality cue has little effect on the consumers' 
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perceptions of product quality in multi-cue situations. 

However, later studies by Szybillo and Jacoby (1974); 

Wheatley, Ghiu and Goldman, (1981) indicated that product 

physical quality has a significant positive effect on 

consumers' perceived quality of products in both single and 

multi-cue situations. Thus it is the lack of knowledge about 

the effect of brand name translation on consumers' product 

evaluations and the inconclusive results from previous studies 

on product physical quality that form the driving force behind 

this thesis. 

International branding has been listed as one of the top 

ten subject areas that researchers should study to strengthen 

the global marketing discipline (Hampton and Gent, 1984). 

Taking this as the point of departure, the primary purpose of 

this study is to explore the causal relationship between 

foreign brand name translation and product physical quality on 

consumers' perceived quality, price and purchase intentions in 

an Asian market. 

Singapore, a country that has experienced continuous 

high economic growth and consumer spending for the past 

decade has positioned itself as one of the fastest growing 

countries in the Asia Pacific region. It is a multi-lingual 

nation with seventy-five percent of its population Chinese who 

speak Mandarin or some other Chinese dialect. However, a 

large percentage of the younger Chinese population is 

bilingual, being either English and Mandarin educated or English 

and Malay educated. Many products marketed in Singapore 
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carry both Mandarin and English brand names, especially 

household and grocery products targeted at middle aged 

Mandarin educated housewives. Therefore foreign marketers 

must consider whether to localise their international brand 

names in order to succeed and gain greater market coverage. 

The Singapore market scenario mirrors those of many fast 

developing countries in Asia, especially Taiwan, Hongkong and 

China where Chinese dominate the countries' population. The 

issue of foreign brand name translation is therefore, an 

important matter with strong marketing implications for the 

whole of the Asian context. 

Research Problem Statement 

Having given a short introduction about the need to 

localise international brands through brand name translation 

for Asian markets, the problem areas forming the focus of this 

study will now be stated: 

1) To study the effects of brand name translation and 

product physical quality on consumers' perceived quality, 

price and purchase intentions. 

2) To assess the relative magnitudes of effects due to each 

type of brand name translation on consumers' perceived 

quality, price and purchase intentions in a multi-cue 

situation. 
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3) To evaluate the significant of these effects where there 

are differences in the experimental situation (pencil-

and-paper versus taste-testing), the educational 

background of consumers (English versus Mandarin), the 

extent of brand knowledge (Known and unknown) and the 

type of product (Eastern and Western). 

4) To explore the relationships between consumers' 

perceived quality, the price they are willing to pay and 

their purchase intentions. 

Purpose And Scope Of Research 

The purpose and scope of this research is to ascertain 

the effects of brand name translation and product physical 

quality on consumer perceived quality, price and purchase 

intentions. The robustness of the linear information 

integration rule will also be evaluated under two different 

experimental settings. First the experiments were conducted 

under an artificial experimental setting with the pencil-and-

paper test and followed with the replication of the 

experiments under a more realistic setting with taste test. 

Marketing researchers have too readily assumed that 

consumers use the linear adding model in integrating product 

information cues to form product judgments without testing 

the validity of the chosen multi-attribute model (Cattin and 

Wittink, 1982). Thus it is important to further validate and 

test the robustness of this model. 
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A series of experiments will be conducted to investigate 

and present the causal relationships between brand name 

translation and product physical quality on consumer perceived 

product quality, price and purchase intentions. These 

experiments will be conducted with products of different 

cultural association (western and Eastern) and foreign brand 

names with different level of familiarity (well known brand 

and unknown brand) under different experimental settings 

(artificail and natural). It is hoped that the findings from 

these experiments will provide some answers for international 

marketers on the above issues and set the directions for future 

research in this area. 

Importance Of Addressing The Research Problem 

The importance of addressing the research problem 

stems from three basic propositions in the area of 

international marketing and consumer decision making. Firstly 

the recent growth in world'trade has prompted marketers to 

develop overseas markets and made the issue of international 

branding important. The diversity in culture, language, 

religion and symbolism in the global markets, especially in 

Asia, has resulted in the questioning of the transferability of 

Western brand names to Asian languages. 

Brand name is more than a label; it represents symbols, 

ideas and attributes associated with the product that help 

consumers to form attitudes and judgements. These attitudes 
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are influenced by the literal meaning of the name or sound 

associated with that name. Therefore, the best method of 

brand name translation and its effectiveness in the projection 

of a positive product image to consumers must be identified 

and evaluated. This thesis will attempt to address this crucial 

issue. 

In ascertaining quality, consumers do not evaluate a 

product simply on one quality cue but rather tend to combine 

available important cues in the purchase situation. Research 

has demonstrated that the composition of a product or its 

physical quality is an important information cue which 

consumers use to form product quality judgements, price 

perceptions and purchase intentions. Thus the second 

objective is to investigate the magnitude of the effects of 

brand name, its translation and product physical quality on 

consumers' quality judgements, price perceptions and purchase 

intentions in the context of an Asian market. 

The relationships between consumers' perceived quality, 

price and purchase intention judgments needs to be clearly 

delineated to provide meaningful guidelines of strategic 

implementation. Although some studies have investigated the 

relationships between these variables (Dodds, Monroe and 

Grewal, 1991), no studies have yet been published on the 

relationships of these variables collectively. Therefore, this 

study will evaluate the combined effects of translated brand 

name and product physical quality on perceived quality, price 
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and purchase intentions, and the relationships between these 

three dependent variables. 

Finally, the robustness of the linear adding model 

describing how consumers combine information cues to form 

product judgements and decisions, needs to be explored. Much 

of marketing research conducted in the past decades has 

examined consumers' perceptions and behaviour and in most 

cases the existence of the linear adding model has been 

assumed. The popular conjoint analysis in marketing research 

also assumes the linear additive model as the integration 

model in examing consumers' preference and judgment 

formation. In this study, the validity of the linear adding 

model will be investigated and its external validity will be 

examined across experiments conducted under artificial 

settings with paper-and-pencil tests and the more natural 

taste-test setting. 

Contribution Of Knowledge 

The possible contributions of this study are likely to 

accrue to both academics and theoreticians of marketing and 

consumer behaviour, as well as to the practitioners involved in 

the application aspects. Studies that will help to clarify the 

mysteries associated with the diversity of language, 

symbolism, culture, and social structure between Western and 

Eastern nations have self evident benefits for anyone wishing 

to market in the Asian region. To evaluate the effectiveness 
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of various strategies in brand name translation becomes vital 

to the success of formulating guidelines necessary for 

international branding. There is substantial lack of empirical 

studies in these areas. 

Another variable that is important to consumers in their 

product evaluations is the physical quality of the product or 

its intrinsic elements. Several studies have examined the 

effect of product physical quality on consumers' product 

judgments, especially perceived quality of product, but the 

findings have not been conclusive. Earlier quality-perception 

studies have suggested that perceived quality is strongly 

affected by extrinsic cues such as price, brand name and retail 

reputation and that intrinsic elements such as taste (Allison 

and Uhl 1964) have a negligible effect on quality perceptions 

(McConnel 1968, Jacoby, Olson and Haddock 1971, Wheatley 

and Chiu 1977, Valenzie and Eldridge 1973 and Peterson 1970). 

However, Olson and Jacoby (1972) stated that intrinsic cues 

have greater effect upon consumers' quality judgments than 

extrinsic cues. Olson (1977) further postulated that, 

theoretically, intrinsic cues are likely to have greater 

influence on quality evaluation because they have a higher 

"predictive value" - that is, consumers' perceive or believe 

that this cue is strongly indicative of product characteristics 

such as quality. This theory was supported by studies 

conducted by Szybillo and Jacoby (1974), and Wheatley, Chiu 

and Goldman (1981) which showed that product physical 

quality had a significant effect on consumer product quality 

judgments. Due to the mixed findings reported in previous 
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experiments, the issue of the magnitude of the effect of 

product physical quality (intrinsic cue) has on consumers' 

product evaluations in multi-cue situation needs further 

investigation. This study will explore the combined effect of 

translated brand n a m e and product physical quality on 

consumers' perceived quality, price perception and purchase 

intentions. 

Finally, this thesis also seeks to contribute to future 

research on the effects of brand n a m e translation on 

consumers' perceptions of product quality, price and purchase 

intentions in Asian markets. Greater knowledge on the 

effects of brand n a m e translation on Asian consumers' 

perceptions of product quality, the price they are willing to 

pay and their purchase intentions will facilitate the 

development of new theories and concepts in international 

branding. 

It is hoped that the practical application of this research 

will be substantial. The vital questions of the effects brand 

name traslation have on consumers' product evluations needs 

to be clarified. The effects of consumers' perceived product 

quality, price and purchase decision formation when combined 

with other quality information cues such as product physical 

quality needs further investigation in the Asian context. The 

relationship between consumers' perceived product quality, the 

price they are prepared to pay and their purchase intentions is 

another area that is of great interest to many marketers. 
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If findings from this study could shed some light and 

show directions for future research in the area of global 

branding and further ascertain the dominant integration rules 

in consumers' quality and price judgments, then the purposes 

of this research will have been well served. 

Emanating from this purpose, four fundamental tasks 

were undertaken. First, literature on the topic of brand-

naming and the localisation of foreign brands is discussed and 

a summary of the review is presented. Next, the effect of the 

methods of brand n a m e translation and product physical 

quality on consumers' perceived quality, price and purchase 

intentions is explored. This is achieved through a review of 

past empirical research related to this area. The third task is 

to clearly define and explore the concepts and the 

relationships between perceived quality, price and purchase 

intentions. The final task undertaken in this study is the 

empirical research itself. This involves developing and 

conducting a series of experiments to empirically test the 

effects and the relationships of the variables discussed, and 

presents the findings of the study. The conceptual background 

of this research is presented in Chapter 2, while the 

methodology and experimental details are enumerated in 

Chapter 3. The analyses and resultsare presented in Chapter 4. 

This document concludes with the general discussion and 

suggestions for directions for further research. 
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CHAPTER 2 

THEORETICAL B A C K G R O U N D 

In this chapter the conceptual background of this study 

will be provided. Discussed at greater length will be the 

literature on brand name, brand name translation, product 

physical quality information and their effects on consumers' 

product evaluations. This will be followed by the development 

of the research hypotheses which will form the basis for the 

empirical testing of the effects. 

Brand Name 

Brand name is an important information cue in the 

consumers' evaluations of a product. Previous research has 

found that brand name has a significant effect on consumers' 

perceptions of product quality (Allison and Uhl 1964; Maken 

1965; Jacoby, Olson and Haddock 1971) and in recent years, 

several studies have identified the characteristics of 

successful brand names and their influence on consumer's 

evaluations of product quality. A brand name is also an 

effective marketing tool for product differentiation and 

positioning. As Blackett (1988, p5) stated: "Brand names are 

also the most readily protected component of a brand, and the 

single most potent means of differentiating one product from 
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another. Thus, brand name is an important variable for study 

and the following areas need to be discussed: 

1. What is a brand name? 

2. How are good and successful brand names developed? 

3. How should successful brand names be localised in 

foreign markets? 

4. What effect does the localisation of such brand names 

have on consumers' perceptions and judgments of 

products? 

Generally, a brand name is defined as a label for a 

product; but it is more than simply that; there is also 

something mysterious and special about it. When we give a 

product a name, we are creating, bringing something new into 

existence. Kotler (1988 p 463) and Rosenberg (1977 p 217), 

taking a similar point of view, defined brand name as "the part 

of a brand that can be vocalised - the utterable". The 

American Marketing Association (1960) defined brand name as 

"words, letters or numbers that can be vocalised." Brand name 

not only identifies a producer and its products but also 

provides a "personality" that appeals to the consumers. 

Gardner and Levy stated: "A brand name is more than the label 

employed to differentiate among the manufacturers of a 

product. It is a complex symbol that represents a variety of 

image, character or personality that may be more important 
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for the overall status of the brand than many technical factors 

about the product" (Gardner and Levy, 1955 p 35). 

As defined by Kotler (1988), brand name is the part of a 

brand that can be vocalised. Thus language.forms the central 

element of a brand name. Language is also the most efficient 

and fundamental medium of human communication. However, 

people with different cultures have different languages, 

connotations and symbols which carry different meanings. In 

naming or localising a brand, marketers need to consider the 

effects of such differences and familiarise themselves with 

the cultures and languages of the target markets for their 

products. 

Theories in Brand Naming 

In the area of brand name development three theories of 

brand naming have been proposed: 1) the Psycholinguistic 

Theory, 2) the Descriptive Theory and 3) the Prescriptive 

Theory. Proponents of the psycholinguistic theory approach to 

brand naming believe that phonetic elements of a language 

tend to convey a meaning of their own. Collins (1977) 

presented two contrasting principles relating to brand naming: 

the Juliet Principle and the Joyce Principle. The Juliet 

Principle is drawn from Shakespeare's line spoken by Juliet 

and Romeo: "what is a name? That which we call "a rose" by 

another name would smell as sweet?" This principle suggests 

that the verbal form of a name does not matter; it is what we 
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associate with it that will determine the meaning. For 

example "Shell frozen yoghurt" or "Chanel lite beer" illustrate 

the incongruous effect of this principle. 

The Joyce Principle was developed in reference to 

Joyce's use of phonetic symbolism in literary works such as 

"Finegan's Wake". This principle implies that a major part of 

language is highly referential and that through the mechanical 

patterns of speech, objective symbolism is often derived. 

Phonetic elements of languages appear to convey a message of 

their own. What would it be like, if a rose is not called a rose 

but a "ragwort"? Would the connotation still be as sweet? 

The Spair (1929) and Newman (1933) studies supported 

the Joyce Principle and have established that phonetic 

elements of languages tend to convey a meaning of their own. 

Spair (1929) noted that certain vowels in the English language 

tend to "sound bigger" than others. Changing an A, E, or I 

affected the respondents' perceptions of the size of the object 

they were naming. Newman (1933) conducted a similar study 

relying on more elaborated statistical methods to analyse the 

symbolic values of different consonants and vowels. He found 

that dark and light values are also related to certain aspects 

of articulation that were comparable to those articulations of 

large and small symbolism found in the Spair (1929) study. 

Colin (1977) stated that phonetic symbolism is like 

onomatopoeia; for instance, the word "splash" describes 

perfectly the action of the word. 
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Dogana (1967) brought phonetic symbolism from 

psychology into brand naming in marketing. He suggested that 

there must be a degree of "fit" between the brand name and the 

phonetic symbolism of the product that the name represented. 

Our perceptions of a new or unknown word may not be neutral. 

In fact, it may embody certain values or resonances due to the 

effect of the phonetic composition of the word. Similarly, 

hearing a new brand name for the first time will leave us with 

a positive or negative impression. He suggested that brand 

name could be categorised into one of the four main 

categories: 1) brand names with no particular expressive 

value, 2) brand names with phonetically symbolic values, 3) 

brand names with a known sematic significance and 4) brand 

name with both semantic and expressive values. 

Peterson and Ross (1972) found that certain words were 

perceived as more remindful of product categories than 

randomly generated meaningless words. For instance, one-

syllable plural words tended to be more remindful for 

breakfast cereals than one syllable singular words, and for 

laundry detergents, singular words were perceived as more 

remindful than plural words. Schloss (1981) in his frequently 

cited article "Chicken and Pickles", observed that a large 

percentage of the top 200 U S brands in 1979 either began 

with, or contained the letter K and P sounds and that these 

sounds also appeared to be linked more often with obscenities. 

Bergh (1983) clarified this observation further by 

indicating that K and P sounds belong to a group of consonants 
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called "stops" and more specifically, K and P are "plosives" 

which are a special type of "stop". Bergh (1984) extended this 

phonetic analysis and found that 93 of the 200 top U S brands 

began with the letter C, G, K, P and T, which are all "plosives". 

Bic, Kent and Kodak are examples of words beginning with a 

plosive because in speaking these words, air is pushed out and 

held in the mouth until the sound and the word is completed by 

closure at the front of the mouth by the teeth. Bergh (1983) 

also provided evidence that words that begin with plosive 

consonants are more frequently recalled and recognised than 

words that do not. 

More importantly, the presence of psycholinguistic 

associations is not exclusively related to the English language 

or to English speaking individuals. Studies by Sternberg 

(1989) noted that for the Japanese the quality of the sound of 

the word is just as important as the meaning. Syllabic sounds 

of chi, tsu and pi having'strong and cheerful qualities while gu, 

zu and da are perceived to be melancholic and dull. 

The descriptive theory of brand naming is an extension of 

the well-developed linguistic theories. Branding theorists 

espousing this view go beyond the phonetic characteristics of 

names to identify factors that contribute to the success of 

brand names. Boyd (1985) found that nonsense combination of 

letters and figures are used in product naming quite frequently 

and suggested that the causes for this apparent growth in 

alpha-numeric naming were due to 1) technological 

advancement, 2) lack of new words, 3) growth in the number of 
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market segments, 4) shorter product life cycles, 5) protection 

of the corporate name and 6) the need for culturally 

transferable names. 

Nelson (1979) extended the study of phonetic 

characteristic from brands to corporate names. He found that 

there appeared to be a conscious effort by marketers to 

employ various favourable linguistic characteristics in their 

creation of names. There could be phonetic devices such as 

alliteration (eg. Coco Cola), personification (eg: Uncle Toby's) 

and metaphors (eg: Kool cigarettes) have been used to create 

brand names. Bergh, Adler and Oliver (1987) presented a 

detailed typography of twenty-two possible syntactic 

categories. Phonetic such as assonance (eg: Kal Kan), 

Orthographic such as incorrect spelling (eg: Kool Aid), 

Morphological such as affixation (eg: Jell-O) and semantic: 

such as oxymoron (eg: Easy-off). 

Finally, the prescriptive theory focuses on factors other 

than the linguistic context that contribute to the success of 

brand names. McNeals and Zeren (1981) and Shipley, Hooley 

and Wallace (1988) suggested six stages in the brand-naming 

process: 1)setting branding objectives, 2)selecting branding 

strategy, 3)specifying brand name criteria, 4)generating brand 

name ideas, 5)screening the brand name ideas and 6)selecting 

the brand name. Their studies also suggested that to be 

successful, brand names should be easy to pronounce, 

remindful of the product category, unique, consisting of 

positive connotations and suitable for packaging. 
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Roberts (1988) stated in his study that consumer 

attitudes towards a brand are based on the pronunciation and 

literal meaning of the name or the characteristics that are 

associated with the brand through promotional activities. 

Research conducted by Bogart and Lehman (1973) suggested 

that new products have better chances of being accepted or 

recalled by consumers if they enter a market under an old 

brand name. Elling (1970) highlighted that a new brand name 

should consist of approximately similar semantic 

characteristics as competing products, because consumers 

may have preconceptions regarding the semantic 

characteristics of the product name. Peterson and Ross (1972) 

supported this proposition and suggested that a good 

marketing strategy for new products is to select brand names 

that possess some congruence with competing brands. 

Although the literature has provided some useful 

guidelines for the development of a successful brand name, it 

is not complete and suffers from some oversights. The 

complex issue of international branding has been inadequately 

handled. More specifically the problem of brand name 

translation from domestic markets to the international arena 

has not yet been addressed. 
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International Branding 

The diversity of language, culture and symbols in global 

markets provide new challenges for marketers. Factors 

affecting consumer perceptions of brand image in 

international markets may be very different from those in the 

domestic market. International marketers are familiar with 

problems of entering new markets where prior consideration 

of all aspects of marketing policy is vital to facilitate 

successful international business expansion. It appears that 

there is a growing trend towards brand name standardisation 

in the world market; that is, the utilisation of a single brand 

name worldwide. The advantage of this strategy is due to 

lower international promotion costs and the creation of added 

value to an intangible asset - the global brand name. Examples 

of such successful world brands are Kodak, Coca Cola, Pepsi 

Cola, IBM and Sony. However, when international marketers 

standardise their brand names, they need to be aware that 

differences in language, culture and symbols among nations 

have many significant effects on consumers' perceptions of 

the product and its value. 

Overlapping this strategy is the issue of translating the 

brand name into the local languages of the target markets. 

This necessitates the consideration of the linguistic, culture 

and perceptual differences among consumers. Therefore, the 

effectiveness of methods of brand name translation needs to 
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be established and their effects on consumers' product 

perceptions and judgements must be explored. 

Translation of foreign brand name 

Presently, two methods of translations are utilised by 

international marketers in the localisation of a brand name. 

Foreign brand names are: 1)phonetically translated: having 

similar pronunciation with the original name or 2) directly 

translated: having similar meaning with the original name. 

Apart from the phonetic and direct translation, international 

marketers must also decide on the nature of the meaning of 

the brand name in the local language (i.e. should the meaning be 

similar to that of the original names). 

WITH 
MEANING 

PHONETIC 
TRANSLATION 

ORIGINAL BRAND 
NAME 

DIRECT 
TRANSLATION 

WITH LOCAL 
MEANING 

WITHOUT LOCAL 
MEANING 

WITH LOCAL 
MEANING 

WITHOUT 
MEANING 

PHONETIC 
TRANSLATION 

WITH LOCAL 
MEANING 

WITHOUT LOCAL 
. MEANING 

Figure 1 Model of Foreign Brand Name Translations 
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The model (Figure 1) shows that international marketers 

have the option of deciding whether to translate their brand 

names phonetically or directly into the language of the 

particular overseas market. The methods of translation 

applicable depends on the characteristic of the original brand 

name. An original brand name with literal meaning (eg: 

Caterpillar Tractor) will enable marketers to translate the 

brand name either phonetically or directly to the local 

language. O n the other hand, with original brand names 

without any meaning (eg: Coca Cola), the best applicable 

method of translation is to translate the brand name 

phonetically to the local language. Brand names that are 

phonetically translated may either have meanings or be 

without meanings in the local language. Directly translated 

brand names, on the other hand, will always have a meaning 

similar to the original name in the local language. 

Chan (1990), in attempting to evaluate the extent of 

localisation of brands, examined 261 Chinese brand names of 

foreign brands marketed in Hong Kong. The list of brands in 

the study was taken from 24 issues of the Hong Kong 'Choice 

Magazine'. The study found that approximately 69 percent of 

the brand names were phonetically translated and 31 percent 

were directly translated. Fifty percent of the translated brand 

names had positive connotations, while 78 percent reflected 

no product benefits. For brand names that were phonetically 

translated, the findings indicated that 93 percent of the 

Chinese brand names had a similar length to their original 

names, but 80 percent contained dissimilar connotations. 
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Most of the brand names in the survey were characterised by 

positive connotations and easy pronunciation. 

McDonald and Roberts (1990) focused their study on 

brand naming in the Asia Pacific markets and stated that 

"Fundamentally the intentions are the same ie., to create 

names that communicate identity and create an affinity with 

the target market, however, there are a number of specific 

problems that are particularly apposite to marketers in this 

region that need to be addressed" (McDonald and Roberts, 1990 

p 12). They emphasised that management needs to pay special 

attention to cultural and language issues in brand naming in 

Asian markets, as this region is culturally sensitive, with 

significant differences in language, religion, symbols and legal 

complexities. 

These studies found that many foreign brands marketed 

in Asia have their original names either phonetically (with 

similar pronunciation) or directly (with similar connotation) 

translated into the local languages of the markets. Literal 

translation of these brand names, without a good 

understanding of the local language, could create bizarre 

results. The effect of not realising the implication of similar 

sounds and colloquial expression between languages could 

reduce the brand name to the level of vulgarity or the brunt of 

jokes (McDonald and Roberts 1990). For example, Barbie doll, 

produced by Mattel Toys, sounds very similar to the Bahasa 

Malaysian word "babi" meaning pig. In short, as a result of 

transliteration, a brand name may take on a very different or 
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undesirable meaning. In such situations, marketers need to 

have a knowledge of the language and its psycho-linguistic 

aspects. 

McDonald and Roberts (1990) have also discussed the 

important issue relating to the aesthetic qualities of the 

Chinese characters. The successful translation of brand names 

into the Chinese language must not only have the sound right 

but also the characters that represent the sound must possess 

literal and aesthetic calligraphic qualities (McDonald and 

Roberts 1990). For instance, Coca Cola in Mandarin not only 

sounds correct but also reads as "Happiness in the mouth" and 

the Japanese brand of cameras, Yashica, in Mandarin 

communicates a clear and direct message about the product 

benefits. Thus, in international branding, we need to clearly 

distinguish the differences as well as the similarities. 

Translation of Brand names and Consumer Product 

Evaluations 

Having discussed the options available for brand name 

translation, we will now explore the effects of the methods 

used in the translation of brand name on the critical dependent 

variables. The brand name and the translated brand name may 

be quite similar but the method used in the translation of the 

names may have a significant effect on consumer's perceptions 

and judgments of the products. For example, a foreign brand 

name may be translated phonetically or directly to the local 
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language and the translated name may have similar or 

different meaning and/or pronunciation as the original name. 

These differences between the original and the translated 

brand names may have significant effects on consumers' 

product evaluations. Unfortunately, no empirical study 

exploring this issue appears to have been published though 

previous research in brand name and consumer perceptions 

indicate that brand name has significant influence on the 

consumer evaluation of products. 

Brand name and perceived quality 

Brand names have been found to be relatively good 

indicators of product quality to consumers. For instance, 

brands such as Rolex, B M W and Dunhill are perceived to be of 

higher quality while other products such as: Casio, Hyundai and 

Samsung have a lower quality position. Studies designed to 

investigate the antecedents and consequents of quality have 

shown that brand name is one of the main influencing factors 

in consumers' perception of product quality (Allison and Uhl 

1964, Maken 1965, Jacoby, Olson and Haddock 1970, Peterson 

and Jolibert 1976, and Jun and Jolibert 1983). 

Allison and Uhl (1964) investigated the influence of 

brand identification of beer on taste perception. Bottles of 

unlabelled and labelled beer from major brands were given to 

326 respondents who were asked to rate the beer on various 

characteristics. The study found that respondents could not 

differentiate the unlabelled bottles in their rating exercise. 
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There were also no significant differences in their overall 

ratings among the bottles of beer. However, when they were 

presented with the properly labelled bottles, respondents were 

able to register various ratings on the characteristics of 

different brands and significant differences were also 

reported in their overall ratings among brands. Most brands 

received higher overall ratings from their regular users. Thus 

these findings support the proposition that brand names 

influence consumer's ratings of products and that 

compositions of some products may have little or no effects 

on consumer's choice and perceived quality. 

Makens (1965) studied the effect of brand preference on 

consumers' perceived taste of turkey meat. In the first of two 

experiments, it was reported that the mean score for the taste 

test of the well-known brand was significantly higher than the 

unknown brand. The findings were further strengthened by the 

higher preference ratings for the known brand over the 

unknown brand. The second experiment explored consumers' 

perception of product quality based on the different meat 

texture. Subjects were presented with two meat samples, one 

with tough texture and one with tender texture. Eighty percent 

of the panel members in the experiment preferred the tender 

meat sample. The results indicated that the subjects were 

able to differentiate the quality of the meat samples. Sixty-

three percent of the subjects, who indicated a preference for 

tender meat, stated their belief that the meat was from the 

known brand turkey. The result of chi-square analysis 

indicated that consumers expected products from well-known 
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brands to be of superior quality than products from unknown 

brands (Maken 1965). 

Jacoby, Olson and Haddock (1970) conducted a study 

focusing on the effects of price, brand name and product 

physical quality characteristics on consumer perception of 

quality. The general findings of the experiment again revealed 

that brand name has a major effect on consumer's perception 

of quality. The findings indicated that: 1) Price exerted some 

effect on the perception of quality when it was the only cue 

being varied but when embedded in a multi-cue situation, its 

effect was vitiated. 2) Brand name affected the perception of 

quality, especially for brands with strong positive image. In 

contrast to the findings of Allison and Ulh (1964), these 

results suggest that consumers may possess some ability to 

distinguish products from different brands on the basis of the 

composition cue alone. 

Rao and Monroe (1989) extended the research to a multi-

cue situation by investigating the effect of brand name 

combined with price and store name on consumer perception of 

quality. The results of the study indicated that the effect of 

brand name on product perceived quality was greater than 

price and store name. The study also found that in a 

multiple cue situation, price-perceived quality effects 

actually increased in the presence of brand information. This 

suggested that the presence of brand name may reinforce the 

effect of price on perceived quality if the cues are consistent 
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in their signalling of the product quality (Rao and Monroe, 

1989). 

Brand name and purchase intentions 

Studies exploring the effects of brand name on consumer 

product evaluations have shown a significant effect on 

purchase intentions. Gardner (1971) who manipulated price 

and brand name found that brand name has significantly 

affected consumers' willingness to buy. Branded products 

were also rated higher in willingness to buy than unbranded 

products. 

Dodds, Monroe and Grewai (1991) explored the effects of 

price, brand and store information on consumers' perceptions 

of quality, value and their willingness to buy. The results of 

the experiment indicated that price had a positive effect on 

perceived quality but a negative effect on perceived value and 

willingness to buy. However, brand name and store 

information have a significant effect on consumers perceived 

quality, value and willingness to buy. 

Brand name and the price consumers are willing to pay 

It has been found that products with established or 

well-known brands usually command higher prices than 

unbranded products or products with unknown brands. The 

explanation for this phenomenon has been proposed by the 

theory of "Perceived risk". Perceived risk is defined as the 

29 



likelihood that an error in the purchase decision will be made 

by the buyer (Donoho and Nelson; 1989). Buyer actions may 

produce uncertain consequences, some of which may be 

unpleasant. Therefore, consumers may try to avert risk by 

choosing a product from an established brand and being 

prepared to pay more for that brand. Puto, Patton and King 

(1985) defined risk aversion as preferring a known alternative 

over one having an equal or more favourable expected value, 

but whose outcome is probabilistic. Information provided by 

brand name and consumer experience with a brand will reduce 

the uncertainty of a purchase (Sheth and Venkatesan 1968). 

Brand names, especially known ones have come to represent a 

great deal of information to the consumer (Woodside and 

Wilson 1985), serving as a chunk of product information 

(Jacoby, Szybillo and Busato-Schach 1977). Reliance on known 

brand name with a reputation of high quality can be an 

effective way to reduce risk (Engel and Blackwell 1982). This 

may be manifested in consumer willingness to pay higher 

prices for known or favourable brands than unknown brands or 

unbranded products. A study conducted by Donoho and Nelson, 

(1989) found that brand name has significant effect on the 

price consumers is willing to pay and that consumers pay 

higher prices for branded products than unbranded products. 

Summarising the findings from this literature 

demonstrate that brand name plays an important role in 

consumers' evaluation of products. It is found to significantly 

affect consumers' perception of product quality, price and 

purchase intentions. Well-known brands are found to have a 
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greater effect on consumers perceived quality (Maken, 1965), 

price (Donoho and Nelson, 1989) and purchase intentions 

(Gardner 1971; Dodds, Monroe and Grewai 1991). However, 

there seems to have been no research conducted to explore the 

effects of translated brand names on consumer perceived 

quality, the price they are willing to pay and their purchase 

intentions. 

Physical Quality Of Products And Consumer Product 

Evaluations 

Apart from the brand name, an important variable that 

has significant effect on consumers' product evaluations is the 

physical quality or composition of the product. Generally, 

consumer evaluations of a product are not based on a single 

attribute or information cue, but rather a number of 

information cues are used to form the overall product 

judgement. When a consumer purchases a product, an 

important element that directly affects the purchase decision 

is physical quality. The appearance, colour, smell or taste of a 

product has an important impact on consumer perception of 

product quality, price and purchase intentions. 

A review of studies concerned with the effect of product 

physical characteristics on consumer's perception of quality 

provided mixed evidence for this relationship. The pioneering 

quality-perception studies have suggested that consumers' 

quality perceptions are mainly influenced by extrinsic cues 
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such as brand name, price and reputation of the retail store 

(Wheatley and Chiu 1977; Jacoby, Olson and Haddock 1971; 

Wheatley, Walton and Chiu, 1977), and that physical quality 

element such as taste, smell and colour have negligible effect 

on quality perceptions (Peterson 1970; Valenzie and Eldridge 

1973). These results have led to a concentration of studies on 

the relationships between extrinsic cues and perceived 

quality. A concomitant result has been the relative neglect of 

studies on the effect of intrinsic cues. 

Providing another point of view on this issue, Olson and 

Jacoby (1972) suggested that intrinsic cues may have a more 

powerful effect on consumer quality judgments than extrinsic 

cues because this cue is strongly indicative of important 

product characteristics such as quality (Olson 1977; Cox 

1962). Supporting this perspective are the studies of Szybillo 

and Jacoby (1974) and Wheatley, Chiu and Goldman (1981). 

Both studies provide strong evidence that product physical 

quality cues such as product's composition, taste and other 

physical characteristics have a significant effect on consumer 

perception of quality. In fact, product physical quality was 

found to have a greater effect on consumer perceived quality 

than extrinsic cues such as price, brand name and store image. 

However, the minimum threshold level for product physical 

quality cue seems to be higher than extrinsic cues such as 

brand name, price and store image. Studies have found that 

slight changes in a product's physical quality cue appear to be 

less easily perceived by consumers than changes in extrinsic 

cues, especially in price (Wheatley, Chiu and Goldman 1981). 
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Szybillo and Jacoby (1974) studied the effects of price, 

store image and product physical quality on consumer 

perception of quality and it was revealed that product physical 

quality cues exhibited greater effects on consumer's 

perception of product quality than extrinsic quality cues. The 

omega-squared values computed for the effects of price, store 

image and product samples indicated 73 percent of the 

variance was due to the main effect of samples; only 

approximately one percent was due to the effect of store 

image. Price information was ineffective in affecting the 

total variance in the study (Szybillo and Jacoby 1974). The 

result thus supported the notion that product physical quality 

cues have greater effect on consumer perception of quality 

relative to extrinsic quality cues. 

Wheatley, Chiu and Goldman (1981) investigated the 

conceptual relationship between product physical quality cues 

and perceived quality and adopted the theory of "Just 

Noticeable Difference" from Weber's Law. Weber's Law 

attempts to explain the individual's ability to discriminate 

among intensities of stimuli in various sense modalities. The 

Law stated that "the size of the least detectable change in a 

stimulus depends upon the initial intensity, the stronger the 

initial stimuli, the greater the difference needs to be" 

(Berelon and Steiner 1967). This theory implies that a non

linear relationship exists between the product physical quality 

cue and the perceived quality of that product. The rate of 

change in perceived quality will decline more rapidly for 

product physical cues than the much more easily noticed 
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extrinsic cues (Wheatley, Chiu and Goldman 1981). From the 

review of literature on the relationships between intrinsic 

cues and consumers' product evaluations, it may be concluded 

that product physical quality has significant effect on 

consumers perceived quality, price and purchase intentions and 

its effect may be greater than extrinsic cues such as brand 

name. 

Perceived Quality, Price And Purchase Intentions 

The literature related to the study of translated brand 

name and product physical quality on consumers perceived 

quality, price and purchase intentions have been discussed. In 

this section, w e will define perceived quality, price and 

purchase intentions, and discuss the relationships between 

them. 

Definition of perceived quality 

The term quality has become extremely important to 

marketers and consumers in recent years. For instance, the 

changes in the perception and acceptance of Japanese products 

in the world market for past decades was attributed to the 

vast improvement in their product quality. The term quality is 

normally used in two different ways. Engineers define quality 

as the "conformance to requirement", that is, the ability Of the 

product to perform as specified. Quality is used in another 

sense to mean "level of performance"; for example, a B M W is of 
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higher quality than a Lada because it is more stable, handles 

better and lasts longer. Individuals who have the money will 

generally pay more for products with higher quality. 

Apart from building quality into the product, the product 

quality level must also be communicated to consumers. Quality 

may be communicated by choosing those physical symbols and 

cues that consumers normally associate with a quality level: 

for instance, brand name, packaging, price, country-of-origin, 

distribution channels and promotion messages. Hence, the 

communication of product quality and the product physical 

quality level influences the formation of consumer perception 

of quality. 

A review of definitions from the literature on perceived 

quality- revealed that many was simply variants on "fitness for 

use, given the needs of the consumers." (Box, 1984, Genth 

1981, Juran 1974, Kuehin and Day 1962, Wimmer 1975 and 

Thurston 1985). For example, Box (1984, p 179) defined 

perceived quality as "the degree to which a product fulfils its 

functions, given the needs of the consumer." Monroe and 

Krishnan (1985, p 212) on the other hand proposed that 

"perceived product quality is the perceived ability of a product 

to provide satisfaction relative to the available alternatives." 

Although, the definition by Monroe and Krishnan (1985) is quite 

similar to the "fitness for use" definitions, they recognised 

perceived quality as a comparative concept ie. that perceived 

quality of a brand may be modified by the perceived quality of 

other available brands. 
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Oxenfeldt (1950), Maynes (1976), Kupsch (1978) and 

Bockenhnoff and H a m m (1983) have proposed that perceived 

quality is based on perceptions with respect to product 

attributes. For instance, Oxenfeldt (1950, p 300) defined 

perceived quality as "all attributes of a product that yield 

consumer satisfaction" and Maynes (1976, p 56) defined 

perceived quality as "the extent to which the specimen 

provides the service characteristics that the individual 

consumer desires." Analysis of the above definitions, indicate 

that the authors concur that it is not the objective value but 

rather the perceived value that is relevant to quality 

judgements. The exception to this view is the definition by 

Oxenfeldt (1950) who seems to lean towards satisfaction of 

consumers objective attributes. The definitions reviewed 

have yet to explain clearly how attribute perceptions are 

formed into overall perceived quality impressions, and the 

influence of personal and situational factors needs to be 

clearly delineated. The definition of perceived quality by 

Steenkamp (1990) attempts to address this issue. 

Steenkamp (1990 p 317) defined perceived product 

quality as: "...an idiosyncratic value judgement with respect to 

the fitness for consumption which is based upon the conscious 

and/or unconscious processing of quality cues in relation to 

relevant quality attributes within the context of significant 

personal and situational variables." His definition of 

perceived product quality was developed along three 

dimensions of value. Holbrook and C o m f m a n (1983, p23) 

defined value as "a relativistic (comparative, personal, 
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situational) preference characterising a subject's experience 

of interaction with some object." Three dimensions of value 

m a y be distinguished from this definition: preference, 

subject-object interaction and consumption experience. It is 

these three dimensions of value that form the above definition 

of product perceived quality (Steenkamp 1990). Perceived 

quality is regarded as an overall uni-dimensional consumer 

judgement. To understand how consumers arrive at a quality 

judgement of a product, w e need to understand how consumers 

form quality attributes beliefs. It is, therefore, vital at this 

stage to distinguish the difference between quality cues and 

quality attributes. 

Quality cues and quality attributes 

Quality cues are defined as "...informational stimuli that 

are, according to the consumer, related to the quality of the 

product, and can be ascertained by the consumer through the 

senses prior to consumption" (Steenkamp 1990 p 312). Quality 

cues can be categorised as either intrinsic or extrinsic (Olson 

1972, Olson and Jacoby, 1972). Intrinsic cues are part of the 

physical product and cannot be changed without changing the 

physical product itself, (example colour, smell and texture for 

a piece of meat). Extrinsic cues are quality cues related to the 

product but physically are not part of it. Examples of 

extrinsic cues are brand name, country of origin and store 

image. Olson (1972) hypothesised that for most products, 

intrinsic cues have greater influence on consumers' product 

evaluations and are more important than extrinsic cues. This 
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hypothesis is supported by studies done on a variety of 

utilitarian products, example: nylon hose (Szybillo and Jacoby, 

1974), ball-point pens (Pincus and Waters, 1975), carpets 

(Wheatley et al, 1981), envelopes (Jun and Jolibert, 1983) and 

(Skirts and Davis, 1985). However, the studies of Holbrook and 

Hirschman, (1982) and Holbrook et al (1986) suggest that the 

Olson's (1972) hypothesis may not be applicable for image 

products where extrinsic cues such as brand name, country-

of-origin and packaging are more important than intrinsic 

cues. Research on product perceived quality with image type 

of products such as carbonated bottle water (Nevid 1981), beer 

(Allison and Uhl, 1964) and electronic lighters (Jun and 

Jolibert 1983) supported Holbrook's suggestion. 

Quality attributes are the functional and psychological 

benefits provided by the product upon consumption. Basically, 

quality cues are what the consumers observe, and quality 

attributes are what they want. Consumers are unable to rate 

the product on quality attributes prior to consumption; 

therefore, at the point of purchase, consumers use quality cues 

in making the choice between products. The relationship 

between quality cues and quality attributes can be 

conceptualised as means-end chains. Quality cues are 

important only to the extent that they are perceived to be a 

mean of achieving ends that are of value to the consumer. 

Quality attributes are categorised as either experience 

or credence attributes (Darby and Kami 1973, Nelson 1970, 

1974). Experience attributes are quality attributes that can 
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be ascertained on the basis of actual experience through usage 

of products. Those quality attributes that cannot be 

ascertained after normal usage of the products over some time 

or without the consultation of an expert are classified as 

credence attributes (Steenkamp 1990). Examples of credence 

attributes are the durability of a motor vehicle, harmfulness 

of cigarettes and financial security of investments. The 

importance and evaluation of a quality attribute are dependent 

on its perceived instrumentality in providing the desired 

consumption experience. For example, the sensory attributes 

of coffee will be of great importance to the perceived quality 

of the coffee when the consumption experience sought is 

hedonic satisfaction. O n the other hand if the individual's 

desire is to stay awake, then the caffeine content in the 

coffee is of great importance. 

Formation of quality attributes 

Generally, the quality attribute beliefs of consumers 

can, in principle, be established by descriptive, informational 

and inferential belief formation (cf. Fishbein and Ajzen 1975). 

Descriptive beliefs refer to all beliefs that result from direct 

observation of the characteristics of the product. Pre-

purchase sampling assists consumers in the formation of 

these descriptive beliefs. However, consumers often lack 

opportunities to sample the products prior to purchase and 

even if they do, rarely they do not necessarily provide the 

information needed for evaluation. For example, the 

perception of the beauty (quality attribute) of an art piece, 
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may not depend on the actual consumption experience but on 

the reputation of the artist (quality cue). A small number of 

quality cues can, however, be acquired in order to form 

descriptive beliefs as they are very much influenced by the 

strength of their perceived relationship with quality 

attributes (Olson 1972, Pinson 1986). The descriptive beliefs 

about the quality cues do not necessarily reflect anything 

about the (unobservable) quality attributes. Processing of 

descriptive cue beliefs is needed before this kind of 

information can be use in the quality perception process. 

These constitute the process of information and inferential 

belief's formation (Steenkamp 1990). 

Quality attribute beliefs may be formed through the 

acceptance of information about the quality attributes 

furnished by external sources such as advertisements, peer 

groups and family. These beliefs are described as 

informational beliefs. The processing of such information is 

influenced by the credibility of the source vividness, 

comprehensibility of the information in the message and the 

involvement of the receiver (Aaker and Myers 1987, Fishbein 

and Ajzen 1975). N e w information on a cue-attribute 

relationship also stands a greater chance of being accepted 

when the discrepancy between the consumer's own position 

and that advocated by the source is smaller (Sherif and 

Hovland, 1961). 

"Inferential beliefs are beliefs about the object not 

explicit in the environmental information" (Steenkamp 1990 p 
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319, Olson 1978). Consumers may infer beliefs regarding the 

quality attributes of a product based on the quality cues from 

which descriptive beliefs are formed. For instance, through 

observation that the vehicle is made in Germany, consumers 

may infer the belief that the vehicle is reliable and efficient. 

"An inferential belief in the quality perception process is 

based on prior beliefs, activated from memory, concerning the 

perceived relationship between a cue and an attribute and new 

information from the environment" (Steenkamp 1990 p 319). 

Prior beliefs are organised in memory schemata and are based 

on prior knowledge about the product categories, general 

perceptions often embedded in the cultural environment and/or 

stereotypes (Fiske and Taylor 1984). Examples of prior beliefs 

are "You get what you pay for" (price as quality cue); "German 

manufactured cars are reliable" (country-of-origin as quality 

cue) and "Coke is the real cola" (brand name as quality cue). 

Generally, prior beliefs seem to have a greater influence 

in inferential quality belief formation than new information 

concerning the strength of the relationship between quality 

cues and the quality attributes in question. However, the 

influence of prior beliefs on inferential quality belief 

formation will be weak if the prior beliefs concerning this 

relationship are weak (Alloy and Tabachnik, 1984, Fiske and 

Taylor 1984). Through time, modification of prior beliefs will 

occur if repeated disconfirming observations exist. However, 

studies have found that individuals tend not to change their 

beliefs once they are established and that they tend to 

misinterpret new information to suit their beliefs (Lord 1979, 
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Alloy and Tabachnik 1984, Ichheiser 1970). People also search 

for information that conforms to their prior beliefs rather 

than disconfirming them (JOhn et al 1986, Snyder and Swann 

1978). With such cue acquisition behaviour, consumers tend to 

misinterpret disconfirming information, which accounts for 

the observation that price is frequently utilised to infer 

quality (Steenkamp 1989) despite the studies which have 

found that price and quality are weakly related (Steenkamp 

1988, Tellis and Wemerfelt 1987). Studies involving 

consumer durables and non-durables have found that 

consumers frequently use multiple quality cues (intrinsic or 

extrinsic) simultaneously to infer a quality attribute (Asam 

and Bucklin 1973, Etgar and Malhotra 1981, Jun and Jolibert 

1983, and Peterson 1977). Jun and Jolibert (1983) found that 

country of origin, price and cues related to the physical 

product all affects beliefs about the performance and 

durability of electronic lighters. 

Factors affecting consumer perceived quality 

The formation of quality judgements involves a subject-

object interaction. When an individual evaluates a product, 

the perceived quality judgement emerges in an environmental 

context and thus cannot be located "inside" the consumer as a 

completely subjective experience or "outside" the consumer as 

an objective subject-free event (Thompson, G.J., Wcander, W.B., 

and Pollio H.R., 1989). This contextual setting consists of 

personal and situational factors which affect the consumers' 

perception of quality. The main personal variables affecting 
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one's perception of quality are involvement, prior knowledge, 

educational level, perceived risk, perceived quality risk and 

quality consciousness. 

Involvement has been defined as "a person's perceived 

relevance of the object based on their inherent needs, values 

and interests" (Zaichkowsky 1985, p. 342). Bloch (1981) also 

defined involvement as "an unobservable state reflecting the 

amount of interest, arousal or emotional attachment evoked by 

the product in a particular individual" (Bloch 1981, p. 413). A 

consumer's involvement with the product affects the 

motivation to process information about the product 

(Greenwald and Leavitt, 1984; Zaichkowsky, 1985). High-

involved consumers, compared to low-involved consumers, 

engage in greater and more elaborate information processing 

and tend to attached more importance to probative, product-

related information (Celsi and Olson, 1988). Accordingly, it 

may be assumed that high- involved consumers will utilise 

more quality information cues than low-involved consumers. 

They may also attach more importance to intrinsic quality 

cues which are perceived to be more probative and are closer 

related to the product than extrinsic cues (Olson and Jacoby 

1972). 

Consumers' prior knowledge about the product enhances 

the ability to process information (Celsi and Olson 1988). 

Individuals with prior knowledge about the product tend to 

have richer and more inter-related schemata of product 

related knowledge that enables the processing of new or 
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additional quality related information at a much deeper and 

more elaborate level (Marks and Olson 1981). Knowledgeable 

consumers form quality attribute beliefs that are less 

extreme in their overall judgements than novice consumers. 

Further, when the product does not contain an unexpected 

pattern of quality cues, knowledgable consumers tend to be 

able to form quality judgements much faster (Celsi and Olson 

1988, Fiske and Taylor, 1984, Sujan 1985). 

Studies have shown that poorly educated individuals tend 

to be less competent in information processing and utilise 

less information in their decision making than those who are 

highly educated (Claxton et al, 1974, Westbrook and Fornell, 

1979). Poorly educated consumers also exhibited the tendency 

to rely less on neutral sources of information and more on cue 

information from personal sources (Steenkamp 1985, 

Westbrook and Fornell 1979). 

Quality consciousness is defined as "A mental 

predisposition to respond in a consistent way to quality-

related aspects which is organised through learning and 

influences behaviour" (Steenkamp 1990). It is a motivational 

factor that leads to consistent responses with regard to 

quality-related aspects. Individuals may exhibit a similar set 

of responses in different situations and products. However, it 

is not regarded as a generalised personality variable, but as a 

domain-specific concept that suggests that attitudes, values 

and personality variables should be operationalised within a 

limited domain when the objective is to use them as 
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predictors of specific behaviour (Ajzen and Fishbein, 1980). 

Responses to quality related aspects may take different 

forms, such as influencing the importance of specific quality 

cues, the level of elaboration in the quality perception process 

and the importance of perceived quality in price-quality trade

offs. W e may hypothesise that quality consciousness is 

positively related to the degree of elaboration and the extent 

of belief formation in the quality perception process 

(Steenkamp 1990). 

The degree of risk an individual perceives in quality 

attribute beliefs affects the person's quality judgements. 

Studies have found that individuals with a higher degree of 

perceived risk tend to depress their overall perceived quality 

of a product (Meyer, 1981; Pras and Summers. 1978). When 

perceiving high-quality risk, consumers tend to rely heavily on 

a single or a few quality cue such as brand name, price, 

country-of-origin and product physical quality. Studies have 

also found that, when consumers' perceive high-quality risk, 

brand name appears to be an especially important quality cue 

for a wide variety of consumer durables and non durables 

(Derbaix, 1985; Roselius, 1971). 

Finally, situational variables have been found to affect 

consumer judgements for a wide range of products. The 

products ranged from beverages, leisure activities and motion 

pictures (Belk, 1975). Effects on consumers' judgements of 

specific brands of fast food restaurants (Miller and Ginter 

1979) and on radio stations (Holbrook, 1984) were also 
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reported. Miller and Ginter (1979) reported further that 

attribute importance and brand perceptions varied across 

usage situations. From the wide variety of situational 

variables Belk (1975) suggested that at least two variables 

seem important in the formation of consumers' quality 

judgements: the usage goal for which the brand is purchased 

and time pressure. Duesenberry (1949, p 22) stated: "When 

goods are looked at as a means of carrying out activities, their 

quality clearly varies with the degree to which they are 

specialised to suit specific purposes." Consumers' usage goals 

will affect the quality cues they use as well as the quality 

attributes which are relevant for overall judgements (Bettman 

1979, Wimmer 1975). 

The amount of time available to consumers for making 

quality judgements affects the opportunity to process quality 

related information. Studies have revealed that, when making 

purchases under time constraint pressures, consumers tend to 

weigh negative quality information heavier than under leisure 

conditions. They also use fewer quality cues and have a greater 

tendency to dichotomise quality cues into acceptable and 

unacceptable categories (Wright 1974, Wright and Weitz 

1977). 

Perceived quality and consumption experience 

Basically consumers purchase products for the 

experience-bringing services they render (Abbott, 1955, 

Holbrook and Hirschman 1982). Abbott (1955) distinguished 
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between basic wants, the desire for certain consumption 

experiences and derived wants, the desire for a product that is 

perceived to provide the means to that consumption 

experience. Perceived quality is the bridge between basic and 

derived wants; it is the extent to which the product is 

perceived to be able to provide a desired consumption 

experience (Steenkamp 1990). Therefore, at the point of 

purchase, perceived quality is the anticipated fitness for 

consumption and upon consumption, it refers to the 

experienced fitness for consumption (Steenkamp 1990). 

Consumption experience is obtained through different types of 

usage behaviours, which may be through the actual physical 

usage of the product, or possession and appreciation (Belk 

1983, Holbrook and Corf man 1983). Consumption experience 

and usage behaviour are closely related, since different usage 

behaviours will often produce different consumption 

experiences (Holbrook et al 1986). Indirect support on the 

relevance of the consumption experience for perceived quality 

judgements is provided by Holbrook (1986), who found for a 

wide variety of consumer durables, non-durables and services 

patterns of relationships among purchasing reasons (included 

quality related aspects) can be accounted for by the aspects of 

the consumption experience. 
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Price 

Consumers' perception of product or brand quality 

affects the intended prices for the product. Price is the 

sacrifice that consumers have to make in order to obtain the 

product they want. It is both an objective and subjective 

stimulus that affects buyers' product evaluations and 

attitudes (Dodds, Monroe and Grewai 1991). The dichotomy of 

information suggests that a $300 suit may be thought of as 

high price for some consumers and a low price for others. 

Therefore, subjective perceptions of the price stimuli may 

vary between consumers, products as well as purchase 

situations and time (Dodd, Monroe, and Grewai, 1991). 

Price plays a dual role in consumer product evaluations 

and purchase decisions. Price acts as an indicator of product 

quality for consumers when limited quality information is 

available or when consumers are unfamiliar with the product. 

It is an indicator of the extent of the. monetary sacrifice 

buyers has to make in order to obtain the product. However, 

how much buyers are willing to pay depends on the amount of 

utility or value they perceive in the product as well as their 

financial ability. 

Research conducted on price and the consumers' 

perceived quality relationship has concentrated on exploring 

the role of price as a quality indicator but not as an element of 

sacrifice. Results from studies show that consumers depend 

on price as an indicator of product quality and that a positive 

relationship exists between price and perceived quality 
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(Leavitt 1954, Tull, Boring and Gonsior 1964, Lambert 1972, 

Shapiro 1968, 1972). However, there seem to be no studies 

exploring the effect of consumers' perceived quality on the 

prices they are willing to pay. 

Price as an indicator of quality 

Many studies in the past decade have been designed to 

test the general wisdom that price and quality are positively 

related. Despite the expectation of a positive relationship, 

results from these studies provide mixed evidence. Leavitt 

(1954) found that subjects tend to have more doubts about 

their choices when they choose lower-priced brands as 

opposed to higher priced brands. However, this situation 

exists under the condition that price is the only quality 

information cue available to consumers (Scitovsky 1944; and 

Massey 1963). Woodside (1974) investigated the relationship 

of price to perception of quality of new products where 

consumers have the minimum amount of information. His 

study reported a significant positive relationship between 

price and perceived product quality. He found that consumer 

perceived quality ratings increase with the price of the 

product. His findings confirmed that, in situations where a 

limited amount of information is available, price plays a 

major role as an indicator of quality in the perception of 

product quality (Woodside 1974). The Gabor and Granger 

(1966) studies indicated that the price-perceived quality 

relationship is direct or monotonic only within certain 

intervals and may be non-linear or even discontinuous outside 
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these intervals. Peterson's (1970) study confirmed that price 

serves as a major determinant of quality perception where 

there is lack of product information and that the price-

perceived quality relationship is non-linear. 

McConnell (1968)* suggested that a non-linear 

relationship exists between price and perceived quality. He 

found that price was utilised by the subjects as a cue of 

product quality when they were presented with a physically 

homogeneous product one with an unknown brand name. The 

highest priced brand was perceived to have better quality than 

the lower priced brands in the study. The middle priced brand 

was perceived as being marginally better than the lowest 

priced brand. Thus price, in the absence of other cues, was a 

powerful determinant of opinions on product quality. 

However, the experiment indicated that consumers' perceived 

quality did not vary linearly with price. In the experiment, 

greater price disparity existed between brand L and Brand P (a 

difference of 3 cents a bottle) than between Brand M and Brand 

L (a difference of 2 cents a bottle). However, the subjects in 

the experiment perceived Brand L and Brand P as much closer 

in quality than Brand L and Brand M. (McConnell 1968). 

Stafford and Enis (1969) expanded on McConnell's (1968) 

study by incorporating an additional independent variable, 

store image, in their analysis of the effects of price on 

consumer perception of quality. The findings of this study 

showed that the judgement of quality by price can be 

confounded by non-price information about the product. In 
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addition to price information, respondents' perception of the 

product's quality changes with the impressions of the store 

where the product was purchased. The results also exhibited 

an inverse relationship between store prestige level and 

product quality perception for low-priced carpet. This 

suggested that a prestige store might endanger its image if it 

carries a wide range of inexpensive products. "Retailers 

having attained certain prestige image in the community may 

not be able to maintain a strategy of being all things to all 

people" (Stafford and Enis 1969). 

It may be rather difficult for an average consumer to 

test the proposition of "you get what you pay for." 

Consumers' evaluation of product quality and their long-term 

memory of good or bad product experiences tend to be biased 

and favour more expensive products (Leavitt 1954, Tull, Boring 

& Gonsior 1964 and McConnell 1968). Experiments testing 

products with approximately equivalent prices under blind 

conditions, found consumers were unable to distinguish one 

brand from another (Allison and Uhl, 1964, Pronko and Bowles, 

1950 and Schlosberg 1941). 

Gardner (1971) studied the degree of generalisation of 

the price-quality relationship. In his study, brand names were 

incorporated into the study as another possible determinant of 

quality perception by consumers. Three products were utilised 

in the experiment: toothpaste, a man's dress shirt and a suit. 

Findings of the study cast doubt on the possibility of a 

generalised price-quality relationship. The study shows price 
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did not affect the perception of product quality on all three 

products, regardless of whether the products were branded or 

not. Peterson and Wilson (1985) argued that the relationship 

between price and perceived quality is not necessarily 

universal and the nature of the relationship need not always be 

positive. Findings from their study supported the assumption 

that the relationship between price and perceived quality is 

non-linear in nature and price is not the only factor 

contributing to the perceived quality of the product (Peterson 

and Wilson 1985). 

Studies have also revealed that price becomes less 

important as a quality indicator when other product quality 

cues, such as brand name (Gardner 1971) or store image 

(Stafford and Enis 1969) is present. The use of price as a 

quality indicator differs by product category. Most positive 

links between price and perceived quality have been found in 

durable goods whereas the relationship between price and 

perceived quality for non-durable or consumable products is 

less related (Gardner 1970, Lambert 1972, Peterson and 

Wilson 1985). 

Price as a "give component" 

As stated above, limited number of studies focused price 

as the "give" factor in a purchase situation. Ahtola (1984) in 

his "exchange-theoretic" model presented price as the major 

element on the "give" side of a give/get equation that 

consumers face. That is, one will give up a certain price in 
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exchange for a bundle of attributes that constitute the "get" 

package of the transaction. Defining price as a sacrifice is 

fairly consistent with concepts developed by many other 

pricing researchers (Chapman 1986; Mazumdar 1986; Monroe 

and Krishnan 1985). For example, consumers may find two 

products that seem to differ only in terms of one attribute 

(quality) and deduct that the price difference between the two 

products reflects the price for that attribute. However, price 

is not the only component in the give factor; time and 

psychological risk are all components that may have to be 

sacrificed in a transaction. Marketers often justify higher 

prices for their products by claiming that their products are of 

a better quality, or better in some aspect compared to other 

products. This has consistently provided consumer knowledge 

on the prices for some characteristics or attributes that are 

regarded as important in a product. For example, generally 

higher quality products demand a higher price. Thus, from this 

"exchange-theoretic" model, w e may assume that the highest 

price a consumer is willing to pay for a particular attribute of 

a product equals the gain he/she perceives obtainable in that 

transaction. Thus if a consumer perceived that quality is an 

important attribute in a product under consideration, then it is 

logical to assume that he/she is willing to pay higher prices 

for products perceived to be of higher quality. 
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Purchase Intentions 

Another variable that is affected by brand name and 

product physical quality is consumers' purchase intention or 

willingness to buy. In recent years, purchase intentions have 

been used routinely in consumer research to predict 

consumers' behaviour. Fishbein and Ajzen (1975) stated, "The 

single best indicator of an individual's behaviour will be a 

measure of his intention to perform that behaviour." 

Marketers often used purchase intentions as a predictive 

measure of subsequent purchase behaviour in many marketing 

research projects. Purchase intentions are regarded as good 

predictive tools for forecasting as they permit each 

respondent to independently incorporate all possible factors 

that contribute to a purchase decision. Purchase intention 

analysis also allows for changes in these factors over time. 

Thus, based on these factors, purchase intentions seem 

particularly well suited for short-term prediction of 

consumers' purchase decisions. Previous marketing studies 

have utilised purchase intentions, for such purposes as 

forecasting (Infosino 1986), market segmentation (Sewall 

1978) and product testing (Silk and Urban 1978). 

The theoretical backbone of purchase intentions comes 

from the social psychological models linking attitudes to 

behaviour. The early studies conducted by the United States 

government on the financial position and demographic 

characteristic of American households found significant 

relationships between intentions to buy and subsequent 
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purchases (eg. Juster 1966; Tobin 1959). Studies conducted 

by Clawson (1971); Ferber and Piskie (1965); Granbois and 

Summers (1975); and Pickering and Isherwood (1975) also 

found a significant positive relationship between consumers 

stated intent and subsequent purchase. However, in some of 

these studies, intentions were found to have overestimated 

purchases, while in others they may have underestimated 

purchases. 

Some studies have found that the predictive validity of 

purchase intentions varies across product types. Gormley 

(1974), Penny, Hunt, and Twyman (1972), Tauber (1975), and 

Warshaw- (1980) reported a strong positive association 

between stated intent and purchase for non-durable goods. 

However, for durable goods, Juster (1966), Adam (.1974), and 

McNeil (1974) reported weak but positive relationships 

between stated purchase intentions and actual purchases. 

In examining the relationships between purchase 

intentions and purchase of new products, Silk and, Urban 

(1978), and Tauber (1975), found relatively good validity in 

the results. However, Tauber (1975) found that intentions 

were highly correlated with the first purchase of new 

products, but not with repeated purchases. Gardner (1971) 

used willingness to buy as a dependent variable in his 

experiment and found strong evidence for brand name 

influence. The study conducted by Dodds, Monroe and Grewai 

(1991) also found that brand name of product significantly 

affected the willingness of consumers to buy a product. 
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Conceptual Framework And Hypotheses Development 

Having provided a historical overview of the research 

associated with brand name development and its effect on 

consumer product evaluation with other information cues, it is 

now necessary to take a point of departure and develop a 

conceptual basis for this research project. The postulated 

relationships and specific hypotheses to be tested will be 

derived and justified from the literature. 

Conceptual framework 

The conceptual basis of this research stems from the 

exploratory studies conducted by Seligman (1986) and Chan 

(1990). They reported that, generally, foreign brand names 

marketed in Asia are either translated directly or phonetically 

into the local languages of the markets. Chan (1990) reported 

that 70 percent of the translated brand names have similar 

pronunciations with the original name (ie. phonetically 

translated) and 15 percent have similar meanings (ie. directly 

translated). From this finding, it seems that international 

marketers tend to pay more attention to the translation of 

pronunciation than to the connotations. Chan (1990) explained 

that the reason for this phenomenon is due to cultural 

differences between western and Asian nations. This 

difference in cultures may cause the same product to have 

very different appeals. Therefore, the connotations or 

meanings of the translated brand names in Hong kong may be 

purposely made different from the original. However, to 
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maintain the link between the translated brand names and the 

original names, the translation is done with respect to 

pronunciation (Chan 1990). Based on the findings reported in 

the exploratory research and through observation of the 

existing localised foreign brands in Asian markets, five 

strategic options were identified. 

FOREIGN BRAND 
NAME 

PHONETIC 
TRANSLATION 

PHONETICALLY 
TRANSLATED 
BRAND NAME 

NO 
TRANSLATION 

ORIGINAL BRAND 
NAME WITH 
PHONETICALLY 
TRANSLATED 
NAME 

ORIGINAL BRAND 
NAME 

DIRECT 
TRANSLATION 

ORIGINAL BRAND 
NAME WITH 
DIRECTLY 

TRANSLATED 
NAME 

DIRECTLY 
TRANSLATED 
BRAND NAME 

Figure 2 Strategic Options in Foreign Brand Names Translation 

Option One: Entering the market with the original 

western brand name. This strategy will provide a strong 

image of an imported product, taking the advantage of the 

"halo" effect that products from developed Western countries 

are of high quality. Well-known international brand names 

may have some carry-over effects on Asian consumer 

perceptions of the products. However, this strategy may 

render the brand foreign and meaningless to the consumers. 
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This strategy may fail to communicate the desired brand 

image and create the needed affinity with the consumers. 

Option Two: Entering the market with phonetically 

translated brand name. This strategy takes the advantages of 

retaining the pronunciation of the original brand name and at 

the same time provides pleasant and relevant meanings in the 

local languages (example: Coca-Cola which goes in Mandarin as 

Kekou Kele meaning tasty and evoking happiness). 

For successful international brands such as Coca-Cola and 

Kodak, phonetic translation enables marketers to retain the 

original brand image which has been developed through years 

of promotion. In the Seligman (1986 p 15) article, he stated, 

"The best transliteration are those that are faithful to the 

original in sound and also manage to carry pleasant-and even 

better, relevant meanings in Chinese." 

Option Three: Entering the market with directly translated 

brand name. Direct translation is the option of choice if the 

original brand name has certain specific meaning attached to 

it (example: North-west Airline, Apple Computer and American 

Express). However, caution must be excercised to ensure that 

the translated brand name does not end up with negative 

association in the local language and culture. For example the 

direct translation of 7-up into Mandarin clashes with the 

Chinese proverb wherein "seven-up, eight-down" which 

expresses "agitation" or "perturbation." The primary weakness 

is in that directly translated brand names may be mistaken for 
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local brands and so lose the association with the original 

brand name. 

Option Four: Entering the market with the combination of 

the original brand name and the phonetically translated name. 

This strategy provides the advantage of both an original brand 

name and a phonetically translated brand name. It enables 

markters to localise the brand through phonetic translation 

and, at the same time, retain the image of the original brand 

name. Thus it is most suitable for marketers with well-known 

foreign brands, having the desire to localise them to create 

the affinity with local consumers while maintaining the 

original brand image. 

Option Five: Entering the market with the combination of 

the original brand name and the directly translated name. This 

strategy provides the brand with strong local identity that 

consumers are able to easily associate with and at the same 

time, maintaining the identity of a Western or imported brand. 

This strategy has the combined strengths and weaknesses of 

both Strategy One and Three. 

Hypotheses 

Previous research has reported brand name to have 

significant effect on consumers perceived quality of products 

in both single cue and multi-cues situation (Allison and Uhl 

1964, Maken 1965, Jacobson, Olson and Haddock 1970, Peter 

and Jolibert 1976, Nevid 1981, and Jun and Jolibert 1983), 
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price (Donoho and Nelson 1989) and purchase intentions 

(Dodds, Monroe and Grewai 1991, Gardner 1971). Makens 

(1965) studied the effect of brand preference on consumers' 

perceived taste of turkey meat and found the mean score for 

the sample from the well-known brand significantly higher 

than the unknown brand. The results confirmed that the 

preference for the well-known brand was strong enough to 

influence the perceived taste for the product. Unfortunately, 

no empirical studies appear to have been published exploring 

the effect of translated brand name on consumers perceived 

quality, price and purchase intentions. However, it is expected 

that the translation of a brand name to a familiar language 

will enhance its brand image. Products with brand name in 

language familiar to consumers are more effective in 

communicating the appropriate identity and creating the 

necessary affinity with the consumers. Chan (1987) reported 

that the level of difficulty in brand name pronunciation 

significantly affected sales of products. His study found that 

the linguistic frustration experienced by Hong Kong Chinese 

consumers in pronouncing brand name of French wine 

discourages purchase and consumption, particularly among new 

users. Based on this reasoning and the findings from the 

empirical studies reviewed, the following hypotheses are 

proposed. 

Hypothesis 1: Translated brand name will have significant 
effect on consumers perceived quality, the price they are 

willing to pay and purchase intentions. 
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Hypothesis 2: Translated brand name from known foreign 

brand will have greater effect on 1) consumers perceived 

quality, 2) the price consumers willing to pay and 3) purchase 
intentions than translated brand names from unknown foreign 

brand. 

Hypothesis 3: Brand name in local languages or in languages 

familiar to the consumers will be rated higher in quality, price 

and purchase intentions than products with brand name in 

foreign languages. 

Dogona (1967) stated that whenever we hear a new and 

unknown word for the first time, our perception of the word 

may not be neutral but embodies certain resonance and values 

due to the effect of the phonetic composition in the word. 

Similarly, hearing a new brand name for the first time, will 

leave us with a positive or negative impression. 

Psycholinguists (eg. Schloss, 1981 and Bergh, 1984) suggested 

that a group of plosive consonants (eg. B, C, D, G, K, P and T) 

appear to add strength to the sound of those brand names 

utilising these consonants. Similar to the English language, 

Chinese languages (Mandarin and Cantonese) also have 

psycholinguistic patterns. In Cantonese there is a 

predominance of nasal sounds, eg. nan, ying and yang, A, N and 

G are very common whereas in Mandarin the shoo and shur 

sounds predominate (McDonald and Roberts 1990). 

Phonetically translated brand name will have similar 

pronunciation to the original name and may sound very 

different from the directly translated brand name. Thus, the 

different methods of foreign brand name translations will 

have different psycholinguistic patterns. However, of more 
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importance are the strategic advantages each method of 

translation offers to marketers and their effects on 

consumers discussed in the earlier paragraphs in this section. 

Hypothesis 4a: With well known foreign brand, Mandarin-

educated subjects will rate the phonetically translated brand 

name, the original brand name and the two combinations of 

original and translated names significantly higher in product 
judgments than the directly translated brand name 

Hypothesis 4b: With unknown foreign brand, Mandarin-

educated subjects will rate the translated brand name 

(phonetic and direct) and the two combinations of original and 

translated names significantly higher in product judgments 
than the original brand name. 

Hypothesis 4c: English-educated consumers will rate the 

original brand name and the two combinations of original and 

translated brand names significantly higher in product 

judgments than the phonetically and directly translated brand 
names for well known and unknown foreign brands. 

Hypothesis 4d: There will be no significant difference in the 

effect of brand name translation and product physical quality 
on consumers' product evaluations across products with 

different culture association (eastern and western). 

The effects of product physical quality on consumer 

perception of product quality has been explored by researchers 

in recent years. Szybillo and Jacoby (1974) conducted 

research on intrinsic and extrinsic cues as determinants of 

consumer product quality perception. They found that the 

intrinsic cue, the quality level of the product in the 

experiment, exhibited greater effects on consumer perception 

of the product quality than price and store images. Other 
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studies conducted by Wheatly, Chiu and Goldman (1981) and 

Kamen and Toman (1971) also supported the findings that 

intrinsic cues such as product physical quality has a 

significant effect on consumer perception of quality. Thus 

Hypothesis 5 is: 

Hypothesis 5: The level of product physical quality' will 

have a significant positive effect on consumer perceived 

quality, price and purchase intentions. 

The effect of product physical quality on consumer 

product judgments in multi-cue situations has rarely been 

studied and no conclusive findings has been reported. 

However, Olson and Jacoby (1972) stated that they believe 

intrinsic cues have a more powerful effect upon consumer's 

quality judgements than extrinsic cues. Olson also postulated 

that, theoretically, intrinsic cues are likely to have stronger 

impact on consumer's quality evaluation as intrinsic cues tend 

to have higher "predictive" value (Olson 1977: Cox 1962). 

However, other researchers (Cox, 1962, Froman, 1953; White, 

1966) have suggested that non-objective criteria, especially 

various types of images associated with brand names or 

corporate names, tend to be used more frequently by 

consumers in their evaluation of alternative brands than 

intrinsic cues such as the product composition, colour, taste 

and smell. 

Support for the above statement was provided by the 

pioneering studies of Allison and Ulh (1964) which indicated 

that labels and their associations influenced subjects' 
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evaluations of products. This study further suggested that the 

product distinctions or differences in the minds of the 

subjects arose primarily through their receptiveness to the 

firm's marketing efforts rather than through perceived 

physical product differences. Other studies conducted by 

Peterson (1979) and, Valenzie and Eldridge (1973) also 

supported the findings that extrinsic cues have greater effect 

on consumers perceived quality than intrinsic cues. However, 

later research in this area reported conflicting results. 

Research conducted by Szybillo and Jacoby (1974) found 

physical product differences to have greater effect on 

consumers perceived quality than extrinsic cues. This 

supports the Olson (1972) theory that intrinsic cues have 

greater effect on consumer's perception of quality than 

extrinsic quality cues such as brand name and price. Wheatley 

and Chiu (1981) also found that product physical quality cues 

have a significant effect on consumers perceived quality in a 

multi-cue situation. Hence Hypothesis 6 is as follows: 

Hypothesis 6: Product physical quality cues will have 

greater effect on consumers' product judgments than extrinsic 

cues such as translated brand name in a multi-cue situation 

when the differences in product quality are distinguishable. 

The relationships between perceived quality, price and 

purchase intentions have rarely been studied. In fact, no study 

has been published exploring the joint relationships between 

these variables. However, Dodds, Monroe and Grewai (1991) 

have found that consumer perceived quality and perceived 

value affect consumers' willingness to buy. In the Howard-
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Sheth consumer behaviour model it is also postulated that 

consumer perceptions influence their attitude which in turn 

affects their intentions and behaviour. Williams (1982, p 13) 

also stated that "...customer's decision to purchase a product 

will be influenced to a large extent by the way he perceives 

the product." Thus, based on the findings from this literature, 

it is reasonable to assume that consumer perceived quality of 

a product will have a positive effect on his/her purchase 

intentions. 

The relationship between consumer perceived quality and 

the price they are willing to pay is best explain by the 

"exchange-theoretic" model developed by Ahtola (1984). In 

his model Ahtola presented price as the major element on the 

"give" side of a give/get equation that consumers face. One 

will give up a certain price in exchange for a bundle of 

attributes that constitute the "get" package of the transaction. 

Defining price as a sacrifice is fairly consistent with 

concepts developed by many other pricing researchers 

(Chapman 1986; Mazumdar 1986; Monroe and Krishnan 1985). 

As presented in Athola's exchange-theoretic model, price is 

what consumers give to obtain the product they want, and 

prices of products differ due to the differences in the 

attributes or characteristics of products. Therefore, the 

consumer's perception of product quality is one important 

variable that influences consumer's willingness to pay the 

extra dollar. For example, most consumers who are quality 

conscious are prepared to pay higher prices for products with 

brands that assure them of higher product quality. Apart from 
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being the sacrifice component of purchase, price also acts as 

an indicator of product quality to consumers. Empirical 

studies have shown that price is a good indicator of product 

quality (Leavitt 1954; Tull, Boring and Gonsior 1964; Lambert 

1972; Shapiro 1968, 1973; Gardner 1971; Stafford and Enis 

1969 and Woodside 1974). This leads to the following 

hypothesis: 

Hypothesis 7: A positive relationship exists between 

consumer perceived quality, the price they are willing to pay 

and their purchase intentions. 

Academic experiments exploring consumer behaviour and 

responses to marketing variables conducted under artificial 

experimental settings have created doubts as to the validity of 

their findings in real-world market situations with 

consumers. The external validity of an experiment refers to 

its ability to generalise the findings to alternative measures 

of the cause and effect and across different types of people, 

settings and times. Previous research exploring the 

integration rules used by consumers in forming product 

judgments and decisions centred on the utilisation of pencil-

and-paper tests. This has created doubts about their validity 

in real-world settings. Ebberson and Konecni (1980) have 

criticised the laboratory simulations that provide the 

underpinning for the integration model for their lack of 

validity in real-world settings. 
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Hypothesis 8: There is no difference in the results between 

experiments conducted under artificial experimental settings 
with pencil-and-paper tests and experiments under natural 
settings with taste-tests. 

The information integration paradigm, and the associated 

functional measurement methodology (Anderson, 1970, 1971, 

1974, 1981, 1982; Bettman, Capon, & Lutz, 1975a, 1975b; 

Lynch, 1985; Shanteau & Ptacek, 1983; Troutman & Shanteau, 

1976), provides a powerful and well-developed set of theories 

and methods for study of how multiple informational cues are 

encoded and integrated in perceptual and judgment tasks. The 

focus here will be on those aspects of the paradigm that is 

relevant to the present research only. 

The information integration approach assumes that the 

task of integrating two or more bits of information about an 

object (eg. brand name translation Bj and Product physical 

quality Qj) into overall judgments or response (eg. overall 

perceived quality PQjj, Price Py and Purchase Intentions Pljj) 

is separable into three distinct processes or stages: 

1. A valuation stage, which involves the transformation of 

the provided information cues (Bj and Qj) into subjective 

scale values (bjand qj). 

2. An integration stage, during which the scale values are 
combined using some unknown integration rule to create 

overall judgments. 

3. An output stage, which transforms the covert judgments 

into responses. 
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Functional measurement methods are usually employed 

to diagnose the integration rule used. It relies on rating 

scales, measures of response, and graphical as well as 

statistical tests to simultaneously diagnose the integration 

model and generate interval-scaled measures of the input 

informational stimuli. 

Studies in human information processing have reported a 

variety of integration models used by individuals in forming 

perceptions and judgments. However, recent psychology 

research has validated three main integration models. The 

linear additive model, which constitutes the straight addition 

rule, weighted addition rule (Fishbein 1973), straight 

averaging rule and the weighted averaging rule (Anderson 

1963). The subtraction model, based on the idea that the 

strength of an overt response depends on the difference in the 

strength of competing responses, (Shanteau & Anderson, 1969) 

was supported by research conducted by Scheffe' (1952), 

Beachel (1967) and Shanteau and Anderson (1969). Lastly, the 

multiplicative which based mainly on risk decision making 

(Shanteau and Anderson 1972) was supported by research 

conducted by Grasser and Anderson (1974). 

Although studies in human psychology have identified the 

existence of numerous integration rules, marketing 

practitioners have consistently assumed the dominance of the 

linear additive model in consumers' perceptions and judgments 

of product. The conjoint analyses, a popular marketing 

research technique in assessing consumers' responses to 
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combinations of various products' attributes assumes that the 

linear additive model exists in consumer judgments formation 

often without testing whether this truly represents the 

judgments (Cattin and Wittink, 1982; Green and Srinivasin, 

1978). To validate the existence of the Linear additive model 

in consumers' perceptions and judgments formation, 

Hypothesis 9 is set as: 

Hypothesis 9: Subjects will predominantly use the linear 
additive model in forming quality, price and purchase intention 

judgments. 
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CHAPTER 3 

THE RESEARCH METHODOLOGY 

Introduction 

In this chapter a description of the research methodology 

and its operationalisation is provided. The preparatory work 

conducted prior to the experiments is first discussed, 

followed by the description of the experimental designs and 

procedures. Finally the analysis and results of the 

experiments are enumerated. 

THE PR-EXPERIMENTATION WORK 

Sample Selection 

To facilitate data collection, employees from two large 

organisations in Singapore were used in the study. These 

organisations provided a pool of 1500 employees and was 

located in the western part of Singapore. It was considered 

that the employees were typical of the Singaporean population 

and were anticipated not to be in any way different from a 

sample that would be obtained with other methods such as 

shopping mall interception. The age of the sample ranges from 
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18 to 45 and contained a good cross-section of males and 

females. 

A total of 420 potential subjects between the ages of 18 

to 45 was invited to participate in the experiments and 100 

refused. The balance 320 subjects, (160 English-educated and 

160 mandarin-educated) was recruited. Subjects from each 

of the two groups were further randomly assigned to smaller 

experimental groups with 10 subjects having a similar 

educational background in each group. The target population 

for the study were male and female consumers of diverse 

educational backgrounds who are frequent consumers of orange 

and star-fruit juices. Subjects were screened to ensure that 

participants possessed the required characteristics. 

Product selection 

The product category used as stimuli for this study were 

orange juice and star-fruit juice. The primary reasons for 

selecting these two products as stimuli were because the 

quality of these products can be easily varied and they are 

commonly consumed products. A series of pretests was 

conducted to determine the cultural association (eastern and 

western) of different types of fruit juices. The reason for 

this survey was to separate the fruit juices based on their 

cultural association and to choose one fruit juice from each 

culture for the actual experiments. Two types of fruit juices 

(western and eastern) were selected as stimuli for the 

experiments of the study. The products were selected as a 

result of their cultural ratings from the respondents in the 
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pretests. Lists of fruit juices were complied from surveys of 

supermarkets in Singapore and were presented to consumers to 

rate the culture association of each fruit juice. A 

convenience sample of 50 consumers from Singapore 

participated in the pretest. A 10-point rating scale for 

cultural association (ranges from 1 = eastern and 10 = 

western) was utilised to measure respondents' ratings for the 

above products. 

Based on the results from the pretests, two fruit juices, 

orange juice and star-fruit juice were selected as stimuli for 

the actual experiments. Orange juice was found to be highly 

association with the western culture; with a mean rating of 7; 

while star-fruit juice was found to be highly associated with 

the eastern culture with mean ratings at 3.7. The differences 

in culture association between these two juices were 

confirmed by the t-test statistics (t(i)49)=2.9, P<0.01). 

Another reason for utilising these products as judgment 

objects were due to the wide range of alternatives available 

and judgment of the quality and price of these products would 

not be a foreign task to the average consumers who purchased 

and consumed them frequently. The juices selected for the 

experiments are typical daily consumer purchases requiring 

some element of quality and price judgment. 
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Brand name selection 

A list of brands of fruit juices presently marketed in 

Australia and/or Singapore was complied and presented to 50 

consumers in Singapore. The list of brands of fruit juices was 

compiled through surveys of two major supermarkets in 

Australia (Woolworth and Coles) and Singapore (Cold Storage 

and Yaohan). The 50 respondents were then asked to rate each 

brand name based on its connotation. A total of 10 brands of 

fruit juice, 5 known brands and 5 unknown brands (brands 

marketed in Singapore were considered known brands and 

brands not marketed in Singapore were considered unknown) 

were presented to 50 consumers. Brand names' connotations 

were measured on a 10-point rating scale; with 1 = highly 

negative connotation and 10 = highly positive connotation. 

From the results of the survey, two brands of fruit 

juices with fairly similar connotation (one known brand and 

one unknown brand) were selected from the list of brand 

names as brand names for the actual experiments. The unknown 

brand "Sunrise" and the known brand "Treetop" with fairly 

similar connotations (mean ratings for "Sunrise" 5.26 and 

mean ratings for "Treetop" 4.82; t(ij49)=0.65 with P>0.131) 

were selected as stimuli for the experiments. These brand 

names were then phonetically and directly translated into 

Mandarin. T w o independent translators were used; one to 

translate the English brand names into Mandarin and another to 

translate the translated names back to English. The objective 

of this exercise was to check the validity and reliability of 

the translation. Care has been taken to ensure that the 
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connotations of the translated brand names were similar to 

those of the original names. Another test was administered to 

check the similarity of the connotations among the translated 

brand names and the original names. The four brand names 

(two translated names and two original names) were presented 

to 50 bilingual consumers and again they were asked to rate 

each brand name based on their connotations on a 10-point 

rating scales similar to the above. Again the results of the 

analysis of variance indicated no significant difference in 

connotations among the four brand names (F(3>47)=1.049; P-

value>0.388). These four brand names (two translated names 

and two original brand names) were then used as stimuli in the 

actual experiments. 

Product Quality Test 

Another variable that was varied in this study was the 

composition of the products. The quality of the orange juice 

and star-fruit juice were varied by dilution with water. The 

high-purity juice was a lighter colour and of a heavy texture 

with fruit sediment clearly visible in the bottle. The low-

purity juice was a darker, clearer liquid of a thinner 

consistency. A series of taste tests was administered to 

vary the quality of the fruit juices to the level where 

consumers were able to determine high, medium and low 

quality differences. In this pretest experiment, 20 subjects 

evaluated two juices each with various quality levels. Four 

samples with different quality level (varied in the 

concentration of the juice) were presented to the subjects on 
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a random basis. The four samples comprised of: sample 1 

with 1 0 0 % juice, sample 2 with 8 0 % juice and 2 0 % water, 

sample 3 with 6 5 % juice and 3 5 % water and sample 4 with 

4 5 % juice and 5 5 % water. The 20 subjects were asked to taste 

each sample and rate them on a 100 point rating scale (very 

low to very high) used by Troutman and Shanteau (1976) to 

measure product quality. Findings from the taste-test 

indicated quality difference between samples One, Three and 

four. The mean ratings for each sample are as follows: sample 

one mean = 77.65, sample two mean = 72.5, sample three mean 

= 59.25 and sample four mean = 35.5. The one-way analysis of 

variance indicated significant difference in quality ratings 

between the sample with F(3,17)=48.177 and P>001. The 

student-Newman-Keuls test (multiple range tests) also 

indicated significant differences between sample One, Three 

and Four. Therefore, based on the results of the analysis 

reported above and the mean of each sample, the concentration 

of the juices for the actual experiments was diluted at 0 % for 

high quality, 3 5 % for moderate quality and 5 5 % for low quality. 

EXPERIMENTATION 

The experiments described below address the central 

purpose of this research. Eight experiments will be reported in 

this chapter. The experiments are divided into two groups. In 

Group One, four experiments (Experiment 1, 2, 3 and 4) will 

investigate the effect of brand name translation and product 

physical quality on perceived quality, price and purchase 
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intentions with consumers of different educational background 

(English-educated and Mandarin-educated) and foreign brands 

with various levels of familiarity (well known and unknown 

brand). These experiments will be also investigate the effect of 

brand name translation and product physical quality on consumer 

product perceptions and evaluations across products with 

different cultural association (Western and Eastern). All the 

four experiments were conducted under highly artificial 

experimental settings using pencil-and-paper tests. Experiment 

1 was designed to investigate the effect of brand name 

translation and product physical quality on English-educated and 

Mandarin-educated consumer product perceptions and evaluations 

with a well-known foreign brand of orange juice (a western 

product). Experiment 2 replicated Experiment 1 and examined 

the similar effects with an unknown foreign brand of orange 

juice. Finally, Experiment 3 replicated Experiment 1 and 

Experiment 4 replicated Experiment 2 with starfruit juices (an 

eastern product). Experiments in Group Two (Experiment 5, 6, 7 

and 8) will repeat all experiments in group one conducted under a 

more realistic experimental setting using taste-testing. Detail 

of the structure of each experiment is presented in the table 1 

and 2 at the end of this chapter. 

The research design 

Factorial experimental designs with repeated measures 

were utilised to assess the effects of the various levels of 

independent variables. This design enabled the integration of 

the various levels of brand name translation and product 
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physical quality and to analyse their effects on consumer 

perceived quality, price and purchase intentions. Another 

unique feature of the factorial experimental design is that it 

permits researchers to evaluate the integration rule. 

Repeated measures were implemented on the same 

subject for each of the treatments because a more precise 

comparison of the effects could be made. An advantage of 

repeated measures is that source variability between subjects 

in the study is excluded from the experimental error and only 

within subjects' errors is entered into the experimental error, 

as the two treatments (the initial treatment and the repeated 

treatment) are compared directly for each subject. Another 

advantage of using repeated measure design is that only a 

small sample size is required. However, the major 

weaknesses of repeated measure designs are the interference 

connected with the position of the treatment order and the 

effects of preceding treatments on the later treatment. These 

interferences are known as the "carry-over-effects". 

However, these interferences can be minimised by randomising 

the treatment order for each subject independently and 

allowing sufficient time between treatments. 
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Description of Group One Experiments 

The Sample 

A total of 80 subjects (40 Mandarin-educated and 40 

English-educated) was recruited for the four experiments 

(Experiment 1, 2, 3 and 4). The subjects were recruited from 

two large organisations located in the western part of 

Singapore. The researchers introduced themselves as members 

of a university, explained the nature of the experiments and 

asked for cooperation. Those subjects who agreed to 

participate in the experiment were asked to be seated and a 

series of screening questions was asked to ascertain their 

educational background, age and how frequently they purchased 

and consumed orange and star-fruit juices. This short 

excercise was to ensure that the subjects selected for the 

experiment fitted the profile of the target group. They were 

then divided into two groups based on their educational 

background. 

One hundred and twenty potential subjects were invited 

to participate in the experiment. Ten percent of the potential 

subjects approached refused to participate and twenty percent 

were rejected because they failed to fit to the profile of the 

target group. Eighty subjects formed two experimental groups. 

Each group twenty subjects with a similar educational 

background (English-educated and Mandarin-educated) were 

randomly allocated for this experiment. Ten subjects from 

each of the two experimental groups were again randomly 

allocated to participate in each experiment. Each experiment 
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constituted 20 subjects, 10 English-educated subjects and 10 

Mandarin-educated subjects. The subjects of the experiment 

were both of male and female between the ages of 18 to 45. 

Material 

The stimuli used in the experiments were fifteen Index 

cards describing 15 bottles of fruit juices (Orange juice for 

Experiment 1 and 2 and Starfruit juice for Experiment 3 and 4) 

consisting of a cross over of 5 brand names with 3 levels of 

product quality. The 5 brand names were 1)the original foreign 

brand name, 2)the phonetically translated brand name, 3)the 

directly translated brand name, 4)the phonetically translated 

name and the original name and 5)the directly translated name 

and the original name. The 3 product quality levels were 

1)high, 2)moderate and 3)low juice concentration. Each card 

consisted of one brand name and information describing one 

level of juice concentration either high, moderate or low. The 

three levels of product quality were represented by the degree 

of fruit juice concentration, 1 0 0 % juice = high concentration, 

6 5 % juice = moderate concentration and 4 5 % juice = low 

concentration. Samples of the index cards are presented in 

Appendix 2. 

Design 

The design and the procedure of the four experiments are 

similar, with the exception being the different product sample 

(fruit juices) and brand names used in each experiment. 
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Experiment 1 was conducted with a well-known foreign brand 

"Treetop" and orange juice as the product sample. Experiment 

2 replicated Experiment 1 with an unknown foreign brand 

"Sunrise". Finally, Experiment 3 replicated Experiment 1 and 

Experiment 4 replicated Experiment 2 with starfruit juices, 

an eastern culture product. 

A full-factorial 5x3 design with 5 brand names with 3 

levels of product quality was developed for the experiments. 

The 5 brand names were combined with 3 levels of product 

quality high juice concentration, moderate juice concentration 

and low juice concentration to create 15 index cards 

describing 15 bottles of fruit juices. The 15 index cards were 

randomly presented one at a time to subjects in each 

experiment for quality, price and purchase intention ratings. 

Repeated measures were used in the experiment. 

Measurement 

The dependent variables measured in this study were 

1)perceived quality, 2)prices consumers willing to pay and 

3)purchase intentions. The three dependent variables were 

measured individually. Subjects perceived quality and 

purchase intentions for each stimulus were rated on two 100-

point rating scales (used by Troutman and Shanteau (1976), 

and the prices they were willing to pay were recorded. The 

100-point scale was drawn on a card. A line, divided into 100 

sections and numbered at intervals of ten, was anchored at the 

"0" end by the words "very low quality" for perceived quality 
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and "very low probability of purchase" for purchase intentions, 

and at the "100" end by the words "very high quality" for 

perceived quality and "will definitely buy" for purchase 

intentions. The same rating scale was used in all the 

experiments. A reproduction of the rating scales is presented 

in Appendix 1. 

To add reality to the experiment, no formal training was 

given to the respondents either in use of the scale or in making 

judgments. The two extremes of the scale (0 and 100) firmly 

anchored in each end reveal the appropriate stimuli on' the 

scale value that reasonably indicate the subject's perceived 

quality and purchase intentions. It was assumed that based on 

this instruction alone, it would be sufficient to stabilise 

judgments so that averaging the group's judgment responses 

would yield dispersions around the means that enable 

meaningful comparisons to be made. 

Procedure 

Data collection for the 4 experiments took place on a 

mid-week at lunch time in the canteen of a manufacturing 

plant in the western part of Singapore. Full co-operation was 

received from the management and staff of the company. 

Subjects of the experiments were interviewed individually, 

and each task was clearly explained, with the researchers 

constantly checking to ensure that the subject understood the 

instructions given. Each subject was asked to call out the 

quality ratings, price and purchase intention rating for each 
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stimulus as they were randomly presented in the experiment. 

To ensure that they fully understand the process of the 

experiments, the subjects were asked to explain what was 

requested of them before the experiments began. The 

researchers also pointed out to the subjects that the 

information about the concentration of the juice and the brand 

name presented in each index card was to assist them in their 

judgment task. 

A total of fifteen index cards with the full-factorial 5 X 

3 design was presented to the subjects for quality, price 

judgments and purchase intentions. Foreign brands of fruit 

juices were translated into Mandarin to create the 5 brand 

stimuli in each of the experiments. The subjects were asked 

to rate the perceived quality and purchase intention for each 

bottle of fruit juice based on the brand n a m e and the 

description of the levels of fruit juice concentration 

presented in each card. They were also asked to state the 

price they were willing to pay for each bottle of juice based 

on the information presented in each index card. The perceived 

quality, purchase intention ratings and the price for each 

product presented in each card was registered on a fresh piece 

of paper in order to ensure that the subjects did not have 

access to the record of their earlier judgments. A repetition 

of the above experiment was conducted on the same group of 

subjects one week after the first experiment to verify their 

responses. The average time taken for administering the 

experiment on each subject is presented in Figure 3. 
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Activities 

Introduction Interview 

Define Survey Objectives 

Introduction to Rating 
Scales 

Data Collection 
(Pencil-and-Paper Tests) 

Total Experiment Time 

Approx. Time (Min) 

5 mins 

5 mins 

10 mins 

20 mins 

35 mins 

Figure 3: Schedule of experimental tasks (Pencil and Paper Test) 

Description Of Group Two Experiments 

Experiment 1, 2, 3 and 4 were repeated in Experiment 5, 

6, 7 and 8 under a more natural experimental setting with 

taste tests. Again repeated measures were administered in 

each experiment 

The Sample 

The methods and location used to recruit the subjects 

for this group of experiments were identical to those 

experiments described in group One. However, in these 

experiments, a total of 240 subjects was recruited, forming 

two experimental groups with 120 subjects in each group 

having similar educational background; (i.e., with either 

English or Mandarin education). Thirty subjects from each 

experimental group (30 English-educated subjects and 30 
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Mandarin-educated subjects) were randomly allocated to 

participate in each experiment. 

Design 

The design of Experiments in this group was similar to 

those of group one, with the exception that the experiments 

were conducted in a more natural experimental setting with 

the use of actual products and taste tests. Subjects in these 

experiments were presented with bottles of fruit juices 

(orange juice with Experiment 5 and 6, and starfruit juice 

with Experiment 7 and 8) and taste tests were administered. 

Fifteen bottles of fruit juice comprising of the independent 

variables (5 brand name and 3 levels of product quality) were 

presented to each subject for quality, price and purchase 

intentions rating. Again the full-factorial 5 X 3 design with 5 

brand names and 3 levels of product quality was used to 

solicit responses from the subjects. Each subject was asked 

to rate the overall quality, price and purchase intentions for 

each of the 15 stimuli as they were randomly presented and 

taste-tested. 

Material 

The stimuli for this experiment were fifteen, 1-litre 

bottles of orange juice instead of fifteen index cards used in 

the previous experiment. Each bottle of orange juice was 

labelled with one of the five translated brand names with no 

other information presented on the labels. The three quality 
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levels of the fruit juices were achieved by diluting the juice 

content with water. The amount of water added to the juice 

was determined by the results of the pretest administered in 

the pre-experimentation phase of the research. Stimuli with 

high juice concentration ie. 1 0 0 % orange juice, no water was 

added. Stimuli with moderate juice concentration, 3 5 % of 

water were added and stimuli with low juice concentration, 

5 5 % water was added. Reproductions of photographs of the 

stimuli are presented in the Appendix 3. 

Measurement 

Again, the dependent variables measured in this study 

were the overall quality perception, the price consumers were 

willing to pay and the purchase intentions of the products. 

These variables were measured on 100 point rating scales 

similar to those described in group one experiments. 

Procedure 

The procedures for these experiments were identical to 

experiments described in the previous group, except that, in 

these experiments, subjects were presented with actual 

products and taste tests were conducted to assist them in 

judging the quality, purchase intentions and price of each 

bottle of fruit juice. As before, judgments were solicited 

from the subjects during lunch time at mid-week in the 

canteens of two large manufacturing plants in the western 

part of Singapore. Due to the complexity and tediousness of 
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the experiments, each subject was asked to judge the fifteen 

stimuli on one of the three dependent variables (either 

perceived quality, price or purchase intentions). Therefore, a 

total of 30 English-educated and 30 Mandarin-educated 

subjects were required in each experiment. 20 subjects, (10 

English-educated subjects and 10 Mandarin-educated) were 

asked to judge the stimuli on perceived quality, another 20 

subjects on price and another 20 subjects on purchase 

intentions. No formal training was given to the subjects, but 

clear instructions were provided on how the rating scales 

worked. They were told to consider each bottle of fruit juice 

as they were presented and taste-tested, and to call out the 

quality, price and purchase intention ratings for each stimulus. 

The experiment's instructions were given clearly to the 

subject and they were asked to explain what they thought they 

had to do before the judgment task began, This ensured that 

the process of the experiment was fully understood by each 

subject. 

Subjects were asked to be seated and each subject was 

presented with fifteen bottles of fruit juice with 5 brand 

names and 3 levels of quality in a random order, one at a time. 

Taste tests were administered to assist each subject in 

judging the quality, price and purchase intention for each 

bottle of juice. A small amount of water was given to each 

subject in between taste tests to neutralise the taste of the 

previous sample. The dependent variables, perceived quality 

was measured with the first 20 subjects, followed, by the 

prices they were willing to pay with the next 20 subjects and 
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purchase intentions with the last 20 subjects. The perceived 

quality and purchase intentions for each bottle of orange juice 

were captured on two 100-point rating scales and the price 

subjects were willing to pay for each bottle of juice was 

stated. Oral responses of the subjects were recorded by the 

researcher so that the subjects did not have access to the 

record of their earlier judgments. Each experiment was 

repeated one week later with the same subjects to verify their 

responses. The average time taken for administering each 

experiment is as follows: 

Activities 

Introduction Interview 

Define Survey Objectives 

Introduction to Rating Scales 

Data Collection 
(Presentation of product samples 

and Taste-Tests) 

Total Experiment Time 

Approx. Time (Min) 

5 min 

5 min 

10 min 

25 min 

40 min 

Figure 4: Schedule of experimental tasks (Taste-Test) 
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CHAPTER 4 

ANALYSES AND RESULTS 

Experiment 1: Brand Name Translation And Product 
Physical Quality For A Well-known Foreign Brand 
(Treetop) In An Artificial Experimental Setting With 
Western Product Class (Orange Juice). 

This first experiment was designed to evaluate the 

effect of brand name translation and product physical quality 

for a well-known foreign brand (Treetop) and western product 

class (orange juice) in an artificial experimental setting. 

Two groups of subjects were used, English-educated and 

Mandarin-educated. The analytical procedures followed 

involved the fitting of the ANOVA model, the examination of 

the residuals to evaluate the model fit and, if the fit was 
• 

adequate, proceeding with the statistical tests. If the tests 

revealed significant main effects and the interactions were 

not significant, and the plots of interaction terms were 

parallel, it was considered that the linear additive model was 

sufficiently representative of the consumer judgments 

(Anderson 1972). Omega-Squared values were calculated to 

asses the strength or proportion of variance explained by each 

factor (Neter, Wasserman, Kuter, 1990). Finally multiple-

comparisons were implemented to further clarify the nature of 

the relationships (Keppel 1982). The same procedure will be 

followed in evaluating the effects of all experiments. 
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Relationships of dependent variables 

As a preamble to the statistical analysis, correlation 

coefficients for the three dependent variables were calculated. 

These were shown for the two groups of subjects in Table 3. 

There was a high degree of correlation between the dependent 

variables (ranges from .81 to .88, p<0.05) suggesting that the 

results for the three variables should be very similar and so 

providing preliminary support for Hypothesis 7 that a positive 

relationship exists between consumer perceived quality, the 

price they were willing to pay and their purchase intentions. 

Table 3 Correlation Table for Perceived Quality, Price and Purchase 
Intentions for a well-known Foreign brand of Orange Juice in 
Artificial Experimental Setting 

Enqlish-educated Sub 

Perceived Quality 

Price 

Purchase Intentions 

ects 

Perceived Quality 

. 

.83 

.88 

Price 

.83 

-

.86 

Purchase Intentions 

.88 

.86 

-

Mandarin-educated Subjects 

Perceived Quality 

Price 

Purchase Intentions 

Perceived Quality 

. 

.83 

.82 

Price 

.83 

-

.81 

Purchase Intentions 

.82 

.81 

-

The overall analysis and validation of the linear additive model 

The results for the overall analysis of variance are 

shown in Table 4 and the means in Table 5. An examination of 

the residuals revealed no serious anomalies so it was 

considered appropriate to proceed with the interpretation of 
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the statistical tests. As can be seen the results were 

virtually identical for each group of subjects. For English 

educated subjects the main effects for brand and quality were 

significant for all the dependent variables (brand n a m e on 

perceived quality: F(4.135)=58.26, p<0.01; Price: F(4.135)=48.64, 

p<0.01; purchase intentions: F(4.135)=47.08, p<0.01; product 

quality on perceived quality: F(2.135)=540.29, p<0.01; Price: 

F(2.135)=555.64, p<0.01; purchase intentions: F(4.i35)=679.47, 

p<0.01). Similar significant effects were also found with 

Mandarin-educated subjects (brand name effect on perceived 

quality: F(4.135)=53.76, p<0.01; Price: F(4.135)=35.03, p<0.01; 

purchase intentions: F(4.135)=40.22, p<0.01; product quality 

effect on perceived quality:' F(2.135)=915.86, p<0.01; Price: 

F(2.135)=948.25, p<0.01; purchase intentions: F(4.135)=83.72, 

p<0.01). This provides strong support for Hypothesis 1 and 

Hypothesis 5. Also there were three significant subject 

effects (English-educated subjects; F(iji35)=5.36, p<0.05; 

quality effect on perceived quality: F(2ji35)=10.18, p<0.01; 

Mandarin-educated subjects - quality effect on perceived 

quality: F(2,135)=8.02, p<0.01) which suggested that there may 

exist within subject differences in judgments. These were of 

little direct interest to this study and will not be explored 

further. The other important finding is that there was no 

significant brand X quality interactions which indicated that 

the linear additive model of human judgment may be adequate 

(Anderson 1982). Further support was provided by the 

interaction plots (Figure 5 and 6) which revealed no departures 

from parallelism. This supports Hypothesis 9 that subjects 

will predominantly use the linear additive model in forming 

quality, price and purchase intention judgments. 
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Table 4 A N O V A Table for Translated Brand Name and Product Physical 
Quality Effects on product evaluations by English and Mandarin-
educated Subjects for a Well-known Foreign Brand of Orange Juice 
in Artificial Experimental Setting 

(English-educated subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Subjects 

Brand 
Quality 
Brand X 
Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 
Mean 
Sauare 

3905.20 
36219.70 

133.50 

17.80 
23.40 

575.70 

71.20 

F-value 

58.26** 
540.29** 

1.99 

0.31 
0.41 

10.18** 

1.26 

Price 
Mean 
Sauare 

2.30 
26.28 

0.08 

0.05 
0.01 

0.01 

0.01 

F-value 

48.64** 
555.64** 

1.68 

5.36* 
0.94 

1.27 

0.88 

Purchase Intentions 

Mean 
Sauare 

3077.79 
44423.58 

8848 

44.08 
13.04 

5.08 

40.00 

F-value 

47.08** 
679.47** 

1.35 

1.07 
0.32 
0.12 

0.97 

(Mandarin-educated subjects) 

Effects 

Brand 

Quality 
Brand X 
Quality 
Within 
Subjects 
Subjects 

Brand 

Quality 

Brand X 
Quality 

D.F. 

4 

2 

8 

1 

4 

2 

8 

Perceived Quality 

Mean 
Square 

15201.33 
29492.67 

580.67 

102.08 

200.00 

468.67 

98.00 

F-value 

53.76** 

915.86** 

1.03 

3.49 

1.71 

8.02** 

0.42 

Price 

Mean 
Square 

0.96 

25.89 

0.03 

0,00 

0.00 

0.01 

0.01 

F-value 

35.03** 

948.24** 

1.24 

0.58 

0.70 

2.27 

0.37 

Purchase Intentions 

Mean 
Square 

3797.79 

74003.26 

82.73 

85.33 

40.13 

68.08 

27.56 

F-value 

40.22** 

783.72** 

0.88 

2.58 

1.21 

2.06 

0.83 

**=p<0.01, *=p<0.05 
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Table 5 Cell Means for Perceived Quality, Price and Purchase Intentions 
for a Well-known Foreign Brand of Orange Juice in Artificial 
Experimental Setting. 

Enqlish-educated Su 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5.Original & Direct 

ejects 
Perceived Quality 

Juice Concentra 

low 

37.50 

25.00 

23.70 

32.30 

32.30 

moderate 

61.75 

41.25 

41.75 

60.50 

56.75 

tion 

high 

76.50 

58.00 

59.80 

74.60 

71.30 

Price 
Juice 

low 

1.30 

1.29 

1.00 

1.34 

1.29 

i Concentration 

moderate 

2.00 

1.83 

1.56 

2.08 

1.98 

high 

2.42 

2.17 

1.86 

2.45 

2.40 

Purchase Intentions 

Juice Concentra ion 

low 

32.30 

20.80 

20.30 

30.00 

28.80 

moderate 

59.75 

41.75 

40.75 

59.50 

55.00 

high 

74.00 

61.25 

61.00 

73.25 

72.00 

Mandarin-educated subjects 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5.Original & Direct 

Perceived Qualitv 

Juice Concentration 

low 

32.00 

29.50 

17.00 

33.50 

25.80 

moderate 

63.50 

61.25 

44.25 

63.00 

59.25 

high 

82.80 

81.00 

61.50 

25.30 

79.80 

Price 

Juice Concentration 

low 

1.28 

1.23 

1.08 

1.30 

1.21 

moderate 

1.92 

1.94 

1.62 

1.97 

1.82 

high 

2.32 

2.31 

1.99 

2.36 

2.15 

Purchase Intentions 

Juice Concentration 

low 

29.50 

27.30 

14.30 

31.50 

21.50 

moderate 

64.00 

59.50 

43.75 

63.25 

51.75 

high 

88.50 

82.75 

69.00 

84.00 

70.50 
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Interaction Plot 
Effect Quality * Brand 

Dependent: Perceived Quality 

80 • • •-
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Quality 
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Original Phonetic Direct 
i r-

Original & Original & 
Phonetic Direct 

Brand 

Figure 5 Interaction Plots for Perceived Quality, Price and Purchase 
Intentions of English-educated subjects with a Well-known 
Foreign Brand of Orange juice in Artificial Experimental Setting. 
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Interaction Plot 

Effect: Quality * Brand 
Dependent: Perceived Quality 
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Figure 6 Interaction Plot for Perceived Quality, Price and Purchase 
Intentions of Mandarin-educated subjects with a Well-known 
Foreign Brand of Orange Juice in Artificial Experimental Setting. 
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To asses the magnitude of the effects Omega-Squareds 

were calculated (Table 6). The Omega-Squareds for the overall 

model ranged from .89 to .94 indicating that a very large 

proportion of the variance was explained by the model. When 

the variance was partitioned into three components: quality, 

brand and interaction, it was revealed that the largest 

proportion in all cases was due to quality (Omega-Squareds 

ranges from .74 to .87). Brand explained only a small amount 

of variance (Omega-Squareds range from .06 to .16). This 

small effect, however should not be discounted. The 

translation of brand name effect is significant and in 

situations where quality differences are difficult to 

distinguish, brand name may be the determinant factor in 

forming consumer product judgments. The interactions 

between brand name x quality is not significant and the 

omega-Squareds were virtually 0. These findings support 

Hypothesis 6 that product physical quality will have greater 

effect on consumer product judgment than extrinsic cues such 

as translated brand name in multi-cue situations when the 

differences in product quality are distinguishable. 

Table 6 Omega-Squareds Table for Translated Brand N a m e and Product 
Physical Quality Effects on product evaluations of English and 
Mandarin educated Subjects for Well-known Foreign Brand of 
Orange Juice in Artificial Experimental Setting 

(English-educated su 

Perceived Quality 
Price 

Purchase Intentions 

)jects) 
Overall 
.91 
.89 
.91 

Brand Name 
.16 
.13 
.11 

Quality 
.74 
.76 
.80 

Brand X Quality 
.01 
.00 
.00 

(Mandarin-educated subjects) 

Perceived Quality 
Price 
Purchase Intentions 

Overall 

.94 

.93 

.93 

Brand Name 

.10 

.06 

.08 

Quality 

.74 

.87 

.84 

Brand X Quality 
.00 
.00 
.00 ! 
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Product physical quality effects 

To clarify the nature of the relationships between brand 

name and product physical quality on consumer product 

evaluations, it was necessary to examine the means (Table 5), 

the interaction plots (Figures 5 and 6) and to carry out 

multiple comparisons. Significant quality effect was as 

expected and in all cases low concentration juice was rated 

lowest, followed by the moderate concentration and high 

concentration juice which was rated the highest in all 

judgments (see Tables 5 and Figures 5 and 6). The differences 

between the means using the Student-Newman-keul procedure 

(Keppel 1982) were all significant (Tables 7 and 8). These 

findings strongly support Hypothesis 5 that the level of 

product physical quality will have a significant effect on 

consumer perceived quality, price and purchase intentions. The 

fact that quality operated exactly as expected provides 

evidence for the successful manipulation in the experiment and 

the validity for the experimental procedures. 
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Table 7 Mean comparison of Perceived quality, Price and Purchase 
Intention for Product Physical Quality with English-educated 
Subjects for a Well-known Foreign Brand of Orange Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

30.15 
52.40 
68.02 

1.25 
1.89 
2.26 

26.54 
51.35 
68.30 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 Q2 

* 

* 

* 

03 

* 

* 

* 

* 

* 

* 

Table 8 Mean comparison of Perceived quality, Price and Purchase 
Intention Product Physical Quality with Mandarin-educated 
Subjects for a Well-known Foreign Brand of Orange Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

. 

*=Sig @ 0.05 

Mean Scores 

22.75 
58.25 
78.05 

1.22 
1.85 
2.22 

24.80 
56.45 
78.95 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

Q1 02 03 
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Brand name translation effects 

The brand n a m e translation effects were more 

complicated and require careful examination. The results were 

identical for all three dependent variables but there were 

differences between English and Mandarin educated subjects 

(see Tables 4, 5 and Figures 5 and 6). For English-educated 

subjects consistently higher ratings were given for the 

original name as well as for the two combinations of original 

name and translated names (eg. Table 9 perceived quality mean 

scores: original name = 58.58, original and phonetic translated 

name = 55.83, original and direct translated name = 53.42). 

The phonetic and direct translated names received the lowest 

ratings (eg. Table 9 perceived quality mean scores: phonetic 

translated name = 41.42 and direct translated name = 41.75). 

However, multiple comparisons revealed that the only 

significant differences occurred only when the phonetic or 

direct translations were compared to the other three brand 

names (original name, original and phonetic translated name 

and original and direct translated name). This supports 

Hypothesis 3 and 4d. The evidence, therefore suggest that for 

English-educated with a well-known foreign brand the critical 

variable is the original name which should be used either alone 

or together with the translated name and that the type of 

translation does not matter. If this group forms the target 

market, it is not advisable to translate the brand name and 

have it appear on the label alone. 

In the case of the Mandarin-educated subjects the 

pattern of differences was again consistent across the 

dependent variables, but different from the English-educated 
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subjects. With Mandarin-educated subjects the critical 

differences were between direct translated brand name and its 

combination with other variations of name presentations (see 

Table 10). The direct translated brand name was consistently 

rated lowest and original and phonetic translated brand name 

was rated highest in quality, price and purchase intentions 

thus supporting Hypothesis 4a that with well-known foreign 

brand, Mandarin-educated subjects will rate the phonetically 

translated brand name, the original brand name and the two 

combinations of original and translated names significantly 

higher in product judgments than the directly translated brand 

name. However, it failed to support Hypothesis 3 that brand 

name in local languages or in languages familiar to the 

consumers will be rated higher in quality, price and purchase 

intentions than products with brand name in foreign languages. 

The prescriptive implication for management is that when a 

brand is a well-known, western brand the strength of the 

original name must be retained. If a translation is considered 

necessary then only the phonetic translation should be used 

and it should appear on the label in conjunction with the 

original name. 
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Table 9 Mean Comparison Table of Perceived Quality, Price and Purchase 
Intentions for Translated Brand Names of a Well-known Foreign 
Brand of Orange Juice with English-educated Subjects in Artificial 
Experimental Setting. 

Perceived Quality 
Mean Scores Brand Names B1 B2 B 3 B4 B5 

58.58 Original Name B1 

Phonetically Translated 
41.42 Name B2 * * 

Directly Translated 
41.75 Name B3 * * 

Original & Phonetically 
55.83 Translated Name B4 

Original & Directly 
53.42 Translated Name B5 

Price . 

1.91 Original Name B1 

Phonetically Translated 
1.75 Name B2 * 

Directly Translated 
1.48 Name B3 * 

Original & Phonetically 
1.95 Translated Name B4 

Original & Directly 
1.90 Translated Name B5 

Purchase 
Intentions 

55.33 Original Name B1 

Phonetically Translated 
41.25 Name B2 * 

Directly Translated 
40.67 Name B3 * 

Original & Phonetically 
54.25 Translated Name B4 

Original & Directly 
51.92 Translated Name B5 

* =Sig @ 0.05 
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Table 10 Mean Comparison Table of Perceived Quality, Price and Purchase 
Intentions for Translated Brand Names of a Well-known Foreign 
Brand of Orange Juice with Mandarin-educated Subjects in 
Artificial Experimental Setting. 

Perceived quality 
Mean Scores Brand Names 

59.42 Original Name B1 

Phonetically Translated 
57.25 Name B2 

Directly Translated 
40.92 Name B3 

Original & Phonetically 
60.58 Translated Name B4 

Original & Directly 

B1 B2 B3 B4 B5 

* * 

54.92 Translated Name B5 

Price 

1.84 Original Name B1 

Phonetically Translated , 
1.84 Name B2 

Directly Translated 
1.56 Name B3 

Original & Phonetically 
1.87 Translated Name B4 

Original & Directly 
1.73 Translated Name B5 

* * 

Purchase 

Intentions 

60.07 Original Name 

56.50 

42.33 

59.58 

47.92 

* =Sig @ 0.05 

B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

* * 
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Experiment 2: Brand N a m e Translation And Product 
Physical quality For A n U n k n o w n Foreign Brand 
(Sunrise) In An Artificial Experimental Setting With 
Western Product Class (Orange Juice). 

The previous experiment examined the effects of brand 

name translation and product physical quality on consumers' 

product evaluations for a well-known foreign brand of western 

product in an artificial experimental setting. This experiment 

will investigate the same effects using an unknown foreign 

brand. Again 2 groups of subjects were used, English-educated 

and Mandarin-educated. The method, design and procedure of 

this experiment were identical to Experiment 1 with the 

exception that an unknown foreign brand of fruit juice 

(Sunrise) was used. Findings reported in this experiment will 

be compared with findings from Experiment 1 to examine the 

influence of foreign brand name familiarity on consumers' 

evaluations of translated brand name and product physical 

quality. 

Relationships of dependent variables 

The correlation coefficients for the three dependent 

variables of the English and Mandarin educated subjects are 

presented in Table 11. Again, a high degree of correlation was 

found between the dependent variables (from .81 to .90, 

p<0.05) providing strong support for Hypothesis 7. 
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Table 11 Correlation Table for Perceived Quality, Price and Purchase 
Intentions for an Unknown Foreign Brand of Orange Juice in 
Artificial Experimental Setting 

English-educated Sub 

Perceived Quality 

Price 

Purchase Intentions 

ects 

Perceived Quality 

_ 

.88 

.89 

Price 

.88 
_ 

.88 

Purchase Intentions 

.89 

.90 

-

Mandarin-educated Subjects 

Perceived Quality 

Price 

Purchase Intentions 

Perceived Quality 

_ 

.81 

.85 

Price 

.81 
. 

.87 

Purchase Intentions 

.85 

.87 

-

The overall analysis and validation of the linear additive model 

Results for the overall analysis of variance are reported 

in Table 12 and the means are in Table 13. For English-

educated subjects the main effects for brand n a m e and 

physical quality were significant for all the dependent 

variables (brand name:- perceived quality: F(4j135)=9.96, p<0.01; 

price: F(4)135)=44.03, p<0.01; purchase intentions: (4>i35)=49.89, 

p<0.01; physical quality:- perceived quality: F(2>135)=500, 

p<0.01; price: F(2,135)=613.21, p<0.01; purchase intentions: 

F(2,135)=1026.81, p<0.01). Similar results were found with the 

Mandarin-educated subjects (brand name:- perceived quality: 

F(4,135)=9.16 p<0.01; price: F(4i135)=5.49, p<0.01; purchase 

intentions: F(4>135)=4.67, p<0.01; physical quality:- perceived 

quality: F{2,135)=482.97, p<0.01; price: F(2>135)=384.41, p<0.01; 

purchase intentions: F(2ji35)=470.'93( p<0.01). This was strong 

support for Hypothesis 1 and Hypothesis 5. 

105 



Table 12 A N O V A Table for Translated Brand Name and Product Physical 
Quality Effects on product evaluations of English and Mandarin 
educated Subjects for an Unknown Foreign Brand of Orange Juice 
in Artificial Experimental Setting 

(English-educated Subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Subjects 
Brand 
Quality 
Brand X 
Quality 

D,F, 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 
Mean 
Square 

1063.52 

53414.96 

71.48 

16.00 
18.65 
36.41 

4.38 

F-value 

9.96** 
500.00** 

0.67 

0.85 
0.99 
1.93 

0.23 

Price 

Mean 
Sauare 
1.14 

15.87 

0.20 

0.01 
0.01 
0.02 

0.03 

F-value 

44.03** 
613.21** 

0.77 

2.00 
1.18 
6.55** 

1.47 

Purchase Intentions 
Mean 
Square 

2315.59 
47660.92 

26.20 

4.94 

4.36 
0.52 

5.34 

F-value 

49.89** 
1026.81** 

0.56 

1.20 
1.06 
0.13 

1.29 

(Mandarin-educated Subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Subjects 
Brand 
Quality 

Brand X 
Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 

Mean 
Sauare 

1108.46 
58447.75 

112.65 

3.00 
1.13 
6.25 

29.06 

F-value 

9.16** 

482.97** 

0.93 

0.23 
0.08 
0.47 

2.18 

Price 

Mean 
Square 
0.26 

18.06 

0.03 

0.01 
0.02 
0.00 

0.01 

F-value 

5.49** 
384.41** 

0.61 

0.55 
0.71 
0.06 

1.07 

Purchase Intentions 

Mean 
Sauare 

780.71 
78710.33 

140.02 

0.08 
1.96 
6.33 

2.27 

F-value 

4.67** 

470.93** 

0.83 

0.01 
0.28 
0.90 

0.32 

**=p<0.01, * = p<0.05 

There was a significant within subject quality effect on 

price (F(2>135)=6.55, p<0.01) with English-educated subjects 

which suggested that there may exist within subject 

differences in price judgments for product samples with 

different quality. The A N O V A results also indicated no 

significant brand name x quality interactions which strongly 

106 



indicated the present of the linear additive model in subject's 

judgement formation (Anderson, 1982). Further support was 

provided by the interaction plots (Figures 7 and 8) which 

revealed no departures from parallelism. These support 

Hypothesis 9 that consumers will predominantly use the linear 

additive model in forming quality, price and purchase intention 

judgments. 

Table 13 Cell Means for Perceived Quality, Price and Purchase Intentions 
for an Unknown Foreign Brand of Orange Juice in Artificial 
Experimental Setting 

(English-educated subjects) 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5.Original & Direct 

Perceived Quality 

Juice Concentration 

high 

20.50 

13.50 

17.50 

21.80 

22.30 

moderate 

52.75 

48.75 

44.72 

53.75 

54.00 

low 

56.80 

58.30 

57.30 

68.30 

68.50 

Price 

Juice Concentration 

hiah 

1.18 

0.91 

0.96 

1.10 

1.16 

moderate 

1.72 

1.43 

1.42 

1.63 

1.65 

low 

1.96 

1.66 

1.67 

1.95 

1.97 

Purchase Intentions 

Juice Concentration 

high 

24.80 

13.50 

15.00 

24.00 

23.30 

moderate 

54.5 

42.0 

44.2 

57.5 

56.0 

low 

65.80 

54.50 

56.30 

67.00 

66.80 

(Mandarin-educated Subjects) 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5.Original & Direct 

Perceived Quality 

Juice Concentration 

low 

23.00 

33.80 

29.00 

30.50 

31.30 

moderate 

50.50 

56.00 

52.30 

56.50 

55.00 

hiah 

66.80 

84.30 

78.30 

79.00 

81.00 

Price 

Juice Concentration 

low 

1.18 

1.22 

1.25 

1.23 

1.29 

moderate 

1.65 

1.81 

1.78 

1.79 

1.78 

hiah 

1.90 

2.10 

2.12 

2.11 

2.14 

Purchase intentions 

Juice Concentration 

low 

20.00 

23.00 

25.30 

26.30 

24.80 

moderate 

55.50 

59.50 

58.30 

62.00 

58.50 

high 

68.00 

81.30 

82.80 

83.80 

81.00 
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Interaction Plot 
Effect: Quality * Brand 
Dependent: Perceived Quality 
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Figure 7 Interaction Plots for Perceived Quality, Price and Purchase 
Intentions of English-educated Subjects for an Unknown Foreign 
Brand of Orange Juice in Artificial Experimental Setting 
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Interaction Plot 
Effect: Quality * Brand 
Dependent: Perceived Quality 
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Figure 8 Interaction Plot for Perceived Quality, Price and Purchase 
Intentions of English-educated Subjects of an Unknown Foreign 
Brand of Orange Juice in Artificial Experimental Setting 
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To examine the magnitude of the effects of brand name, 

quality and their interactions, Omega-Squareds were 

calculated (Table 14). The Omega-Squareds for the overall 

model ranged form .81 to .94, again indicating that a very large 

proportion of the variance was explained by the model. When 

the variance was partitioned into the three components brand 

name, quality and interactions it was revealed that the largest 

proportion in all cases was due to quality (Omega-Squareds 

range from .70 to .87). Brand name explained only a small 

amount of variance (Omega-Squareds range from .02 to .11) and 

the interaction was not significant and the Omega-Squareds 

were virtually 0. These findings again provide support for 

Hypothesis 6 that product physical quality will have greater 

effect on consumer product judgments than extrinsic cues such 

as translated brand name in multi-cue situations when the 

differences in product quality are distinguishable. 

Table 14 Omega-Squareds Table for Translated Brand N a m e and Product 
Physical Quality of English and Mandarin-educated Subjects for an 
Unknown Foreign brand of Orange Juice in Artificial Experiment 
Setting 

(Enqlish-educated Su 

Perceived Quality 
Price 
Purchase Intentions 

Djects) 
Overall 
.88 
.81 
.94 

Brand Name 
.03 
.11 
.08 

Quality 
.85 
.70 
.86 

Brand X Quality 

.00 

.00 ! 

.00 

(Mandarin-educated Subjects)^ 

Perceived Quality 

Price 
Purchase Intentions 

Overall 

.89 

.83 

.89 

Brand Name 
.04 
.03 
.02 

Quality 

.85 

.80 

.87 

Brand X Quality 

.00 

.00 

.00 
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Product physical quality effects 

Product physical quality was found to have significant 

effect on subjects' product judgments. In all cases low 

concentration juice was rated the lowest, followed by the 

moderate concentration and the high concentration juice which 

was rated highest in perceived quality, price and purchase 

intentions (see Table 13, and Figures 7 and 8). The differences 

between the means using the Student-Newman-Keuls 

procedures (Keppel 1982) were all significant (Tables 15 and 

16). These findings again provide strong support for 

Hypothesis 5 that the level of product physical quality will 

have a significant effect on consumer perceived quality, price 

and purchase intentions. 

Table 15 Mean comparison of Perceived quality, Price and Purchase 
Intention for Product Physical Quality with English-educated 
Subjects for an Unknown Foreign Brand of Orange Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

19.67 
50.92 
63.80 

1.06 
1.57 
1.84 

20.00 
50.97 
62.50 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

Q1 02 03 
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Table 16 Mean comparison of Perceived quality, Price and Purchase 
Intention for Product Physical Quality with Mandarin-educated 
Subjects for an Unknown Foreign Brand of Orange Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

29.05 
54.05 
77.85 

1.23 
1.76 
2.07 

23.85 
58.75 
79.35 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
Q2 
03 

01 
02 
03 

Q1 02 03 

Brand names translation effects 

The results of the brand name translation effects were 

similar for all three dependent variables. However differences 

exist between English and Mandarin educated subjects (see 

Table 13 and Figures 7 and 8). For English-educated subjects 

consistently higher quality, price and purchase intention 

ratings were given for the original name as well as for the two 

combinations of original and translated names while the 

phonetic and direct translated names received the lowest 

ratings (refer to Table 17). Further analysis with the multiple 

comparison tests revealed that significant differences 

occurred only when the phonetic or direct translated names 

were compared to the other three brand names. This supports 

Hypothesis 3 and Hypothesis 4c. 
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This finding suggests that for English-educated subjects 

exposed to translated brand names of an unknown foreign 

brand, the original name has the greatest effect on the 

subjects' product judgments. The original brand name should 

be presented either individually or with the translated name. 

The type of translations does not matter and the translated 

brand name should not appear on the label alone. 

With the Mandarin-educated subjects, the pattern of 

differences was again consistent across the three dependent 

variables. The critical differences in the judgments of the 

Mandarin-educated subjects were between the original brand 

name and the other variations of name presentation (refer to 

Table 18). The original brand name was consistently rated the 

lowest in quality, price and purchase intentions among the five 

brand names. Further analyses with multiple comparison tests 

revealed that significant differences exist between original 

brand name and the other four brand names. This provides 

strong support for Hypothesis 3 and Hypothesis 4b. The 

prescriptive implication for management is that when a brand 

is an unknown western brand the best strategy is to 

translated the brand name either phonetically or directly and 

present the translated brand name alone or in conjunction with 

the original name on the label. 
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Table 17 Mean Comparison Table for Perceived Quality, Price and Purchase 
Intentions for Brand Names with English-educated subjects for an 
Unknown Foreign Brand of Orange Juice in Artificial Experimental 
Setting 

Perceived Quality 
Mean Scores Brand Names B1 B2 B3 B4 B5 

46.67 Original Name B1 

Phonetically Translated 
40.17 Name B2 * 

Directly Translated 
38.92 Name B3 * 

Original & Phonetically 
47.92 Translated Name B4 

Original & Directly 
48.25 Translated Name B5 

Price 

1.62 Original Name B1 

Phonetically Translated 
1.33 Name B2 * 

Directly Translated 
1.33 Name B3 * 

Original & Phonetically 
1.56 Translated Name B4 

Original & Directly 
1.59 Translated Name B5 

Purchase 
Intentions 

48.33 Original Name B1 

Phonetically Translated 
36.67 Name B2 * 

Directly Translated 
37.50 Name B3 * 

Original & Phonetically 
49.50 Translated Name B4 

Original & Directly 
48.67 Translated Name B5 

* =Sig @ 0.05 
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Table 18 Mean Comparison Table for Perceived Quality, Price and Purchase 
Intentions for Brand Names with Mandarin-educated subjects for 
an Unknown Foreign Brand of Orange Juice in Artificial 
Experimental Setting 

Perceived Quality 

Mean Scores Brand Name B1 B2 B3 B4 B5 

46.75 Original Name 

58.00 

B1 

Phonetically Translated 
Name B2 

53.17 
Directly Translated 
Name B3 

55.33 
Original & Phonetically 
Translated Name B4 

55.75 
Original & Directly 
Translated Name B5 

Price 

1.57 

1.71 

Original Name B1 

Phonetically Translated 
Name B2 

1.72 
Directly Translated 
Name B3 

1.71 
Original & Phonetically 
Translated Name B4 

1.74 
Original & Directly 
Translated Name B5 

Purchase 
Intentions 

47.83 

54.58 

55.42 

57.33 

54.75 

=Sig @ 0.05. 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 
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Comparison of experiments with well-known and unknown 
foreign brands of western product in artificial experimental 

setting. 

The overall findings from the experiments conducted 

with a well-known foreign brand (Experiment 1) and an 

unknown foreign brand (Experiment 2) was substantially 

similar. The analysis of variance showed significant main 

effects for brand name and product physical quality on 

subjects' product judgments in both experiments. The 

judgment variables (perceived quality, price and purchase 

intentions) were also highly correlated. This suggests that a 

close relationship exists between these variables. The product 

quality effects on the subjects were similar in both 

experiments. In all cases, low concentration juice was rated 

lowest, followed by moderate concentration and high 

concentration juice, which secured the highest judgment 

ratings. 

The comparison also found no substantial differences in 

the English-educated subjects' perceptions of translated brand 

names between experiments conducted with well-known and 

unknown foreign brands. The English-educated subjects in both 

experiments rated the original brand name and its combination 

with the two translated names (phonetic and direct) 

significantly higher in their judgments than the phonetically 

and directly translated brand names. 

The critical difference in the findings of the experiments 

is the brand name translation on the Mandarin-educated 
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subjects. In Experiment 1, when a well-known foreign brand 

(Treetop) was translated, Mandarin-educated subjects rated 

the direct translated brand name and its combination with the 

original brand name significantly lower in all judgments than 

the other three variations of the brand name presentations. In 

comparison to Experiment 2, which was conducted with an 

unknown foreign brand (Sunrise), the original brand name was 

rated significantly lower than the other four variations of 

brand names. This suggests that familiarity with a foreign 

brand name has a strong influence on the perceptions of 

translated brand names for Mandarin-educated consumers. 

Experiment 3: The Effect of Brand N a m e Translation 
and Product Physical quality for a well-known Foreign 
Brand in an Artificial Experimental Setting with 
Eastern Product Class (Star-fruit Juice). 

The objective of Experiment 3 is to explore the extent of 

the brand name translation and product physical quality 

effects on consumers' perceptions and judgments with 

products of different culture. The design, method and 

procedure of this experiment were identical to those described 

in Experiment 1, with the exception that an Eastern culture 

product was used. Again, two groups of subjects participated 

in the experiment, English-educated and Mandarin-educated. 

Findings reported in Experiments 1 and 3 will be compared to 

evaluate the impact of product culture on brand name 

translation and product physical quality. Results of this 

experiment were discussed below. 
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Relationships of dependent variables 

The correlation coefficients for the three dependent 

variables (perceived quality, price and purchase intentions) are 

presented in Table 19. Again the results showed a high 

degree of correlation between the dependent variables (ranged 

from .65 to .91, p<0.05). This suggests that the results for 

the three dependent variables are fairly similar and provide 

strong support for Hypothesis 7. 

Table 19 Correlation Table for Perceived Quality, Price and Purchase 
Intentions for a Well-known Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

English-educated Sub 

Perceived Quality 

Price 

Purchase Intentions 

ects 

Perceived Quality 

_ 

.84 

.91 

Price 

.84 

. 

.80 

Purchase Intentions 

.91 

.80 

-

Mandarin-educated Subjects 

Perceived Quality 

Price 

Purchase Intentions 

Perceived Quality 

. 

.70 

.75 

Price 

.70 

-

.65 

Purchase Intentions | 

.75 

.65 

-
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The overall analyses and validation of the linear additive 

model 

Table 20 displays the results for the overall analysis of 

variance and the mean scores are shown in Table 21. The 

results were virtually identical for each group of subjects. 

For the English educated subjects the main effect for brand 

name and product quality were significant for all dependent 

variables (brand n a m e effect on perceived quality: 

F(4,135)=21.44, p<0.01; price: F(47135)=487.13, p<0.01; purchase 

intentions: F(4i135)=121.29, p<0.01; product physical quality 

effect on perceived quality: F(2)135)= 805.19, p<0.01; Price: 

F(2,135)=1722.15, p<0.01; purchase intentions: F(2,135)=1387.52, 

p<0.01). Similar significant main effect was found with 

Mandarin-educated subjects (brand name effect on Perceived 

quality: F(4>135)=49.56, p<0.01; price: F(4,135)=5.28, p<0.01; 

purchase intentions: F(4i135)=69.61, p<0.01; product physical 

quality effect on perceived quality: F(2,135)= 870.69, p<0.01; 

price: F(2,135)=62.34, p<0.01; purchase intentions: 

F(2,135)=1302.48, p<0.01). This again provides strong support 

for Hypothesis 1 and Hypothesis 5. 
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Table 20 A N O V A Table For Translated Brand Names and Product Physical 
Quality Effects on Product Evaluations of English and Mandarin-
educated Subjects for a Well-known Foreign Brand of Star-fruit 
Juice in Artificial Experiment 

(Enqlish-educated Subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Ratinqs 

Brand 
Quality 
Brand X 
Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality I 

Mean 
Square 

955.83 

35898.08 

24.65 

52.08 
66.67 

193.17 

186.83 

F-value 

21.44** 

805.19** 

0.55 

3.07 
0.98 

5.70** 

1.38 

Price 

Mean 
Sauare 

6.46 

22.85 

0.02 

0.00 
0.01 

0.01 

0.00 

F-value 

487.13** 

1722.15** 

1.41 

0.04 
0.72 

0.27 

0.80 

Purchase 

Mean 
Square j 

4135.13 

47304.25 

44.56 

0.33 
0.54 

3.08 

1.73 

Intentions 

F-value 

121.29** 

1387.52** 

1.31 

0.13 
0.21 

1.18 

0.66 

(Mandarin -educated Subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Ratinqs 
Brand 

Quality 
Brand X 
Quality 

D.F 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 

Mean 
Sauare 

3177.17 

55821.08 

19.73 

21.33 
8.83 

10.08 

12.90 

F-value 

49.56** 
870.69** 

0.31 

2.69 
1.11 
1.27 

1.63 

Price 

Mean 
Square 

1.98 

23.40 

0.36 

0.34 
0.34 

0.33 

0.33 

F-value 

5.28** 
62.34** 

0.96 

1.02 

1.01 
0.98 

1.00 

Purchase 

Mean 
Square 
3280.54 

61385.25 

22.85 

0.00 
1.86 
0.75 

1.13 

Intentions 

F-value 

69.61** 
1302.48** 

0.49 

0.25 
1.66 
0.66 

1.49 

*=P<0.01, *=P<0.05 

The A N O V A results also revealed significant within 

subject quality effect on perceived quality (F(2>135)=5.70, 

p<0.01) with the English-educated subject group, suggested 

that there may exist within subject differences in perceived 

quality judgments on product physical quality. No significant 

brand name x product physical quality interaction was found 
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which provided substantial evidence that the linear additive 

model of human judgment may be adequate (Anderson, 1982). 

Further support was provided by the interaction plots (Figures 

9 and 10) which revealed no departures from parallelism. This 

supports Hypothesis 9 that consumers predominantly use the 

linear additive model in forming quality, price and purchase 

intention judgments. 

Table 21 Cell Means for Perceived Quality, Price and Purchase Intentions 
for a Well-known Foreign Brand of Star-fruit Juice in Artificial 
Experimental Setting. 

(English-educated S 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4,Original & Phonetic 

5.Original & Direct 

ubjects) 

Perceived Quality 

Juice Concentration 

low 

36.30 

27.50 

25.30 

31.50 

34.00 

moderate 

58.80 

53.50 

51.00 

56.80 

58.80 

hiqh 

70.30 

64.70 

62.50 

70.50 

72.50 

Price 

Juice Concentration 

low 

1.51 

1.01 

0.97 

1.56 

1.52 

moderate 

2.18 

1.59 

1.56 

2.22 

2.19 

hiah 

2.51 

1.88 

1.86 

2.53 

2.47 

Purchase Intentions 

Juice Concentration 

low 

37.30 

18.30 

17.00 

31.30 

32.80 

moderate 

66.00 

50.30 

49.50 

64.50 

63.50 

hiah 

74.00 

61.50 

59.50 

75.30 

75.00 

(Mandarin-educated 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5.Original & Direct 

Subjects) 

Perceived Qualitv 

Juice Concentration 

low 

30.0 

31.7 

17.0 

32.5 

24.5 

moderate 

63.3 

64.5 

47.3 

64.5 

57.3 

hiah 

77.0 

77.5 

60.0 

80.0 

71.5 

Price 

Juice Concentration 

low 

1.24 

1.27 

1.03 

1.32 

1.13 

moderate 

2.18 

1.93 

1.59 

1.98 

2.70 

hiah 

2.36 

2.27 

1.90 

2.30 

2.00 

Pu 'chase Intentions 

Juice Concentration 

low 

29.0 

29.5 

13.3 

30.3 

20.5 

moderate 

64.0 

65.0 

48.0 

67.8 

57.0 

high 

75.0 

78.3 

62.3 

77.3 

67.0 
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Interaction Plot 
Effect Quality * Brand 
Dependent: Perceived Quality 

7 5 - 1 1 

T r 
Original Phonetic 

I I 
Direct Original & Original & 

Phonetic Direct 
Brand 

Interaction Plot 
Effect: Quality * Brand 
Dependent: Price 

Quality 

O 1 low 

• 2 moderate 

A 3 high 

Original Phonetic 
-i r 

Direct Original & Original & 
Phonetic Direct 

Brand 

Interaction Plot 
Effect: Quality * Brand 
Dependent: Purchase Intentions 

J l L. 

Quality 

O 1 low 

• 2 moderate 

A 3 high 

Original Phonetic Direct 

Brand 

Original & Original & 
Phonetic Direct 

Figure 9 Interaction Plot for Brand N a m e and Product Physical Quality with 
English-educated Subjects for a Well-known Foreign brand of 
Star-fruit Juice in Artificial Setting 
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Interaction Plot 
Effect: Quality * Brand 
Dependent: Perceived Quality 

Original Phonetic Direct Original & Original & 

Phonetic Direcl 

Brand 

Interaction Plot 
Effect: Quality * Brand 

Dependent: Price 

Quality 

0 1 low 

• 2 moderate 

A 3 high 

Quality 

O 1 low 

• 2 moderate 

A 3 high 

Original Phonetic Direct Original & Original & 

Phonetic Direct 

Brand 

Interaction Plot 
Effect: Quality * Brand 
Dependent: Purchase Intentions 

Original Phonetic Direct Original & Originals 

Phonetic Direct 

Brand 

Quality 

0 1 low 

• 2 moderate 

A 3 high 

Figure 10 Interaction Plot for Brand N a m e and Product Physical Quality 
with Mandarin-educated Subjects for a Well-known foreign brand 
of Star-fruit Juice in Artificial Experimental Setting 
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The Omega-Squareds for the overall model ranged from 

0.70 to 0.93 indicating that a very large proportion of the 

variance was explained by the model (Table 22). When the 

variance was partitioned into the three components: quality, 

brand name and interactions, it was revealed that the largest 

proportion in all cases was due to quality (Omega-squared 

range from .64 to .86). Brand name explained only a small 

amount of variance (Omega squared range from .02 to .09) and 

the interaction was not significant and the Omega-Squareds 

were virtually 0. These findings again provide strong support 

for Hypothesis 6. 

Table 22 Omega-Squareds Table for Translated Brand N a m e and Product 
Physical quality Effects on Product Evaluations of English and 
Mandarin educated Subjects for a Well-known Foreign Brand of 
Star-fruit Juice in Artificial Experimental Setting 

(English-educated Subjects) 

Perceived Quality 
Price 
Purchase Intentions 

Overall 
.90 
.91 
.84 

Brand Name 
.05 
.05 
.02 

Quality 
.85 
.86 
.82 

Brand X Quality 
.01 
.00 
.00 

(Mandarin-educated 

Perceived Quality 

Price 
Purchase Intentions 

Subjects) 
Overall 

.93 

.70 

.89 

Brand Name 
.09 
.06 
.09 

Quality 
.84 
.64 
.80 

Brand X Quality 

.00 

.00 

.00 

Product physical quality effects 

The significant product quality effect on consumers' 

product judgments was as expected and in all cases low 

concentration juice was rated the lowest, followed by the 

moderate concentration and high concentration juice which 
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was rated the highest (refer to Tables 23, 24, Figures 9 and 

10). The differences between the means using the Student-

Newman-Keuls procedure (Keppel 1982) were all significant 

(Table 23 and 24). These finding again strongly support 

Hypothesis 5 that the level of product physical quality will 

have a significant effect on consumer perceived quality, price 

and purchase intentions. The results were very similar to the 

previous experiments 

Table 23 Mean comparison of Perceived quality, Price and Purchase 
Intention for Product Physical Quality with English-educated 
Subjects for a Well-know Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

Mean Scores 

30.90 
55.75 
68.10 

1.31 
1.95 
2.25 

27.30 
58.75 
69.05 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

Q1 02 03 

*=Sig @ 0.05 
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Table 24 Mean Comparison of Perceived Quality, Price and Purchase 
Intentions on Product Physical Quality with Mandarin-educated 
Subjects for a Well-known Foreign Brand of Star-fruit Juice in 
Artificial Experiment Setting 

Perceived Quality 

Price 

Purchi 

*=Sig 

ase 

@ 

Intentions 

0.05 

Mean Scores 

27.15 
59.35 
73.20 

1.20 
1.91 
2.12 

24.50 
60.35 
72.05 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 02 

* 

* 

* 

03 

* 

* 

* 

* 

* 

* 

Brand name translation effects 

The results of the brand name translation effects were 

reasonably similar for all three dependent variables but again 

there were differences between English and Mandarin educated 

subjects (see Table 25 and 26). For English-educated subjects 

higher ratings were given for the original brand name and the 

two combinations of original and translated names. The 

phonetic and direct translated names were given the lowest 

judgment ratings (refer to Table 25). However, the multiple 

comparison tests revealed that the significant differences 

occurred only when the phonetic or direct translated names 

were compared to the other three brand names (Table 25). This 

supports Hypothesis 3 and Hypothesis 4c. The finding again 

provides strong evidence that for English-educated subjects, 
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with well-known foreign brand the original brand name should 

be used either alone or together with the translated names. 

The type of translation is not important and the translated the 

brand name should not appear on the label alone. 

With the Mandarin-educated subjects, the directly 

translated brand name and the combination of original name 

and directly translated name was rated significantly lower 

than the other three variations of brand name presentation 

(see Table 26). In fact the direct directly translated brand 

name was consistently rated the lowest in all judgments, 

supporting Hypothesis 4a. However this finding does not 

support Hypothesis 3 that brand names in local language or in 

languages familiar to the consumers will be rated higher in 

product judgments than products with foreign brand names. 

The implications from this finding are that when a brand is a 

well-known Western brand the characteristics of the original 

brand name should be retained and if translation is necessary 

then only phonetic translation should be used. The 

phonetically translated brand name should appear on the label 

in conjunction with the original brand name. 
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Table 25 Mean, Comparison Table of perceived quality, price and purchase 
intentions on Translated brand names with English-educated 
subjects for a Well-known Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 
Mean Scores 

55.08 

48.53 

46.25 

52.92 

55.08 

Price 

2.06 

1.49 

1.46 

2.10 

2.06 

Purchase 
Intentions 

59.08 

43.33 

42.00 

57.00 

57.08 

* =Sig @ 0.05 

Brand Names 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

B1 B 2 B 3 B 4 B5 

* * 

* * 

* * 

* * 

* * 

* * 
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Table 26 Mean Comparison Table of perceived quality, price and purchase 
intentions on Translated brand names with Mandarin-educated 
subjects for a Well-known Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 
Mean Scores Brand Name B! B2 B3 B4 B5 

56.75 

57.92 

41.42 

59.00 

51.08 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Price 

1.93 

1.82 

1.51 

1.87 

1.60 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Purchase 
Intentions 

56.00 

57.58 

41.17 

58.42 

48.33 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

=Sig @ 0.05 
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Comparison of experiments conducted with Western and 
Eastern culture products. 

The findings reported in experiments conducted with 

Western (Experiment 1) and Eastern culture products 

(Experiment 3) were very similar. Both experiments reported 

significant effects for brand name translation and product 

physical quality on consumers' product judgments. Significant 

differences in the judgment ratings were found between 

products with different quality levels. Juices with low 

concentration were consistently rated lowest, followed by the 

moderate concentration and high concentration juice was rated 

the highest in all the three judgments. 

As for the brand name translation effects, both 

experiments reported similar findings. However, differences 

were found between English and Mandarin educated subjects in 

both experiments. English-educated subjects consistently 

gave higher judgment ratings to the original brand name and 

its combination with the translated names (phonetic and 

direct) than the phonetically and the directly translated brand 

names. On the other, Mandarin educated subjects rated the 

directly translated brand name and its combination with the 

original name significantly lower in judgment ratings than the 

other three variations of brand names. Subjects in both 

experiments were also found to predominantly use the linear 

additive integration model in forming their product judgments. 

The similar findings in both experiments provided strong 

support for Hypothesis 4d that there is no significant 

difference in the effects of brand name translation and product 
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physical quality on consumer product evaluations across 

products with different cultural association. This similarity 

also suggests that the same set of strategic options for brand 

name translation may apply to products with different culture. 

Experiment 4: Brand Name Translation, And Product 
Physical Quality For An Unknown Brand (Sunrise) In An 
Artificial Experimental Setting With Eastern Product 
Class (Star-fruit Juice). 

Experiment 4 was designed to examine brand name 

translation and product physical quality effects on consumers' 

product judgments with Eastern culture product (star-fruit 

juice) from an unknown foreign brand (Sunrise), under an 

artificial experimental setting. The design, material and 

procedure of this experiment are similar to those described in 

the earlier experiments, except that an unknown foreign brand 

of star-fruit juice was used. Again, two groups of subjects 

(English and Mandarin educated) participated in the experiment. 

Findings reported in this experiment were compared with 

findings from Experiments 2 and 3 to examine the effects of 

product culture and foreign brand name familiarity on subject 

judgments of translated brand name and product physical 

quality in artificial experimental setting. 

Relationships between dependent variables 

Table 27 reports the correlation coefficients for the 

three dependent variables; perceived quality, price and 

purchase intentions. There was a high degree of correlation 
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between the dependent variables (ranged from .83 to .91, 

p<0.05) suggesting that the results for the three variables 

should be very similar and so provide support for Hypothesis 7. 

Table 27 Correlation Table for Perceived Quality, Price and Purchase 
Intentions for an Unknown Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

English-educated Sub 

Perceived Quality 

Price 

Purchase Intentions 

ects 

Perceived Quality 

. 

.83 

.91 

Price 

.83 
_ 

.86 

Purchase Intentions 

.91 

.86 
. 

Mandarin-educated Subjects 

Perceived Quality 

Price 

Purchase Intentions 

Perceived Quality 

. 

.90 

.91 

Price 

.90 

. 

.85 

Purchase Intentions 

.91 

.85 

-

The overall analyses and validation of the linear additive 

model 

The results for the overall analysis of variance are 

shown in Table 28 and the means in Table 29. As can be seen 

the results were virtually identical for each group of subjects. 

For English-educated subjects the main effects for brand name 

and product physical quality were significant for all dependent 

variables (brand n a m e effect on perceived quality: 

F(4,135)=8.88, p<0.01; price: F(4>135)=7.66, p<0.01; purchase 

intentions: F(4j135)=8.76, p<0.01; Product quality effect on 

perceived quality: F(2,135)= 569.22, p<0.01; price: 

F(2,135)=206.92, p<0.01; purchase intentions: F(2(135)=768.34, 

p<0.01). Similar significant main effects were found with 
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Mandarin-educated subjects (brand name effect on perceived 

quality: F(4i135)=4.32, p<0.01; price: F(4>135)=44.57, p<0.01; 

purchase intentions: F(4(135)=7.61, p<0.01; Product quality 

effect on perceived quality: F(2,135)=547.34, p<0.01; price: 

F(2,135)=987.96, p<0.01; purchase intentions: F(2,135)=762.08, 

p<0.01). These provide strong support for Hypothesis 1 and 

Hypothesis 5. 

Table 28 A N O V A Table for Translated Brand Name and Product Physical 
Quality on Product Evaluations on English and Mandarin Educated 
Subjects for an Unknown Foreign Brand of Star-fruit juice in 
Artificial Experimental Setting 

(English-educated Subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Ratings 

Brand 
Quality 
Brand X 
Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 
Mean 
Sauare 

803.21 
51466.58 

101.90 

330.75 
73.46 
72.25 

19.65 

F-value 

8.88** 
569.22** 

1.13 

21.15** 
4.70* 
4.62* 

1.26 

Price 
Mean 
Square 

0.72 
19.34 

0.09 

0.03 
0.02 

0.03 

0.02 

F-value 

7.66** 
206.92** 

0.92 

0.39 
2.15 
4.23* 

2.29* 

Purchase Intentions 
Mean 
Sauare 

686.75 
60207.58 

21.44 

70.08 
47.58 
1.08 

25.77 

F-value 

8.76** 
768.34** 

0.27 

1.84 
•1.25 

0.03 

0.68 

(Mandarin-educated Subjects) 

Effects 

Brand 
Quality 

Brand X 
Quality 
Within 
Subjects 

Ratinqs 
Brand 

Quality 
Brand X 
Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 

Mean 

Square 
371.17 

47010.25 

23.48 

0.33 
0.33 
2.58 

1.65 

F-value 

4.32** 

547.34 
** 

0.27 

0.29 
0.29 
2.25 

1.43 

Price 

Mean 
Sauare 

0.63 
13.95. 

0.01 

0.06 
0.00 
0.00 

0.00 

F-value 

44.57** 
987.96** 

0.63 

1.19 
0.64 

1.19 

0.68 

Purchase Intentions 

Mean 
Sauare 

510.8 

51130.08 

128.83 

1.33 
3.83 
1.58 

7.83 

F-value 

7.61** ! 

762.08** 

1.92 

0.19 
0.54 

i 0.22 

1.09 

**=P<0.01, *=P<0.05 
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The analysis of variance found three significant within 

subjects effects with English-educated subject group 

(perceived quality ratings: F(iii35)=21.15, p<0.01; brand name: 

F(4,135)=4.70, p<0.05; product quality: F(2,135)=4.62, p<0.05) 

suggesting that there may exist within subjects differences in 

perceived quality judgments. However, this finding will not be 

explored further as it has no direct interest to this study. The 

results also show no significant brand name x product quality 

interactions supporting the existence of the linear additive 

model in human judgment (Anderson, 1982). Further support 

for the linear additive model was provided by the interaction 

plots (Figures 11 and 12) which revealed no departures from 

parallelism. This provides strong support for Hypothesis 9. 

Table 29 Cell Means for Perceived Quality, Price and Purchase Intentions 
for an Unknown Foreign Brand of Star-fruit Juice in Artificial 
Experimental Setting 

Perceived Quality 

Juice Concentration 

low moderate hiah 

Price 

Juice Concentration 

low moderate hiqh 

(English-educated 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5,Original & Direct 

low 

25.30 

13.50 

15.30 

21.70 

19.30 

49.80 

40.50 

41.80 

46.50 

64.30 

61.50 

62.00 

65.00 

1.14 

1.05 

1.06 

1.11 

1.74 

1.45 

1.43 

1.76 

tion 

high 

2.06 

1.84 

1.85 

2.06 

2.05 

Purchase Intentions 

Juice Concentration 

low 

15.00 

11.50 

12.30 

16.50 

17.30 

moderate 

45.30 

37.80 

37.50 

44.50 

45.00 

hiah 

65.80 

59.80 

59.00 

66.50 

66.30 5,Original & Direct 19.30 50.80 67.80 1.14 1.76 2.05 17.30 45.00 66.30 

(Mandarin-educated 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

S.Original & Direct 

Subjei ;ts) 

Perceived Qualitv 

Juice Concentration 

low 

19.00 

25.30 

26.00 

22.50 

23.50 

moderate 

50.00 

54.30 

53.50 

54.30 

54.50 

hiah 

60.00 

68.00 

67.00 

66.30 

65.50 

Price 

Juice Concentration 

low 

1.10 

1.33 

1.24 

1.30 

1.31 

moderate 

1.57 

1.81 

1.80 

1.83 

1.83 

hiah 

1.80 

2.04 

2.01 

2.04 

2.02 

Purchase Intentions 

Juice Concentration 

low 

16.50 

24.50 

27.50 

18.50 

18.80 

moderate 

47.50 

54.00 

56.50 

52.00 

51.00 

hiah 

61.50 

66.50 

64.00 

67.00 

66.80 
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Interaction Plot 
Effect: Quality * Brand 
Dependent: Perceived Quality 

7 0 - 1 l 

i i I 

Original Phonetic Direct Original & Original & 
Phonetic Direct 

Brand 

Quality 

0 1 low 

• 2 moderate 

A 3 high 

Interaction Plot 
Effect: Quality * Brand 
Dependent: Price 

Original Phonetic . Direct Original* Original & 
Phonetic Direct 

Brand 

Quality 

0 1 low 

• 2 moderate 

A 3 high 

Interaction Plot 
Effect: Quality * Brand 
Dependent: Purchase Intentions 

_l 

Quality 

O 1 low 

• 2 moderate 

A 3 high 

Original Phonetic Direct Original* Original* 
Phonetic Direct 

Brand 

Figure 11 Interaction Plots of Brand N a m e by Product Physical Quality with 
English-educated Subjects for an Unknown Foreign Brand of Star
fruit Juice in Artificial Experimental Setting 
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Interaction Plot 
Effect: Quality * Brand 

Dependent: Perceived Quality 

Quality 

O 1 low 

• 2 moderate 

A 3 high 

Original Phonetic Direct Original & Original & 

Phonetic Direct 

Brand 

Interaction Plot 
Effect: Quality * Brand 
Dependent: Price 

2.1 l 

2 -

1.9 -

1.8 -

1.7 -

1.6 -

1.5 

1.4 

1.3 -

1.2 -

1.1 -

1 
Original Phonetic 

1 1 1~ 
Direct Original & Original & 

Phonetic Direct 

Brand 

" Quality 

0 1 bw 

• 2 moderate 

A 3 high 

Interaction Plot 
Effect: Quality * Brand 
Dependent:Purchase Intentions 

70 1 1 »-

60 -

Original 

Figure 12 

. Quality 

O 1 low 

• 2 moderate 

A 3 high 

Phonetic Direct Original & Original & 
Phonetic Direct 

Brand 

Interaction Plots of Brand N a m e by Product Physical Quality with 
Mandarin-educated Subjects for an Unknown Foreign Brand of 
Star-fruit Juice in Artificial Experimental Setting 
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The Omega-Squareds (Table 30) for the overall model 

indicated that a large proportion of the variance was explained 

by the model (Omega-Squareds range from .75 to .91). When 

the variance was partitioned into the three components; 

quality, brand name and interaction, it was revealed that the 

largest proportion in all cases was due to quality (Omega-

Squared range from .70 to .89). Brand name explained only a 

small amount of variance (Omega-Squared range from .03 to 

.10) and the interaction was not significant and the Omega-

Squareds were close to 0. This finding supports Hypothesis 6 

that product physical quality will have greater effect on 

consumer perceived quality than extrinsic cues such as 

translated brand name in multi-cue situations when the 

quality differences in products are easily distinguishable. 

Table 30 Omega-Squareds Table for Translated Brand N a m e and Product 
Physical quality of English and Mandarin Educated Subjects for an 
Unknown Foreign Brand of Star-fruit Juice in Artificial 
Experimental Setting 

(English-educated S 

Perceived Quality 

Price 
Purchase Intentions 

ubjects) 
Overall 
.89 
.75 
.90 

Brand Name 
.03 
.05 
.03 

Quality 

.85 

.70 

.87 

Brand X Quality 

.01 

.00 

.00 

(Mandarin-educated 

Perceived Quality 

Price 
Purchase Intentions 

Subjects) 
Overall 

.89 

.90 

.91. 

Brand Name 
.03 
.10 
.03 

Quality 

.85 

.80 

.88 

Brand X Quality 

.01 

.00 

.00 
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Product physical quality effects 

The product quality effect on subject judgments was 

significant as expected and in all cases low concentration 

juice was rated lowest, followed by the moderate 

concentration juice and high concentration juice was rated 

highest (see Tables 29, Figures 11 and 12). Using the 

Student-Newman-Keuls procedure (Keppel 1982) differences 

between the mean ratings of fruit juices were all significant 

(Tables 31 and 32). These findings again strongly support 

Hypothesis 5 that the level of product physical quality will 

have a significant effect on consumer perceived quality, price 

and purchase intentions. 

Table 31 Mean comparison of perceived quality, price and purchase 
intentions for Product Physical Quality with English-educated 
Subjects for an Unknown Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

19.00 
45.85 
64.10 

1.10 
1.63 
1.97 

14.50 
42.00 
63.50 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 02 
* 

* 

* 

03 

* 

* 

* 
* 

* 
* 
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Table 32 Mean comparison of Perceived quality, Price and Purchase 
Intention for Product Physical Quality with Mandarin-educated 
Subjects for an Unknown Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

23.35 
53..30 
65.35 

1.25 
1.77 
1.98 

21.15 
52.20 
65.15 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 02 

* 

* 

* 

03 

* 

* 

* 

* 

* 

* 

Brand name translation effects 

Again, the results of the brand name translation effects 

were identical in all three dependent variables, but 

differences were found between English and Mandarin educated 

subjects (see Tables 28, 33 and 34). For English-educated 

subjects higher ratings were given for the original brand name 

and the two combinations of original brand name and 

translated names. The phonetically and directly translated 

brand names received the lowest ratings (refer to Table 33). 

However, the multiple comparison tests revealed that the only 

significant differences were between the translated brand 

names (phonetic and direct) and the other three variations 

brand names (Table 33). This provides support for Hypothesis 

4c and Hypothesis 3. The evidence, therefore, suggests that 

for English-educated subjects with unknown foreign brand the 

139 



original brand name should be used either alone or together 

with the translated brand names. If this group forms the 

target market it is not advisable to translate the foreign brand 

name and have it appear on the label alone. 

With the Mandarin-educated subjects, the pattern of 

differences was again consistent across the three dependent 

variables (refer to Table 34). With this subject group, the 

original brand n a m e was rated significantly lower in all 

judgments compared to the other 4 variations of brand name 

presentations (refer to Table 34). The multiple comparison 

test also found that the only significant difference in 

judgment ratings was between the original brand name and the 

other four brand names. This strongly supports Hypothesis 3 

and Hypothesis 4b. The prescriptive implications for 

management are that when a brand is an unknown foreign brand 

the best strategy is to translated the foreign brand name and 

the types of translation have no effect on the Mandarin-

educated consumers. If this group forms the target market it 

is advisable to translate the foreign brand name (either 

phonetically or directly) and have it appear on the label alone 

or in conjunction with the original brand name. 
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Table 33 Mean' Comparison Table of Perceived Quality, Price and Purchase 
Intentions on Translated Brand Names of English-educated 
Subjects for an Unknown Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 
Mean Scores Brand Names B1 B2 B3 B4 B5 

46.42 Original Name B1 

Phonetically Translated 
38.50 Name B2 

Directly Translated 
39.67 Name B3 

Original & Phonetically 
44.42 Translated Name B4 

Original & Directly 
45.92 Translated Name B5 

* * 

* * 

Price 

1.64 

1.45 

1.44 

1.64 

1.65 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

* * 

* * 

Purchase 
Intentions 

42.00 

36.33 

36.25 

42.50 

42.83 

* =Sig @ 0.05 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

* * 

* * 
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Table 34 Mean Comparison Table of Perceived Quality, Price and Purchase 
Intentions on Translated Brand Names of Mandarin-educated 
Subjects for an Unknown Foreign Brand of Star-fruit Juice in 
Artificial Experimental Setting 

Perceived Quality 
Mean Scores Brand Names 

43.00 

49.17 

48.83 

47.67 

47.83 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

B1 B2 B 3 B 4 B5 

Price 

1.49 

1.73 

1.68 

1.72 

1.72 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Purchase 
Intentions 

41.83 

48.33 

49.33 

45.83 

45.50 

=Sig @ 0.05 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 
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Comparison of experiments conducted with Eastern culture 

product from well-known and unknown foreign brands. 

Significant main effects for brand name translation and 

product physical quality on consumers' product perceptions and 

judgments were reported in experiments conducted with well-

known and unknown foreign brands of star-fruit juices. In both 

experiments star-fruit juices with low concentration were 

rated lowest in all product judgments, followed by the 

moderate concentration juices and the high concentration 

juices. No differences in product quality judgments were 

found between English and Mandarin educated subjects. 

As for the brand name translation effects, findings were 

similar for the English-educated subjects from both 

experiments. However, differences exist between the 

experiments for Mandarin-educated subjects. With the 

English-educated subjects again the original brand name and 

the two combinations of original name and the translated 

names were given significantly higher judgment ratings than 

the phonetically and directly translated brand names. For the 

experiment conducted with the well-known foreign brand 

(Treetop), the Mandarin-educated subjects rated the original 

name, the phonetically translated name and their combination 

significantly higher in judgment ratings than the directly 

translated name and its combination with the original brand 

name. With unknown foreign brand, the original brand name 

was rated significantly lower than all the other brand names. 

This difference in Mandarin-educated subjects' perceptions and 

evaluations of translated brand names from well-known and 

unknown foreign brands confirmed the substantial influence 
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foreign brand familiarity has on consumers' perceptions and 

judgments of translated brand names. 

Comparison of Experiments conducted with Western and 

Eastern culture products of an unknown foreign brand. 

Similar findings were reported in experiments conducted 

with Western culture product (Experiment 2) and Eastern 

culture product (Experiment 4). The A N O V A results from both 

experiments reported significant effect for brand name 

translation and product physical quality on consumers' product 

judgments. Significant differences in product judgments were 

found between fruit juices with low, moderate and high juice 

concentration in both experiments. Samples with high juice 

concentration were rated highest in all the three product 

judgments, followed by the moderate concentration juice and 

finally, the low concentration juice. 

The brand name translation effects on product judgments 

were identical in Experiments 2 and 4. With the English-

educated subjects, the original brand name and its 

combinations with the translated names were consistently 

given higher judgment ratings than the phonetically and 

directly translated brand names. Whereas, with the mandarin-

educated subjects, the directly translated brand name and its 

combination with the original brand name were given 

significantly lower judgment ratings than the other three 

variations of brand names. Subjects from both experiments 

used the linear additive integration rule in their judgment 

formation. 
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The similarity in findings between experiments 

conducted with Western and Eastern culture products suggest 

that product culture has no influence on consumer perceptions 

and judgments of products with translated brand names and 

different quality levels. This finding also implies that the 

same set of brand name translation strategies may apply to 

products with different cultural background. 

Summary on the major Findings of Group One 

Experiments 

The objective of these experiments (Experiment 1, 2, 3 

and 4) is to explore the effects of foreign brand name 

translation and product physical quality with products of 

different cultures and brand name familiarity on consumers' 

product perceptions and evaluations under an artificial 

experimental setting. The findings from these experiments 

consistently indicated significantly effects for both brand 

name translation and product physical quality on subjects' 

perceptions of quality and price, as well as purchase 

intentions. These findings provide strong support for the 

proposition that brand name translation and product physical 

quality have significant effects on consumers' product 

judgments. 

In all the four experiments, product physical quality was 

found to have a greater effect on the judgments of subjects 

than the translated brand names. This confirms the findings of 
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Szybillo and Jacoby (1974). Product samples with low quality 

were consistently given the lowest product judgment ratings. 

These were followed by the moderate quality, with the high 

quality samples receiving the highest ratings. These findings 

were consistent across all the four experiments. No 

differences in product quality effect were found between 

English and Mandarin educated subjects; well-known and 

unknown foreign brand; and Western and Eastern products. 

As for the translation of brand names, differences in 

brand name translation effect were found not only between 

well-known and unknown foreign brand but also between 

English and Mandarin educated subjects. However, no 

differences were found between Western and Eastern products. 

For the well-known and unknown foreign brands, differences in 

the effect of brand name translation were found only with the 

Mandarin-educated subjects. With the well-known foreign 

brand (Treetop), the directly translated brand name and the 

combination of original and directly translated name were 

rated significantly lower in quality, price and purchase 

intention than the other three variations of brand name 

(phonetically translated brand name, original brand name and 

the combination of original and phonetically translated name). 

Significantly, with the unknown foreign brand (Sunrise), the 

original brand name was rated much lower in all the three 

judgments than the other four brand names (phonetically 

translated brand name, directly translated brand name and the 

combinations of the original brand name and the translated 

names). This suggests the need for a different branding 

strategy for foreign brands with a different level of brand 
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name familiarity. From these findings, marketers dealing with 

well-known foreign brands should retain the strength of the 

original brand name. If translation is necessary, then a 

phonetic translation should be used. The best strategy is to 

have the combination of the original brand name and the 

phonetically translated name. 

Differences in the brand name translation effects were 

found between subjects with different educational 

backgrounds. The English-educated subjects consistently rated 

the original brand n a m e and its combination with the 

translated names significantly higher in quality, price and 

purchase intentions than the two translated brand names 

(phonetic and direct). This fact provided strong support for 

the proposition that brand name in local languages or in 

languages familiar to the consumers will be rated higher in 

product judgements than a brand name in a foreign language. 

However with the Mandarin-educated subjects, the directly 

translated brand name and its combination with the original 

brand name were rated significantly lower in judgments than 

the other three variations of brand names for well-known 

foreign brands, while with the unknown foreign brand, the 

original brand name was rated lowest in all the three 

judgments. The differences in the product judgments of 

Mandarin-educated subjects presented with well-known and 

unknown foreign brands suggests that foreign brand name 

familiarity may have greater effect on consumers' product 

judgments than language familiarity. 
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The effect of product culture on consumer perceptions 

and judgments of products with translated brand name and 

different quality level was also explored in these experiments. 

No differences on the effect of consumers' perceptions and 

judgments of brand name translation and product physical 

quality was found between Eastern and Western culture 

products. The findings of experiments with Eastern and 

Western culture products were substantially identical. 

Finally, the validity of the linear additive integration 

model in the human judgments formation is tested in these 

experiments. The A N O V A results from all the experiments 

showed no significant brand name x product quality interaction 

and the interaction plots revealed no departure form 

parallelism. These results support the dominance of the linear 

additive model in consumers' product judgments formation. 
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Experiment 5: Brand N a m e Translation, Product 
Physical Quality for a Well-known Foreign Brand 
(Treetop) in a Natural Experimental setting with 
Western Product Class (Orange Juice). 

Experiment 5 was designed to examine the effects of 

brand name translation arid product physical quality on 

consumer's product judgments for a well-known foreign brand 

of western culture product (Treetop Orange juice) in a natural 

experimental setting. This Experiment replicated Experiment 

1 in a more realistic experimental setting using taste tests. 

The method, design, material and procedure for this 

experiment were described in the write up of group two 

experiments in Chapter 3. Findings from this experiment are 

compared with findings reported in Experiment 1 to examine 

the impact of different experimental settings on subjects' 

perceptions of translated brand names and product physical 

quality. 

Relationships of dependent variables 

Table 35 displays the correlation coefficients for the 

three dependent variables (perceived quality, price and 

purchase intentions). A high degree of correlation was found 

between the dependent variables (range from .70 to .86; 

p<0.05) suggesting that the results for the three variables 

should be very similar. This finding also provides strong 

support for Hypothesis 7 that a positive relationship exists 

between consumer perceived quality, the price they are willing 

to pay and purchase intentions. 
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Table 35 Correlation Table for Perceived Quality, Price and Purchase 
Intentions for a Well-known Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Enqlish-educated Sub 

Perceived Quality 

Price 

Purchase Intentions 

ects 

Perceived Quality 

_ 

.85 

.75 

Price 

.85 

_ 

.70 

Purchase Intentions 

.75 

.70 

. 

Mandarin-educated Subjects 

Perceived Quality 

Price 

Purchase Intentions 

Perceived Quality 

_ 

.86 

.85 

Price 

.86 

_ 

.80 

Purchase Intentions 

.85 | 

.80 

-

The overall analyses and the validation the linear additive 

model 

The results for the overall analysis of variance are 

displayed in Table 36 and the means in Table 37. The results 

were similar for English and Mandarin educated subjects. 

With the English-educated subjects, the main effects for brand 

name and product quality were significant for all the 

dependent variables (brand name effect on perceived quality: 

F(4,135)=68.23, p<0.01; price: F(4,135)=25.98, p<0.01; purchase 

intentions: F(4,135)=34.04, p<0.01; product quality effect on 

perceived quality: F(2,135) = 1030.56, p<0.01; price: 

F(2.135)=306.02, p<0.01; purchase intentions: F(2,135)=507.82, 

p<0.01). Similar findings were reported with Mandarin-

educated subjects (brand name effect on perceived quality: 

F(4,135)=26.36, p<0.01; price: F(4,135)=13.25, p<0.01; purchase 

intentions: F(4>135)=16.70, p<0.01; product quality effect on 

perceived quality: F(2,135) = 549.60, p<0.01; price: 
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F(2,135)=239.10, p<0.01; purchase intentions: F(2,135)=244.42, 

p<0.01). Again, this finding provides strong support for 

Hypothesis 1 and Hypothesis 5. 

Table 36 A N O V A Table for Translated Brand Name and Product Physical 
Quality on Product Evaluations of English and Mandarin Educated 
Subjects for a Well-known Foreign Brand of Orange Juice in a 
Natural Experimental Setting 

(English-educated Subjects) 

Effects 

Brand 

Quality 

Brand X 

Quality 

Within 
Subjects 

Ratings 

Brand 

Quality 

Brand X 

Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

Perceived 

Mean 

Square 

4280.71 

64658.25 

54.08 

5.33 

13.46 

4.08 

5.96 

Quality 

F-value 

68.23** 

1030.56** 

0.86 

0.51 

1.29 

0.39 

0.57 

Price 

Mean 

Sauare 

1.67 

19.67 

0.11 

0.01 

0.01 

0.00 

0.00 

F-value 

25.98** 

306.02** 

1.77 

1.92 

1.48 

0.66 

0.87 

Purchase 

Mean 

Square 

4484.38 

133811.17 

700.50 

18.75 

3.13 

9.25 

10.19 

Intentions 

F-value 

34.04** 

507.82** 

0.67 

1.03 

0.17 

0.51 

0.56 

**=p<0.01, *=p<0.05 

(Mandarin -educa 

Effects 

Brand 

Quality 

Brand X 

Quality 

Within 

Subjects 

Ratinqs 

Brand 

Quality 

Brand X 

Quality 

D.F. 

4 
2 

8 

1 
4 
2 

8 

.ed Subjects) 

Perceived Quality 

Mean 

Sauare 

2651.72 

55280.71 

80.60 

42.68 

24.27 

100.78 

18.05 

F-value 

26.36** 

549.60** 

0.80 

2.42 

1.38 

5.71* 

1.02 

Price 

Mean 

Sauare 

1.14 

20.59 

0.10 

0.00 

0.03 

0.02 

0.01 

F-value 

13.25** 

239.10** 

1.10 

0.06 

2.70* 

2.53 

1.10 

Purchase 

Mean 

Sauare 

2619.10 

38328.38 

79.16 

433.24 

9.05 

34.47 

77.29 

Intentions 

F-value 

16.70** 

244.42** 

0.51 

9.15* 

0.19 

0.73 

1.63 
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Three significant within subject effects were found 

with Mandarin-educated subjects (purchase intention ratings 

F(i,i35)= 9.15, p<0.05; brand name on price F(4>135)=2.70, p<0.05; 

product quality on perceived quality: F(2>135)=5.71, p<0.05) 

which suggested that there may exist within subject 

differences in judgments. The A N O V A results also reported no 

significant brand n a m e x product quality interactions 

indicating that present of the linear additive model of human 

judgment (Anderson, 1982). Further support was provided by 

the interaction plots (Figures 13 and 14) which revealed no 

departure from parallelism. This supports Hypothesis 9 that 

consumer predominantly uses the linear additive model in 

forming their quality, price and purchase intention judgments. 

Table 37 Cell Means for Perceived Quality, Price and Purchase Intentions 
for a Well-known Foreign Brand of Orange Juice in Natural 
Experimental Setting 

(English-educated Subjects) 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4,Original & Phonetic 

5.Original & Direct 

Perceived Quality 

Juice Concentration 

low 

29.00 

15.80 

14.80 

26.50 

29.50 

moderate 

70.25 

51.25 

49.75 

68.50 

67.00 

hiah 

78.80 

63.00 

61.90 

75.80 

77.00 

Price 

Juice Concentration 

low 

1.23 

1.01 

1.06 

1.20 

1.15 

moderate 

1.91 

1.53 

1.57 

1.91 

1.84 

high 

2.20 

1.77 

1.72 

2.20 

2.13 

Purchase Intentions 

Juice Concentration 

low 

28.50 

16.50 

14.80 

28.50 

26.80 

moderate 

64.50 

50.00 

50.00 

67.00 

68.00 

hiah 

80.50 

61.30 

62.30 

81.30 

79.00 

(Mandarin-educated Subjects) 

Brand name 

1.Original 

2.Phonetic translated 

3. Direct translated 

4.0riginal & Phonetic 

5.0riginal & Direct 

Perceived Qualitv 

Juice Concentration 

low 

29.50 

30.00 

17.80 

29.40 

28.80 

moderate 

69.50 

65.00 

48.75 

69.50 

64.25 

hiah 

76.00 

73.00 

60.30 

74.10 

73.80 

Price 

Juice Concentration 

low 

1.22 

1.25 

1.10 

1.26 

1.26 

moderate 

1.93 

1.94 

1.56 

1.90 

1.92 

hiah 

2.22 

2.20 

1.77 

2.15 

2.17 

Purchase Intentions 

Juice Concentration 

low 

32.50 

27.80 

18.50 

27.50 

28.30 

moderate 

57.80 

58.00 

40.30 

57.50 

53.00 

hiah 

71.00 

68.30 

52.30 

67.70 

67.30 
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Figure 13 Interaction Plots of Brand N a m e by Product Physical quality of 
English-educated subjects for a Well-known Foreign Brand of 
Orange Juice in Natural Experimental Setting 
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Figure 14 Interaction Plot of Brand N a m e by Product Physical quality of 
Mandarin-educated subjects for a Well-known Foreign Brand of 
Orange Juice in Natural Experimental Setting 
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The Omega-Squareds for the overall model presented in 

Table 38, range from .78 to .90 indicating that a very large 

proportion of the variance was explained by the model. When 

the variance was divided into the three components: product 

quality, brand name and interaction, it was revealed that the 

largest proportion in all cases was again due to product 

quality ( Omega-Squareds range from .71 to .82). Brand name 

explained only a small proportion of the variance (Omega-

Squareds range form .04 to .12) and the brand name x product 

quality interaction was not significant and the Omega-

Squareds were virtually 0. This finding supports Hypothesis 6 

that product physical quality will have greater effect on 

consumer perceived quality than intrinsic cues such as 

translated brand names in multi-cue situations when the 

quality differences in products are easily distinguishable. 

Table 38 Omega-Squareds Table for Translated Brand N a m e and Product 
Physical quality Effects on Product Evaluations of English and 
Mandarin Educated for a Well-known Foreign Brand of Orange 
Juice in Natural Experimental Setting 

(English-educated Subjects) 

Perceived Quality 
Price 
Purchase Intentions 

Overall 

.84 

.82 

.88 

Brand Name 
.04 
.12 
.10 

Quality 
.82 
.70 
.78 

Brand X Quality 
.00 
.01 
.00 

(Mandarin-educated 

Perceived Quality 

Price 
Purchase Intentions 

Subjects) 
Overall 
.90 
.79 
.78 

Brand Name 
.08 
.09 
.07 

Quality 
.82 
.70 
.71 

Brand X Quality 
.00 
.01 
.00 
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Product physical quality effects 

Significant product quality effect on the dependent 

variables was reported in the analysis of variance (refer to 

Table 36). In all cases low concentration fruit juice was rated 

the lowest, followed by the moderate concentration and the 

high concentration fruit juice which was rated the highest 

(see Tables 39, 40 Figures 13 and 14). Further analyses with 

the £tudent-Newman-Kuels procedures (Keppel 1982) revealed 

that the differences between the means were all significant. 

These findings again strongly support Hypothesis 5 that the 

level of product physical quality will have a significant effect 

on consumers' perceived quality, price and purchase intentions. 

Table 39 Mean comparison of Perceived quality, Price and Purchase 
Intentions for Product Physical Quality with English-educated 
Subjects for a well-known Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

23.10 
61.35 
71.25 

1.13 
1.75 
1.99 

23.00 
59.90 
72.85 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 Q2 

* 

* 

* 

QB 

* 
* 

* 

* 

* 

* 
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Table 40 Mean comparison of Perceived quality, Price and Purchase 
Intention for Product Physical Quality with Mandarin-educated 
Subjects for a Well-known Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

27.04 
63.40 
71.47 

1.22 
1.85 
2.10 

26.89 
53.30 
65.34 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

Ql 02 

* 

* 

* 

03 

* 

* 

* 

* 

* 

* 

Brand name translation effects 

The results for brand name translation effects were 

identical for all three dependent variables. However, 

differences were found between English and Mandarin educated 

subjects (see Tables 41, 42, Figures 13 and 14). The English-

educated subjects again consistently gave higher judgment 

ratings for the original brand name as well as for the two 

combinations of the original brand nantfe and the translated 

names. The phonetically and directly translated names were 

rated the lowest (see Table 41). Further analyses with the 

multiple comparison tests revealed that significant 

differences exist between the phonetic or direct translations 

brand names and the other three brand names (original name, 

original and phonetic translated name and original and direct 
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translated name). This provides strong support for Hypothesis 

3 and Hypothesis 4d. 

The findings also suggest that for English-educated 

consumers with well-known foreign brand, the original name 

is most important and should be used either alone or together 

with the translated name. The type of translation; phonetic or 

direct has no significant effect on consumer product 

evaluations and the translated brand name should not appear on 

the label alone. 

With the Mandarin-educated subjects the pattern of 

differences was again consistent across the dependent 

variables but was different from the English-educated 

subjects. In this case, the direct translated brand name was 

consistently rated the lowest and the combination of the 

original and phonetically translated brand name was rated 

highest in quality and price (Table 42). The multiple 

comparison tests using the Student-Newman-Kuels procedure 

(Keppel 1982) revealed significant difference between the 

directly translated name and the other four brand names. This 

finding strongly supports Hypothesis 4b, but failed to support 

Hypothesis 3. Again, the prescriptive implication for 

management is that wjth a well-known western brand the 

strength of the original name must be retained. If a 

translation is necessary then only the phonetic translation 

should be used and it should appear on the label in conjunction 

with the original name. 
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Table 41 Mean Comparison of Perceived Quality, Price and Purchase 
Intentions for Translated Brand Names with English-educated 
Subjects for a well-known Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Perceived Quality 
Mean Scores Brand Names 

59.33 Original Name 

43.33 

42.08 

56.92 

57.83 

Price 

1.78 

1.44 

1.45 

1.74 

B1 

Phonetic Translated 
Name B2 

Direct Translated 
Name B3 

Original & Phonetic 
Translated Name B4 

Original & Direct 
Translated Name B5 

Original Name B1 

Phonetic Translated 
Name B2 

Direct Translated 
Name B3 

Original & Phonetic 
Translated Name B4 

Original & Direct 
Translated Name B5 1.70 

Purchase 
Intentions 

57.88 Original Name B1 

Phonetic Translated 
42.58 Name B2 

Direct Translated 
42.33 Name B3 

Original & Phonetic 
58.92 Translated Name B4 

Original & Direct 
57.92 Translated Name B5 

=Sig @ 0.05 

B1 B2 B 3 B4 B5 

* * 

* * 

* * 

* * 

* * 

* * 
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Table 42 Mean Comparison Table of perceived quality, price and purchase 
intentions for Translated Brand Names with Mandarin-educated 
Subjects for a Well-known Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Perceived Quality 
Mean Scores Brand Name B1 B2 B3 B4 B5 

58.33 Original Name B1 

56.00 
Phonetic Translated 
Name B2 

42.25 
Direct Translated 
Name B3 

59.17 
Original & Phonetic 
Translated Name B4 

55.58 
Original & Direct 
Translated Name B5 

Price 

1.79 Original Name B1 

1.79 
Phonetic Translated 
Name B2 

1.48 
Direct Translated 
Name B3 

1.80 
Original & Phonetic 
Translated Name B4 

1.78 
Original & Direct 
Translated Name B5 

Purchase 
Intentions 

53.75 

51.33 

Original Name B1 

Phonetic Translated 
Name B2 

37.00 
Direct Translated 
Name B3 

52.25 
Original & Phonetic 
Translated Name B4 

49.50 
* =Sig @ 0.05 

Original & Direct 
Translated Name B5 
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Comparison of experiments conducted in artificial and natural 
settings. 

Very similar findings were found between experiments 

conducted in artificial and natural settings. Both experiments 

reported significant main effects for brand name translation 

and product physical quality on the dependent variables. 

Significant differences in judgment ratings exist between 

orange juices with low, moderate and high concentration in 

both experiments. Juices with high concentration were 

consistently rated the highest in all judgments, followed by 

moderate concentration and the low concentration juices were 

rated the lowest. No difference in the product physical 

effects were found between English and Mandarin educated 

subjects in both experiments. 

The differences in the brand name translation effects 

between English and Mandarin educated subjects in both 

experiments were identical. English-educated subjects from 

both experimental settings (artificial and natural) rated the 

original brand name and the two combinations of the original 

brand name and the translated names significantly higher in 

all judgment ratings than the phonetically and directly 

translated brand names. With the Mandarin-educated subjects, 

the directly translated brand name was rated significantly 

lower in product judgments than the other four variations of 

brand names (refer to Tables 10 and 42). In the pencil-and-

paper test, the combination of the original and directly 

translated n a m e was also rated significantly lower in 

judgments than the original brand name and the combination of 

the original and the phonetically translated name, but this is 
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not found in the experiment conducted with taste-tests. These 

minor differences found between the experiments are not 

important and do not provide any important implications to the 

overall findings. 

The results of the analysis of variance in Experiments 1 

and 5 reported no significant brand name x product quality 

interaction indicating the that the present of the linear 

additive model in subjects' judgment formation. Further 

support was provided by the parallelism of the interaction 

plots for brand name and product quality in both experiments, 

suggesting that linear additive integration model is robust and 

valid in consumer judgment formation under both artificial and 

natural experimental settings. The similarity in the findings 

between Experiment 1 and Experiment 5 supports Hypothesis 8 

that there is no difference in the results between experiments 

conducted in artificial settings with pencil-and-paper tests 

and experiments under natural setting with taste-tests. 

Experiment 6: Brand N a m e Translation, Product 
Physical Quality for an U n k n o w n Foreign Brand 
(Sunrise) in a Natural Experimental Setting with 
Western Product Class (Orange Juice). 

The design of Experiment 6 evaluates the 'effects of 

brand name translation and Product physical quality on 

consumers' product judgments of an unknown foreign brand of 

orange juice in a natural experimental setting. The design, 

method and procedure of the experiment were similar to those 
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of Experiment 5, except that in this experiment an unknown 

foreign -brand (Sunrise) was translated. T w o groups of 

subjects were used, English-educated and Mandarin-educated. 

Findings from this experiment will be compared with findings 

reported in Experiments 2 and 5 to examine the effects of 

different experimental settings and foreign brand name 

familiarity on consumers' perceptions and evaluations of 

translated brand names and product physical quality. Results 

of this experiment were presented below. 

Relationships between dependent variables 

The correlation coefficients for the dependent variables 

are presented in Table 43. Again, a high degree of correlation 

between the dependent variables was found (range from .70 to 

.86; p<0.05). This shows that the results of the three 

dependent variables are very similar and provide strong 

support for Hypothesis 7. 

Table 43 Correlation Table for Perceived Quality, Price and Purchase 
Intentions for an Unknown Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Enqlish-educated Sub 

Perceived Quality 

Price 

Purchase Intentions 

ects 

Perceived Quality 

. 

.86 

.70 

Price 

..86 

-

.70 

Purchase Intentions 

.70 

.70 

-

Mandarin-educated Subjects 

Perceived Quality 

Price 

Purchase Intentions 

Perceived Quality 

_ 

.75 

.80 

Price 

.75 

-

.85 

Purchase Intentions 

.80 

.85 

-
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The overall analyses and validation of the linear additive 

model 

Results for the overall analysis of variance are 

presented in Table 44 and the means are in Table 45. The 

results were virtually identical for each group of subjects. 

For the English-educated subjects significant effects for 

brand name and product quality were found for all the 

dependent variables (brand name effect on perceived quality: 

F(4,135)=12.32, p<0.01; price: F(4i135)=15.89, p<0.01; purchase 

intentions: F(4ti35)=48.86; product quality effect on perceived 

quality: F(2,135)=454.95, p<0.01; price: F(2,135)=659.33, P<0.01; 

purchase intentions: F(2,135)=1026.57, p<0.01). Similar 

findings were reported with the Mandarin-educated subjects 

(brand name effect on perceived quality: F(4fi35)=6.93, p<0.01; 

price: F(4;135)=7.83, p<0.01; purchase intentions: F(4(135)=12.34; 

product quality effect on perceived quality: F(2,135)=354.76, 

p<0.01; price: F(2;135)=1245.32, P<0.01; purchase intentions: 

F(2,135)=1155.46, p<0.01). This finding provides strong support 

for Hypothesis 1 and Hypothesis 5. 
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Table 44 ANOVA Table for Translated Brand Name and Product Physical 
quality on Product Evaluations for an Unknown Foreign Brand of 
Orange Juice in Natural Experimental Setting 

(English-educated Subjects) 

Effects 

Brand 

Quality 
Brand X 
Quality 
Within 
Subjects 

Ratings 
Brand 
Quality 
Brand X 
Quality 

D£ 

4 
2 

8 

1 
4 
2 

8 

Perceived Quality 

Mean 
Square 

983.46 
36322.35 

88.21 

30.08 
62.38 

138.58 

65.88 

F-value 

12.32** 

454.95** 

1.11 

0.59 
1.22 

2.71 

1.29 

Price 

Mean 
Sauare 

0.46 

19.17 

0.04 

0.00 
0.01 
0.00 

0.00 

F-value 

15.89** 
659.33** 

1.24 

0.36 
1.17 
0.09 

0.73 

Purchase Intentions 

Mean 
Square 

2448.63 

51442.33 

19.32 

176.33 
8.21 
14.33 

4.65 

F-value 

48.86** 
1026.57** 

0.39 

10.13** 
0.47 
0.82 

0.27 

(Mandarin-educated Subjects) 

Effects 

Brand 
Quality 
Brand X 
Quality 
Within 
Subjects 
Ratinqs 
Brand 

Quality 
Brand X 
Quality 

D.F 

4 
2 

8 

1 
4 
2 

8 

Perceivec 

Mean 
Square 

791.75 

40548.00 

18.63 

27.00 
16.58 
19.00 

15.45 

J Quality 

F-value 

6.93** 
354.76** 

0.16 

2.00 

1.23 
1.40 

1.15 

Price 

Mean 
Square 

0.13 
21.00 

0.01 

0.03 
0.01 
0.01 

0.00 

F-value 

7.83** 
1245.32** 

0.27 

10.99** 
2.18 
0.39 

0.75 

Purchase Intentions 

Mean 
Sauare 

734.38 

68739.08 

17.31 

2.08 
3.13 
1.58 

4.19 

F-value 

12.34** 

1155.46** 

0.29 

0.84 

1.26 
0.64 

1.68 

*=p<0.01, * = p<0.05 

Also there were significant subject effects (English-

educated subjects; purchase intention ratings: F(1i135)=10.13, 

p<0.01; Mandarin-educated subjects; price ratings: 

F(i,i35)=10.99, p<0.01) which suggested that there are within 

subject differences in judgments. No significant brand name x 

product quality interactions was found in the A N O V A results 

indicating that the additive model of human judgment 

formation may be adequate (Anderson, 1982). Further support 
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was provided by the interaction plots (Figures 15 and 16) 

which revealed no departures from parallelism. This supports 

Hypothesis 9 that consumer predominantly uses the linear 

additive model in forming quality, price and purchase intention 

judgments. 

Table 45 Cell Means for Perceived Quality, Price and Purchase Intentions 
for an Unknown Foreign Brand of Orange Juice in Natural 
Experimental Setting 

(English-educated Subjects) 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4.0riginal & Phonetic 

5.Original & Direct 

Perceived Quality 

Juice Concentration 

low 

27.50 

21.50 

22.00 

27.50 

23.30 

moderate 

58.25 

49.75 

46.00 

55.00 

56.50 

high 

63.80 

55.00 

55.30 

63.30 

64.80 

Price 

Juice Concentration 

low 

1.13 

1.05 

1.02 

1.12 

1.14 

moderate 

1.89 

49.8 

1.59 

1.79 

1.78 

hiah 

1.99 

1.84 

1.84 

1.97 

2.02 

Purchase Intentions 

Juice Concentration 

low 

26.00 

16.00 

15.30 

25.50 

26.30 

moderate 

60.30 

46.80 

49.80 

60.00 

61.30 

hiah 

70.30 

57.50 

57.50 

68.80 

70.50 

(Mandarin-educated Subjects) 

Brand name 

1.Original 

2.Phonetic translated 

3.Direct translated 

4,Original & Phonetic 

5.Original & Direct 

Perceived Quality 

Juice Concentration 

low 

20.80 

28.80 

25.50 

28.00 

25.50 

moderate 

47.00 

57.00 

53.25 

55.75 

56.50 

high 

58.00 

67.00 

65.00 

67.00 

66.50 

Price 

Juice Concentration 

low 

1.08 

1.19 

1.14 

1.16 

1.17 

moderate 

1.72 

1.88 

1.80 

1.83 

1.81 

high 

1.96 

2.06 

2.04 

2.06 

2.03 

Purchase Intentions 

Juice Concentration 

low 

13.80 

19.50 

20.0 

21.80 

22.80 

moderate 

55.00 

63.00 

60.30 

63.30 

65.00 

hiah 

62.50 

70.50 

67.00 

69.50 

70.00 
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Figure 15 Interaction Plot of Brand N a m e by Product Physical quality of 
English-educated Subjects of an Unknown Foreign Brand of Orange 
Juice in Natural Experimental Setting 
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Figure 16 Interaction Plot of Brand N a m e by Product Physical quality of 
Mandarin-educated Subjects of an Unknown Foreign Brand of 
Orange Juice in Natural Experimental Setting 
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Omega-Squareds were calculated to asses the magnitude 

of the brand name, product physical quality and their 

interaction effects on subjects' product judgments. The 

Omega-Squareds for the overall model range from .77 to .92 

indicating that a very large proportion of the variance was 

explained by the model (refer to Table 46). When the variance 

was partitioned into the three components: product quality, 

brand name and interaction it was revealed that the largest 

proportion in all cases was due to product quality (Omega-

Squareds range from .74 to .88). Brand name explained only a 

small amount of the variance (Omega-Squareds range from .01 

to .08) and the interaction was not significant and the Omega-

squareds were virtually 0. This finding provides support for 

Hypothesis 6 that product physical quality will have greater 

effect on consumer perceived quality than extrinsic cue such 

as translated brand name in multi-cue situations when the 

quality differences in the product are easily distinguishable 

Table 46 Omega-Squareds Table for Translated Brand N a m e and Product 
Physical quality on Product Evaluations of English and Mandarin 
Educated Subjects for an Unknown Foreign Brand of Orange Juice 
in Natural Experimental Setting 

(English-educated Subjects) 

Perceived Quality 
Price 

Purchase Intentions 

Overall 
.86 
.90 
.90 

Brand Name 
.04 
.04 
.08 

Quality 
.82 
.86 
.82 

Brand X Quality 
.00 
.00 
.00 

(Mandarin-educated 

Perceived Quality 
Price 
Purchase Intentions 

Subjects) 

Overall 

.77 

.89 

.92 

Brand Name 
.03 
.01 
.08 

Quality 
.74 
.88 
.84 

Brand X Quality 
.01 
.00 
.00 
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Product physical quality effects 

Significant product quality effect on subjects' product 

judgments was found in the experiment (refer to Table 44). In 

all cases low concentration juice was rated lowest, followed 

by the moderate concentration and high concentration juice 

which was the highest (see Tables 47 48, Figures 15 and 16). 

The multiple comparison test using Student-Newman-Keuls 

procedure (Keppel, 1982) found significant differences exist 

between the mean ratings for the three levels of juice 

concentration (Table 47). These findings again strongly 

support Hypothesis 5 that the level of product physical quality 

will have a significant effect on consumer perceived quality, 

price and purchase intentions. 

Table 47 Mean comparison of Perceived quality, Price and Purchase 
Intentions for Product Physical Quality with English-educated 
Subjects for an Unknown Foreign Brand of Orange Juice in Natural 
Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

24.35 
53.10 
60.40 

1.09 
1.73 
1.93 

21.80 
55.60 
64.90 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 02 
* 

* 

* 

OB 

* 

* 

* 
* 

* 
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Table 48 Mean comparison of Perceived quality, Price and Purchase 
Intentions for Product Physical Quality with Mandarin-educated 
Subjects with an Unknown Foreign Brand of Orange Juice in 
Natural Experimental Setting 

Perceived Quality 

Price 

Purchase Intentions 

*=Sig @ 0.05 

Mean Scores 

25.70 
53.90 
64.70 

1.15 
1.81 
2.03 

19.50 
61.30 
67.90 

Product Quality 

Low 
Moderate 
High 

Low 
Moderate 
High 

Low 
Moderate 
High 

Q1 
02 
03 

Q1 
02 
03 

Q1 
02 
03 

01 Q£ 
* 

* 

* 

QB 

* 

* 

* 

* 

* 

* 

Brand name translation effects 

The results on the brand name translation effects were 

significant and identical for all dependent variables (refer to 

Table 44). However, differences exist between English and 

Mandarin educated subjects (see Tables 49, 50, Figures 15 and 

16). With English-educated subjects, consistently higher 

ratings were given for the original brand name as well as the 

two combinations of original and translated names. The 

phonetically and directly translated names received the 

lowest ratings. However, the multiple comparison test 

revealed that the significant differences occurred only 

between the translated brand names (phonetic or direct) and 

the other three variations of brand name (see Table 49). This 

supports Hypothesis 3 and Hypothesis 4c. The evidence again 

suggests that for English-educated subjects with unknown 
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foreign brand the critical variable is the original brand name 

which should be used either alone or together with the 

translated name. The best strategy is to use the original 

name and not to translate the brand name. 

With the Mandarin-educated subjects the pattern of 

differences was again consistent across dependent variables. 

Mandarin-educated subjects rated the original name lowest in 

all product judgments (see Table 50) and the multiple 

comparison test using the Student-Newman-Keuls procedure 

(Keppel 1982) again revealed that the only significant 

difference was between the original brand name and the other 

four variations of brand names. This finding again provides 

strong support for Hypothesis 3 and Hypothesis 4b. The 

prescriptive implications for marketers are that when a brand 

is an unknown western brand, the best strategy is to 

translated the brand name either phonetically or directly. The 

translated brand name may be presented on the products' label 

alone or together with the original brand name. 
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Table 49 Mean Comparison Table of Perceived Quality, Price and Purchase 
Intentions for Translated Brand Names with English-educated 
Subjects for an Unknown Foreign brand of Orange Juice in Natural 
Experimental setting 

Perceived Quality 
Mean Scores 

49.83 

42.08 

41.08 

48.58 

48.17 

Price 

1.67 

1.50 

1.48 

1.63 

1.65 

Brand Names 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

B1 B2 B3 B4 B5 

* * 

* * 

* * 

* * 

Purchase 
Intentions 

52.17 

40.08 

40.08 

51.42 

52.67 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

=Sig @ 0.05 

* * 

* * 
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Table 50 Mean Comparison Table of Perceived Quality, Price and Purchase 
Intentions for Translated Brand Names with Mandarin-educated 
Subjects for an Unknown Foreign Brand of Orange Juice in Natural 
Experimental Setting 

Perceived Quality 
Mean Scores Brand Name 

41.92 

50.92 

47.92 

50.25 

49.50 

Original Name B1 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

B1 B2 B3 B4 B5 

Price 

1.59 Original Name B1 

1.71 

1.66 

1.68 

1.67 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 

Purchase 
Intentions 

43.75 Original Name B1 

51.00 

49.08 

51.50 

52.58 

=Sig @ 0.05 

Phonetically Translated 
Name B2 

Directly Translated 
Name B3 

Original & Phonetically 
Translated Name B4 

Original & Directly 
Translated Name B5 
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Comparison of experiments conducted with well-known and 
unknown foreign brands in natural experimental setting. 

The overall findings from the experiments with the 

translation of a well-known foreign brand (Experiment 5) and 

an unknown foreign brand (Experiment 6) was quite similar. 

Results of the analysis of variance from both experiments 

demonstrated that both brand name translation and product 

physical quality have significant effects on all the three 

judgment variables (perceived quality, price and purchase 

intentions). In both experiments, the judgment ratings for 

orange juice of high, moderate and low concentration were all 

significantly different. Low concentration juice was given the 

lowest ratings, followed by moderate concentration and high 

concentration. 

For the brand name translation effects, English-educated 

subjects participated in both experiments gave significantly 

higher judgment ratings for the original brand name and its 

combination with the two translated names than the 

phonetically and directly translated brand names. The 

identical findings secured in both experiments suggest that 

the same branding strategy is applicable to both well-known 

and unknown foreign brands with English-educated consumers. 

The critical element in this comparison study is the 

difference in perceptions that Mandarin-educated subjects 

bring to the translated brand names of well-known and 

unknown foreign brands. With the well-known foreign brand, 

the directly translated brand name and its combination with 

the original name were rated significantly lower in product 
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judgments than the other three variations of brand names 

(original name, phonetically translated name, and combination 

of the original and phonetically translated name). O n the other 

hand, with the unknown foreign brand, the original brand name 

was rated significantly lower than the other four brand names. 

The difference in these findings suggests that foreign brand 

name familiarity has a strong influence on consumers' 

perceptions and evaluations of translated brand names and 

quite different translation strategies are required for foreign 

brands with a different level of familiarity. 

Comparison of Experiments conducted in artificial and natural 
settings. 

To examine the effects of different experimental 

settings on consumers' perceptions and judgments of brand 

name translation and product physical quality, findings 

reported in Experiments 2 and 6 were compared. Results from 

both experiments were similar. The analysis of variances in 

both experiments showed significant effects for brand name 

translation and product physical quality on subjects' product 

judgments. However, product physical quality was found to 

have a greater effect (with higher Omega-squareds) than 

translated brand names. Both experiments also recorded 

significant differences in product judgment ratings for fruit 

juice with high, moderate and low concentration. Orange juice 

with high concentration was given the highest judgment 

ratings followed by moderate juice concentration with low 

juice concentration having the lowest ratings. 
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