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ABSTRACT
This paper is about effects of bilingual advertising on perceived product value and on business performance. The reasons for a
company to use bilingual advertising are to provide a different experience for consumers and to attract new customers. Most
Taiwanese are bilingual but with different degree of fluencies. Some people believe that advertising with the mother language is
friendlier, others do not. People’ s attitude toward bilingual advertising can affect their perceived product value and purchase
intent. The results of the study indicated that the effect of an advertisement with the mother language is better than that of an
advertisement with second language in Taiwan region. Thus, an international business may want to modify its promotion tools to be
used in Taiwan in order to get a better result. The localization is very important, but we don’ t reject the idea of standardization.
An advertisement with the mother language is much friendlier to Taiwanese consumer, and will affect people’ s purchasing intent.
Finally, business performance will also be enhanced if the product acceptance rate is high.
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