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Abstract 

Purpose – Brand name  is one of the determining fac-

tors of a brand’s success. Simple brand names capable 

of capturing consumers’ attention will make them easy 

to remember and get to perceive the brand. The signif-

icance of brand names has caused practitioners to have 

high consideration in determining  brand names  for 

products. With the sprouting up of new SME-based busi-

nesses in Indonesia, it is worth studying how these new 

businesses name their products. Specifi cally, we aim to 

analyze how diff erent brand name designs aff ect con-

sumer preference.

Design/Methodology/Approach – This study em-

ployed a 3x2 experimental method where respondents 

were exposed to three types of  fi ctional brand names 

that were congruent (e.g., Coff ee Corner),  incongru-

ent (e.g., d’Coff ee Corner) and highly incongruent (e.g., 

d’Koff ee Korner), the respondents’ evaluation was ob-

served through their preference against 3 types of brand 

name congruence and  the use  of Indonesian  and  En-

glish in the brands. The analysis technique utilized was a 

two-way ANOVA.

Findings and Implications – The results indicated that 

congruent brand names had the highest eff ect on con-

sumer preference in comparison to incongruent and 

Sažetak

Svrha – Naziv marke jedan je od odlučujućih čimbenika 

njezina uspjeha. Jednostavni nazivi koji mogu privući pa-

žnju potrošača omogućuju im lako pamćenje i percipira-

nje marke. Važnost naziva dovela je do toga da praktičari 

obraćaju veliku pozornost određivanju naziva marke za 

proizvode. S rastom novih malih i srednjih poduzeća u In-

doneziji, važno je proučiti kako ona dodjeljuju nazive svo-

jim proizvodima. Konkretnije, cilj je analizirati kako različito 

oblikovanje naziva marke utječe na preferenciju potrošača.

Metodološki pristup – Istraživanje primjenjuje 3x2 

eksperimentalnu metodu u kojoj su ispitanici izloženi 

trima vrstama izmišljenih naziva marke; podudarajućem 

(npr. Coff ee Corner), nepodudarajućem (npr. d’Coff ee 

Corner), te izrazito nepodudarajućem (npr. d’Koff ee Kor-

ner). Procjena je provedena kroz njihove preferencije u 

odnosu na tri vrste podudarnosti naziva marke te upo-

rabu indonezijskog i engleskog jezika u markama. Za 

analizu je korištena dvosmjerna ANOVA.

Rezultati i implikacije – Rezultati su pokazali da su 

podudarajući u usporedbi s nepodudarajućim i vrlo 

nepodudarajućim nazivima marke imali najveći utjecaj 

na preferenciju potrošača. Međutim uporaba indonezij-

skog i engleskog jezika u markama nije pokazala značaj-

nu razliku u potrošačkim preferencijama.
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highly incongruent brand names. The use of Indonesian 

and English in the brand names, however, showed no 

signifi cant diff erence on consumer preference.

Limitation – The main limitation of this study consists in 

localized research samples and objects. Consequently, 

the result may not be the same in a wider, more general 

environment.

Originality – This research study contributes to the ex-

amination of brand designs by applying the theory of 

incongruence as a foundation for the analysis. It adds to 

the existing knowledge by investigating consumer pref-

erence on diff erently designed, new brand names.

Keywords – brand name, brand equity, theory of incon-

gruence, consumer preference, brand preference

Ograničenja – Glavno ograničenje rada je vezano uz lo-

kalni uzorak i objekte istraživanja. Posljedično, rezultat 

možda ne bi bio isti u širem, općenitijem okruženju.

Doprinos – Istraživanje doprinosi prethodnim istraživa-

njima o oblikovanju marke primjenjujući teoriju nepo-

dudarnosti kao temelj za njegovu analizu. Nadograđuje 

se na postojeća znanja istražujući preferencije potrošača 

o različito oblikovanim , novim nazivima marke.

Ključne riječi – naziv marke, tržišna vrijednost marke, 

teorija nepodudarnosti, preferencije potrošača, prefe-

rencije marke
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1. INTRODUCTION

Brand names are one of the determining fac-

tors of a brand’s success. Brand names are often 

simple but capable of capturing the attention of 

consumers so that they would easily remember 

and get to know the brand (Kotler & Keller, 2016). 

The more consumers know a brand, the better 

the product can be distinguished from other, 

similar products. Through easily recognized 

brand names, companies gain added value for 

their products which, in turn, results in positive 

brand equity from their consumers’ perspective 

(Aaker, 1991; Keller & Sood, 2003).

The signifi cance of brand names has caused 

practitioners to be cautious in determining brand 

names of a product. Brand names should not be 

formulated without sound consideration. This is 

so because brand equity depends on brand val-

ue, where brand value arises from a brand name 

itself (Leuthesser, Kohli & Harich, 1995).

In Indonesia, the issues concerning brand 

names are noteworthy because now there are 

more start-ups growing in Indonesia on micro, 

as well as small and medium scales. Quoting 

from the data published by the Indonesian Cen-

tral Bureau of Statistics (Badan Pusat Statistik, 

2016), the number of small and medium enter-

prises (SME) in Indonesia grew at a relatively sig-

nifi cant pace from 39,765,110 SME business units 

in 1997 to 50,145,800 business units in 2007. This 

trend continued, so the fi gure for the number 

of SMEs in Indonesia in 2013 reached 57,895,721. 

Thus, in the span of 16 years, from 1997 to 2013, 

the number of SMEs in Indonesia increased by 

45.6 %. In terms of employment, SMEs also re-

corded a relatively positive increase. In 1997, 

they employed 65,601,591 workers in Indonesia 

but by 2013 this number jumped to 114,144,082 

workers. In other words, employment absorp-

tion by SMEs in 2013 increased by 73.9 % com-

pared to that in 1997. The Ministry of Cooper-

atives and Small and Medium Enterprises also 

noted that the contribution of the micro, small 

and medium enterprise sector to the gross do-

mestic product (GDP) advanced from 57.84 % to 

60.34 % over the course of fi ve years (Ministry of 

Industry of the Republic of Indonesia, 2016).

Based on these data, it is evident that SMEs are 

one of the cornerstones of the Indonesian econ-

omy. With the rapid growth of new SME-based 

businesses in Indonesia, it is worth learning how 

these new businesses name their products. As 

previously explained, brand name is one of the 

factors forming brand equity where a company 

with an excellent brand equity will be capable 

of easily generating income (Ailawadi, Lehmann 

& Neslin, 2003; Rao & Monroe, 1989).

As one of the growing cities in Indonesia, 

Malang City also experiences an increase in the 

growth of SMEs. One phenomenon arising from 

the emergence of these businesses is the nam-

ing of businesses or brands which tend to be 

unique. Many business brands in Malang City 

are named using a combination of English and 

Indonesian or even adopting English with inten-

tionally mistaken pronunciation, often resulting 

in unusual brand names. In fact, intentionally 

incorrect spelling of brand names is not a new 

phenomenon. Some well-known global brands 

have adopted this strategy, which has proven 

successful. For example, Google is taken from 

English word googol, meaning the number 1 

with 100 zeros, while Kool-Aid intentionally al-

ters the letter “c” in cool with a “k”. Toys-Я-Us 

contracts the word “are” into a single letter “R”, 

which is then fl ipped vertically into “Я”. Some 

other brand examples include Flickr, in which 

the letter “e” is eliminated from the word fl icker; 

conversely, Digg adds an extra letter “g” to the 

core word “dig”. Such intentionally misspelled 

brand naming actually has its advantages be-

cause, by employing this strategy, the company 

obtains a catchy brand name that distinguishes 

it from other brands. Hence, companies always 

attempt to name the brands diff erently but not 

too extremely in a bid to provoke a sense of cu-

riosity among their consumers and ultimately 

make the brand name more prominent in the 

consumers’ mind (Keller & Sood, 2003).

In Malang City, the trend of intentionally mis-

spelled brand naming may be narrowed down 
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into two patterns. The fi rst is writing the English 

word “the” using a “d’” or “de”, whereas the second 

involves combining this element “d” or “de” with 

the main word of the brand in both Indonesian 

and English. In contrast to the global phenome-

non, brand naming in Malang City is intentionally 

mistaken and tends to follow certain trends of dis-

tinguishing brand names that have no valid basis.

In the fi eld of psychology, a theory related to this 

phenomenon is referred to as the theory of in-

congruence; it claims that a slight diff erence will 

cause people to become curious and, in turn, trig-

ger their involvement in the incongruence (Mor-

reall, 2012). The diff erence will increase the appeal 

of the brand to consumers, so they will crave for 

more information and process it. Nevertheless, 

when the incongruence is highly extreme or has 

no obvious basis, consumers will not be able to 

process the information about the brand (Swami-

nathan, Gürhan-Canli, Kubat & Hayran, 2015). 

The aforementioned reviews have spurred the 

authors’ interest in studying this phenomenon 

on consumer preferences when they are cor-

related to congruent and incongruent brand 

names, both in Indonesian and English. This re-

search study aimed to determine how eff ective 

misspelled brand naming is in the context of us-

ing foreign-looking “d’” and “de” to replace “the” 

in a selection of Indonesian and English brand 

names in order to attract consumer attention.

2. THEORETICAL ANALYSIS 
AND HYPOTHESES 

There are several previous studies examining in-

congruence in various brand-naming contexts. 

The research conducted by Melnyk, Klein and 

Volckner (2012) tested the use of foreign lan-

guages for the naming of several brands from 

both developed and developing countries. 

These brand names in foreign languages re-

ferred to certain countries, so the brand names 

were expected to trigger the association of high 

quality of these brands. The phenomenon ob-

served included an increase in the use of for-

eign-language brand names; thus, consumers 

often face foreign names typical of a particular 

country’s language while the brand itself is not 

even produced in that country. This research 

study tested such incongruent information in 

the country of origin (COO) through four experi-

ments; research results indicated that the incon-

gruence in hedonic products had a negative 

eff ect on consumer purchase decisions, while in 

utilitarian products the eff ect was insignifi cant.

Other research conducted by Meyers-Levy, Lou-

ie and Curren (1994) examined the theory of 

incongruence in the naming of certain product 

brands. In their research, the respondents eval-

uated new products named in an incongruent, 

not highly congruent, and highly incongruent 

manner. The results suggested that the prod-

ucts named in a not highly congruent man-

ner were more favorable than those named in 

a congruent and highly incongruent manner. 

Thus, the theory of incongruence, claiming that 

a less overly striking diff erence will cause peo-

ple to be curious and inquisitive about the dif-

ferences, confi rmed t.

Brand names are among very valuable assets of 

a company. Therefore, the decision concerning 

the naming of a brand usually goes through a 

thorough process of consideration relating it to 

the company’s goals (Keller & Lehman, 2006). A 

brand name, as a tangible asset of a company, is 

the aspect evaluated fi rst by consumers (Striel-

kowski, Platt & Wang, 2013). Logically, consumers 

will positively evaluate congruent brand names 

rather than incongruent ones. Congruent here 

means that brand names are used in accor-

dance with the prevailing grammar, without any 

intentional misspelling or writing errors. This no-

tion was confi rmed by some previous research 

studies, in which consumers evaluated congru-

ent brand names as being more favorable than 

when they were exposed to products with in-

congruent brand names (Rao & Monroe, 1989; 

Grewal, Krishnan, Baker & Borin, 1998). However, 

the theory of incongruence and several other 

studies supporting it confi rm that incongru-

ence, at a certain level where it is not overly sig-

nifi cant, will be capable of making consumers 
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favor the brands more (Deci & Ryan, 1985; Hunt, 

1965; Meyers-Levy et al., 1994).

According to the theory of incongruence, diff er-

ences that are not overly signifi cant will increase 

attraction; thus, people will be more willing to 

receive and process information from the incon-

gruence. However, when the incongruence is 

extreme, that is, when the diff erence is so signifi -

cant that it prevents certain messages from being 

communicated, consumers will fi nd it diffi  cult to 

understand them, and the information intended 

to be delivered by the company is rejected. A 

diff erence intentionally made only to be diff er-

ent without any strong foundation for it will only 

compromise the brand instead of giving it bene-

fi ts because consumers perceive the diff erence to 

be uninteresting (Swaminathan et al., 2015).

Incongruence in this research study refers to the 

intentional misspelling of brand names. In this 

research context, an intentional error in brand 

naming refers to a substitution of the word “the” 

with “d’” or “de”, then combining it with the core 

word of the brand, using either Indonesian or 

English. The core word of the brand, in addi-

tion to being written in proper Indonesian and 

English, can also be written using intentionally 

misspelled English (for example, koff ee instead 

of coff ee). The respondents were exposed to 

three types of brand naming, namely, congru-

ent (Coff ee Corner), incongruent (d’Coff ee Cor-

ner) and highly incongruent (d’Koff ee Korner), 

which were expected to result in diff erent con-

sumer preferences. Based on the theory of in-

congruence, a slight insignifi cant diff erence will 

make consumers favor the brand more. There-

fore, the following hypotheses were formulated:

H1. Consumers prefer incongruent brand 

names to congruent and highly incongru-

ent brand names.

H2. Consumers prefer Indonesian brand names 

to English brand names.

H3. The incongruence combined with brand 

names intentionally misspelled in either 

English or Indonesian will reduce consumer 

preference in comparison to the incongru-

ence combined with brand names in prop-

erly spelled English and Indonesian.

3. RESEARCH METHOD

This study used a 3 x 2 between-subjects facto-

rial design-experiment in brand names design 

as follows: brand name congruence, consisting 

of 3 (three) congruence categories, i.e. congru-

ent brand name, incongruent brand name, and 

highly incongruent brand name. In addition, 

the language choice between Indonesian and 

English was employed in brand names. The fac-

torial design was selected based on an exper-

imental design, where the interaction eff ects 

between variables can be observed properly 

(Anshori & Iswati, 2009). This study employed 

fi ctitious brand name logos to avoid the possi-

bility of bias due to familiarity with already avail-

able advertisements. The factorial design of this 

research can be seen in Table 1.

TABLE 1: Factorial research design

Language incongruence levels
Congruent Incongruent Highly incongruent

Brand 

language 

choice

Indonesian

Brand name with 

proper grammar 

and spelling 

written in standard 

Indonesian 

Brand names with 

improper grammar 

and spelling 

written in standard 

Indonesian

Brand names with 

improper grammar and 

spelling written in non-

standard Indonesian 

English

Brand name with 

proper grammar 

and spelling written 

in standard English 

Brand names with 

improper grammar 

and spelling written 

in standard English

Brand names with 

improper grammar and 

spelling written in non-

standard English

Source: Development of research experimental models, 2018
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Technically, the population in this study covered 

all college students who had the experience of 

visiting a café in Malang City. The sample of col-

lege students in Malang City was selected be-

cause they tend to share a similar mindset and 

behavior; thus, they were expected to provide a 

relevant contribution to this study. The number 

of respondents employed in this study refers to 

the standards of Roscoe (1975) and Hair, Black, 

Babin, Anderson and Tatham (2010), namely, 30 

respondents for each group examined. There-

fore, there were 6 groups in this study, with the 

total sample consisting of 180 respondents.

The respondents were selected using the 

non-probability purposive sampling technique. 

After being determined, the respondents were 

placed in random groups. This random place-

ment was conducted by giving sequential num-

bers to research subjects, starting from numbers 

1-6. This technique was adapted to avoid bias 

which can aff ect the internal validity of this study.

This random placement technique also ensures 

that the variables measured were indeed those 

measured in this study. This technique enables 

controlling the strength of extra variables by 

ensuring that any diff erences occurring in the 

results of the respondents’ answers were infl u-

enced by manipulation variables, instead of the 

extra variables (Batara-Goa, 2015). The main part 

of this research was carried out by assigning 6 

types of diff erent treatment of brand names 

through 6 diff erent brand names. The brand 

names were distinguished by the incongruence 

in language use (congruent, incongruent, and 

highly incongruent) and the language choice 

used in the brand (Indonesian and English). 

These 6 combinations were then analyzed for 

their eff ects on consumer preferences. The con-

sumer preferences in this research were mea-

sured using 3 items as developed by Overby 

and Lee (2006) and Dhar (1997), namely:

1. I like this café logo.

2. Looking at this logo makes me interested in 

this café.

3. I intend to visit this café.

The data collected in this study were analyzed 

using a two-way ANOVA technique, which was 

chosen because the study applied two inde-

pendent variables acting as a treatment, name-

ly the level of language incongruence (X1) and 

brand language (X2). The initial step of data anal-

ysis involved testing the validity and reliability of 

the measurement instruments. The validity test-

ing was conducted by employing the Pearson 

correlation test, where if the score is less than 

0.05, the data is declared valid (Ghozali, 2011). 

Meanwhile, the reliability test was conducted 

by looking at the value of Cronbach’s alpha. If 

the value of Cronbach’s alpha reaches 0.7, the 

data is declared to be reliable (Hair et al., 2010). 

Next, the data undergoes the normality test to 

fi nd out whether the respondents’ answers are 

normally distributed.

After the validity, reliability and normality tests 

are carried out, the collected data are eligible to 

undergo a two-way ANOVA hypothesis test. This 

analysis technique is utilized to test the eff ect of 

both manipulation variables against a measured 

variable, that is, the consumer preference. The 

two-way ANOVA result is determined based on 

the signifi cance value: if the signifi cance value is 

below the cut-off  value of 0.05, the proposed hy-

pothesis is accepted. If the proposed hypothesis 

is accepted, a post hoc test will be carried out 

to identify whether the groups have diff erent 

mean value. This is done by employing a Tukey 

post hoc test because the output generated is 

easy to interpret and capable of describing the 

groups with signifi cant mean value diff erences 

(Burns, Bush & Sinha, 2014).

4. ANALYSIS AND 
DISCUSSION

Both the manipulation test and core research 

survey utilized a single set of fi ctitious brand lo-

gos as the instrument. First, these brand logos 

were shown to the respondents, who were then 

asked to fi ll out a questionnaire. The brand lo-

gos used can be seen in Figure 1.
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FIGURE 1: Brand logos used in research

Source: Researcher design, 2018

The manipulation test results of logo number 1 

indicated that all respondents (100 %) catego-

rized it as a brand logo with congruent gram-

mar. Meanwhile, 25 of 30 respondents (83 %) 

categorized number 2 as a brand logo with in-

congruent grammar. As to the last brand logo in 

English, namely number 3, 23 of 30 respondents 

(76 %) categorized it as a brand logo with highly 

incongruent grammar.

Among the brand logos in Indonesian on the 

right in Figure 1, similarly to the English coun-

terparts, all respondents (100 %) categorized 

logo number 4 as a brand logo with congru-

ent grammar, with 23 out of 30 respondents 

(76 %) categorizing number 5 as a brand logo 

with incongruent grammar, while number 6 

was categorized by 22 out of 30 respondents 

(73 %) as a brand logo with highly incongru-

ent grammar.

Based on the manipulation test results, the 

researchers concluded that the six brand logo 

images used in this research could be well dis-

tinguished by the respondents, as evident in the 

percentage of respondents categorizing each 

image of the brand logo of no less than 60 %. 

 

Logo number 1 is a brand logo in English with 

congruent grammar, number 2 represents the 

brand logo in English with incongruent gram-

mar, and number 3 represents the brand logo in 

English with highly incongruent grammar. In the 

neighboring column, logo number 4 is a brand 

logo in Indonesian with congruent grammar, 

number 5 represents the brand logo in Indone-

sian with incongruent grammar, with number 6 

representing the brand logo in Indonesian with 

highly incongruent grammar.

The manipulation test was conducted to fi nd 

out whether the manipulation done in this 

study was completely diff erent. Brand Lan-

guage Choice Manipulation, namely Indonesian 

and English, was not required because the re-

searchers assumed that the diff erence between 

English and Indonesian could be clearly diff er-

entiated by the respondents. The manipulation 

test examined the congruence level of the uti-

lized language, depending on whether the lan-

guage used in the brand logo was congruent, 

incongruent, or highly incongruent. A total of 

30 respondents participated in this manipula-

tion test.



Ferdian Hendrasto, Bagus Ibnu Utama

90

V
o

l. 
3

1
, N

o
. 1

, 2
0

1
9

, p
p

. 8
3

-9
6

Therefore, the research could proceed by using 

the aforementioned brand logos.

Using the purposive sampling method, the re-

searchers and the team assisting them distribut-

ed questionnaires to 180 respondents in several 

strategic places in Malang City. The respondents 

in this study were college students, both men 

and women, of whom most had visited cafés at 

least once in the previous month.

In an experimental method, it is crucial for 

researchers to attain a balanced composition 

of respondent number to avoid bias and to 

increase the generalization of research results 

(Burns et al., 2014). Based on gender, this re-

search sample was composed of nearly bal-

anced numbers of female and male respon-

dents: 82 out of 180 respondents (45 %) were 

male, while the remaining 98 respondents 

(55 %) were female.

They were divided into 3 categories by the fre-

quency of their visits to cafés in the previous 

month: 47 of 180 respondents (26 %) said they 

had visited a café at least once over the past 

month. Another 64 of 180 respondents (36 %) 

said they visited cafés between 2 and 3 times 

in the previous month. Lastly, 69 out of 180 re-

spondents (9 %) claimed that they visited cafés 

more than 3 times in the past month.

The respondents’ descriptive statistics for the 

dependent variable of the research, namely the 

Consumer Preference (Y), were evaluated to de-

termine the extent to which consumers like or 

dislike the logos employed in this research. The 

results are provided in Table 2.

The following analysis can be made based on 

Table 2:

1. The results of the descriptive statistics for 

Y1 (congruent Indonesian) had an aver-

age value of 4.22, which indicated that the 

consumer preference against brand logos 

in Indonesian with congruent grammar 

was good. The standard deviation value 

reached 0.702, indicating a variation in con-

sumer preference against brand logos in 

congruent Indonesian of 16.63 % in com-

parison to the average value.

2. The results of the descriptive statistics for 

Y2 (incongruent Indonesian) had an aver-

age value of 3.51, which indicated that the 

consumer preference against brand logos 

in Indonesian with incongruent grammar 

was fairly good. The standard deviation val-

ue reached 0.552, indicating a variation in 

consumer preference against brand logos 

in incongruent Indonesian of 15.67 % in 

comparison to the average value.

3. The results of the descriptive statistics for Y3 

(highly incongruent Indonesian) had an av-

erage value of 2.19, indicating that the con-

sumer preference against brand logos in 

Indonesian with highly incongruent gram-

mar was bad. The standard deviation value 

of 0.653 indicated a variation in consumer 

preference against brand logo in highly 

incongruent Indonesian of 29.68 % in com-

parison to the average value.

4. The results of the descriptive statistics for 

Y4 (congruent English) had an average val-

ue of 4.41, indicating that the consumer 

TABLE 2: Descriptive statistics

Variable Mean Standard deviation

Y1 (Congruent in Indonesian) 4.22 0.702

Y2 (Incongruent in Indonesian) 3.51 0.552

Y3 (Highly incongruent in Indonesian) 2.19 0.653

Y4 (Congruent in English) 4.41 0.347

Y5 (Incongruent in English) 3.29 0.583

Y6 (Highly incongruent in English) 1.87 0.423

Source: Processing of descriptive statistical data, 2018
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preference against brand logo in English 

with congruent grammar was good. The 

standard deviation value of 0.347 indicated 

a variation in consumer preference against 

brand logos with congruent English of 

7.87 % in comparison to the average value.

5. The results of the descriptive statistics for Y5 

(incongruent Indonesian) have an average 

value of 3.29, which indicates that consum-

er preference against brand logo in English 

with incongruent grammar was fairly good. 

The standard deviation had a value of 0.583, 

indicating a variation in consumer preference 

against brand logos with incongruent English 

of 17.72 % in comparison to the average value.

6. The results of the descriptive statistics for Y6 

(highly incongruent English) have an average 

value of 1.87, indicating that the consumer 

preference against brand logo in English with 

highly incongruent grammar was bad. The 

standard deviation value of 0.423 indicated 

a variation in consumer preference against 

brand logos with highly incongruent English 

of 22.62 % in comparison to the average value.

The next step was to test the validity and reli-

ability of the questionnaire. The validity testing 

was done using the Pearson correlation test, 

where the criteria for achieving validity were 

the signifi cance values of less than 0.05 (Ghoza-

li, 2011). Meanwhile, the reliability test was tak-

en by looking at the value of Cronbach’s alpha, 

where the value of Cronbach’s alpha was more 

than 0.7, indicating that the questionnaire was 

reliable. A summary of results of validity and reli-

ability testing is provided in Table 3.

It can be concluded from Table 3 that all the 

items were valid and reliable because they had 

signifi cance values below 0.05 and Cronbach’s 

alpha values higher than 0.7. After the question-

naire was declared valid and reliable, the distri-

bution of research data was investigated using 

the Kolmogorov-Smirnov normality test. Its re-

sults can be seen in Table 4.

TABLE 4: Normality test

Consumer 

preferences

N 180

Kolmogorov-Smirnov Z 1.469

Asymp. Sig. (2-tailed) 0.027

Source: Results of data processing, 2018

It is evident that the dependent variable was 

found not to be normally distributed because it 

had a signifi cance value of less than 0.05. How-

ever, data not normally distributed would not 

aff ect the results of the study, because of the 

number of respondents used totaled 180 and 

was included as a large sample group (Batara-

Goa, 2015). Referring to the central limit theo-

rem, if a research uses a large number of respon-

dents (n> 30), the data will come closer to the 

normal distribution even though the sample 

is not normally distributed (Rice, 2003). The re-

search conducted by Schmider, Ziegler, Danay, 

Beyer, and Buhner (2010) also provides empirical 

evidence that data not normally distributed can 

still be used in the ANOVA test.

TABLE 3: Validity and reliability tests

 Consumer preferences Cronbach’s alpha

Y_item1
Pearson correlation 0.909

0.906

Sig. (2-tailed) 0.000

Y_item2
Pearson correlation 0.918

Sig. (2-tailed) 0.000

Y_item3
Pearson correlation 0.925

Sig. (2-tailed) 0.000

Source: Data processing, 2018
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The hypothesis testing was completed by uti-

lizing a two-way ANOVA test, followed by post 

hoc test. The results of the two-way ANOVA 

testing can be seen in Table 5.

TABLE 5: Two-way ANOVA test results

Dependent variable Interaction Mean square F Sig.

Consumer preferences

Incongruence 79.290 255.122 .000

Language choice .560 1802 .181

Incongruence x language choice 1.052 3.385 .036

Source: Results of data processing, 2018

From table 5, it can be seen that the incongru-

ence had a signifi cance value of less than 0.05. 

This means that the language incongruence 

level (X1) had a signifi cant infl uence on consum-

er preferences (Y). Meanwhile, the interaction 

between language and consumer preference, 

with a signifi cance level of less than 0.05, means 

that language choice (X2) had no signifi cant 

infl uence on consumer preferences (Y). The in-

teraction between incongruence and language 

choice simultaneously indicated a signifi cance 

value of under 0.05, meaning that the incon-

gruence level combined with language choice 

signifi cantly infl uenced consumer preferences 

(Y). The post hoc test was carried out because 

the incongruence level exerted signifi cant infl u-

ence on consumer preferences, with the sum-

mary of its results provided in Table 6.

The post hoc test found all interactions at the 

language congruence level to have a signifi -

cance value of under 0.05. This means that the 

diff erence in each level of congruence – be it 

between congruent and non-congruent, con-

gruent and highly incongruent, or incongruent 

and highly incongruent – was signifi cant.

The fi rst hypothesis suggested that consum-

ers would prefer incongruent brand names to 

congruent or highly incongruent brand names. 

From the results of the ANOVA test, it was ev-

ident that the interaction between language 

congruence level and brand preference had a 

signifi cance value of 0.000 or less than 0.05. This 

means that the language incongruence level 

signifi cantly infl uenced consumer preference, 

resulting in average language incongruence 

values for the congruent, incongruent and high-

ly incongruent categories of brand names of 

4.22, 3.51, and 2.19 respectively for Indonesian, 

and 4.41, 3.29, and 1.87 respectively for English.

The average values suggested that the consum-

er preference for the logos using incongruent 

language was lower than for those with con-

gruent language, or 4.22 vs. 3.51 for Indonesian 

and 4.41 vs. 3.29 for English. Nonetheless, the 

consumer preference for logos with incongru-

ent language was higher than for highly incon-

TABLE 6:  Post hoc test

(I) Incongruence Mean diff erence (IJ) Std. Error Sig.

Congruent
Incongruent 0.9113 0.10178 0.000

Severely incongruent 2.2837 0.10178 0.000

Incongruent
Congruent -0.9113 0.10178 0.000

Incongruent 1.3723 0.10178 0.000

Highly incongruent
Congruent -2.2837 0.10178 0.000

Incongruent -1.3723 0.10178 0.000

Source: Results of data processing, 2018
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gruent language, namely, 3.51 vs. 2.19 for Indo-

nesian, and 3.29 vs. 1.87 for English. Therefore, 

the fi rst hypothesis was accepted.

The language choice between English and In-

donesian, which is part of the second hypothe-

sis, constitutes an interesting point to analyze as 

it resulted in no diff erences in brand preferences 

between the respondents presented with logos 

in Indonesian and English. This is evident from 

the signifi cance value of 0.181, which was more 

than 0.05. Therefore, the second hypothesis was 

rejected.

The third hypothesis stated that incongruence 

combined with intentionally misspelled brand 

names in English and Indonesian would reduce 

consumer preference compared to that in a 

combination with correct English and Indone-

sian brand names. The results of the ANOVA test 

showed the interaction of incongruence lev-

el and language choice to have a signifi cance 

value of 0.036 or less than 0.05. This means that 

incongruence combined with the language 

choice of brands signifi cantly infl uenced con-

sumer preference.

Incongruence combined with proper English 

and Indonesian (d’Coff ee Corner and d’Kopi Po-

jok) with the score of 3.51 and 3.29, respectively, 

has a higher mean rate than incongruence com-

bined with improper English and Indonesian 

(d’Koff ee Korner and d’Podjok Kopi) at 2.19 and 

1.87, respectively. Therefore, the third hypothesis 

was accepted.

Business entities have a variety of assets to 

support their operations. Brand name is a fairly 

valuable asset for companies. Brand name is not 

only decided through a robust decision-making 

process but must also have a meaning and be 

in accordance with the company’s goals (Keller 

& Lehman, 2006). The results of this research 

found brand names written according to correct 

spelling and grammar rules to have the highest 

eff ect in infl uencing consumer preference; this 

was in contract to brand names intentionally 

misspelled, both using the correct grammar 

(incongruent) or wrong grammar (highly incon-

gruent). These results support the outcome of 

research conducted by Rao and Monroe (1989) 

and Grewal and others (1998), stating that con-

sumers will favor congruent brands more than 

incongruent ones. On the other hand, this study 

contradicts the results of research by Deci and 

Ryan (1985), Hunt (1965), and Meyers-Levy and 

others (1994), fi nding that incongruence on a 

certain level tends to make consumers love cer-

tain brands.

The research results, however, contradict the 

theory of incongruence, which states that insig-

nifi cant diff erences would increase attraction. 

Nonetheless, that does not necessarily mean 

that the research results can replace the theory 

of incongruence. The researchers’ use of inten-

tionally misspelled brand names in this study 

was not based on a strong basis or strategy, and 

merely followed a trend which was not based 

on the philosophy of the brand itself. Therefore, 

it confi rmed that consumers do not consider in-

tentional misspelling in brand names to be an 

interesting point (Swaminathan et al., 2015).

At the most basic level, this research provided 

an explanation regarding the correlation be-

tween the use of a certain language system 

and type and consumers’ preference. The ex-

planation in this research was based on incon-

gruence theory. The authors hypothesized and 

found that consumers would prefer to interact 

with brands that had congruent grammar than 

those with incongruent or highly incongruent 

grammar. However, they did not delve into the 

brand names designed in either local language 

or in English. What proved interesting from our 

research results was the fact that they contra-

dicted the incongruence theory. The research 

conducted by Priester, Godek, Nayankuppum 

and Park (2004) indicated that comparative ad-

vertisements produced greater elaboration. In-

stead of comparison that produced elaboration, 

it was the incongruence of an advertisement 

element that produced greater elaboration. The 

research conducted by Meyers-Levy and others 

(1994) also suggested a similar notion, where 

brands with a moderate level of incongruence 
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were preferred by the consumers to those that 

were congruent and highly congruent. Contrary 

to the aforementioned research results, this re-

search did not fi nd that incongruence would im-

prove elaboration. In fact, brands with congru-

ent grammar, both Indonesian and English, had 

the highest eff ect on consumers’ preference. In 

their study, Priester and others  (2004) stated that 

greater elaboration occurred because individu-

als as consumers were capable of thinking and 

enjoyed it. Therefore, comparative advertise-

ment that contained incongruent brand names 

were preferred by the consumers, because the 

incongruence drove people to think. We ar-

gued that such a phenomenon of the use of “d” 

and “d’” as substitutes for “the” as our research 

objects, despite being an example of the ap-

plication of the incongruence theory, was not 

capable of improving the elaboration and con-

sumers’ preference. This was so because such a 

phenomenon of grammar use that occurred on 

the research location was highly common, re-

sulting in having no clear meaning or purpose. 

It indicated that consumers, as individuals who 

were capable of and keen on thinking would, 

in fact, not be interested because of numerous 

similar brands using deliberately mistaken En-

glish grammar. 

Such common use of deliberately mistaken En-

glish grammar in the city where our research 

took place stripped the brands of unique char-

acteristics. In fact, brand characteristics that 

can be concluded from the brand names are 

a crucial matter. Brands with clear and unique 

characteristics would attract consumer atten-

tion with those congruent characteristics (Sung 

& Choi, 2010). Indeed, a brand with a strong 

image could draw consumer attention. Rob-

ertson (1989) explained some factors that must 

come into consideration when designing a 

great brand name. Among them was that the 

brand name should not only be diff erent but 

could also be easily associated with the prod-

uct’s class. In addition, that brand name must 

also trigger a mental image. The research results 

suggested that the brand names that were in-

triguingly designed massively failed to create a 

diff erence and did not even succeed in raising 

consumers’ preference. In other words, based 

on the results of our research, incongruence has 

morphed into congruence.

The use of English and Indonesian in a brand 

to attract the attention of consumers was 

found not to yield any signifi cant diff erence. 

This means that, in this era of globalization, En-

glish has become a global language used not 

only in formal events but also in everyday life 

(Northrup, 2013).

This research study has several limitations. First, 

this study employed a specifi c research location, 

i.e., Malang City, Indonesia, even though the use 

of misspelled brand names is common to many 

other cities and other countries as well. There-

fore, nationwide research could be conducted 

so that research results can be more general-

ized. Second, this study examined brand names 

merely against consumer preference. In view of 

the fact that many factors, such as brand equi-

ty and image (Cobb-Walgren, Ruble & Donthu, 

1995), price, physical appearance, and company 

reputation (Rao & Monroe, 1989; Dawar & Parker, 

1994), can aff ect consumer preference, research-

ers keen on developing this research further 

could add the aforementioned variables as the 

factors infl uencing consumer preference.

Another line of investigation into brand names 

and brand logos might also consider conduct-

ing experiments that would including their ad-

ditional treatment, such as the logo color as an 

element that can also infl uence consumer pref-

erences (Madden, Hewett & Roth, 2000).

5. CONCLUSION AND 
SUGGESTIONS

Based on the research results on the theory of 

incongruence and its infl uence on consumer 

preference, it can be concluded that:

1. Correct spelling and grammar in brand 

names could increase consumer prefer-

ence, compared to intentional misspelling 

and ungrammatical writing. This proves 
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that the determination of brand names 

must be aligned with company goals and, 

as much as possible, apply no intentional 

misspelling or ungrammatical writing. 

2. The use of Indonesian and English in brands 

does not cause any diff erence in consumer 

preference. It implies that business people, 

especially in Indonesia, can safely choose 

brand names both in Indonesian and En-

glish, in accordance with their company 

goals.

For practitioners, the results of this study indi-

cate that brand naming in Indonesia, should 

not be based solely on the trends emerging 

in the surrounding area. Brand names must 

be determined through a solid decision-mak-

ing process, so that they are a manifestation of 

the company’s goals. Brand name alone, even 

without advertisement support, could infl uence 

sales (Kohli & Labahn, 1997). Thus, the company 

must remember that its consumers are capable 

of thinking in a cognitive manner. Designing 

brand names by following the trends in the 

market is similar to assuming that consumers 

are incapable of telling good brand names from 

bad ones. If a company wants to design a dis-

tinct brand name, it is noteworthy to remember 

the philosophy behind the distinctiveness itself. 

There are many examples of brand names de-

liberately made diff erently, yet which preserved 

the meaning behind their uniqueness (e.g., the 

already mentioned Google brand name, as an 

adaptation of the English word “googol”, Kool-

Aid that intentionally replaces the correct initial 

in “cool” with the letter “k”, Toys-Я-Us that gives 

the impression it has been written by a child, 

etc.). Companies can learn from such brand 

naming; with good brand names, companies 

can expect to be positively accepted by con-

sumers in the market, and that in turn will infl u-

ence the success of the product itself.
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