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This paper explores the representation of ethnic Chinese in Indonesian advertising. Having experienced prolonged discrimination, the

Chinese minority are slowly regaining their rights in a more democratic nation. Through a semiotic approach, we examine how

advertising represents ethnic Chinese in a context in which prejudice and negative sentiment still permeate. We find that Indonesian

ads facilitate the appearance of stereotypical characters, forms of gender reversal, and arbitrary reinterpretation of Chinese culture.

Advertising constitutes a safe valve for laughter and self-humiliation, serving as a temporary mechanism to release social tension.
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noncomparable products. However, as hypothesized, this effect occurs only with participants who have the cognitive resources available
for the “jack-of-all-trades-master-of-none” inference.

We contribute to the literature by proposing a new type of lay theory that consumers use when perceiving product assortments
containing different, noncomparable products. This paper demonstrates that consumers use a specific lay theory based on the context of
the product assortment to render judgments about a target product. In addition to our theoretical contribution, our findings can also help
contribute important managerial implications about retailers’ assortments. Thus, we offer new insight about consumers’ perceptions about
a product when the variety of noncomparable products in an assortment increases. Based on our findings, our second study (currently in
progress) examines the moderating role of the extent of comparability of other products in an assortment. Future research might also
examine whether consumers use this lay theory for all types of products, or whether the product type (i.e., necessity versus luxury) would
make a difference.
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Ethnic Chinese Representations in Indonesian Advertising
Angeline Nariswari, University of Hawaii at Manoa, USA

Xin Zhao, University of Hawaii at Manoa, USA

This paper moves beyond the primary discourse of advertising as a promotional tool and views advertising as a cultural system (Lears
1994; Leiss 2006; Sherry 1987) that distortedly reflects the social aspirations of consumers, the ideals of its creators (Marchand 1986) and
the views of the power dominant (Hall 1997). We take advertising as a cultural text to examine how particular social groups and ethnic
minorities are represented.

Existing research shows that images created during slavery period emphasized the subordinate status of black people, deducing them
to particular physical characteristics and portraying them as inherently lazy and uncultured (Hall 1997). More recent portrayals present
African Americans among others in lower-status roles, perpetuating class distinctions with the White majority (Bristor, Lee and Hunt
1995). On the other hand, Asian Americans are persistently represented as the “model minority,” and are strongly associated with
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technology related products. They are commonly portrayed in business settings but less in social or family settings and relationships
(Taylor, Landreth, and Bang 2005; Taylor and Lee 1994; Taylor and Stern 1997). This stream of research is constrained within Western
societies and it is unclear how ethnic minorities are represented in other countries.

We focus on the portrayals of ethnic Chinese in Indonesian advertising. Much of the local resentment against the Chinese minority
stems from the fact that despite comprising of only 1.45% to 2.04% of the population (Suryadinata, Arifin, and Ananta, 2003), they are
perceived to play a dominant role in the Indonesian economy (Tan 2008). Historically, tension between the ethnic Chinese and indigenous
Indonesians can be traced back to the time of Dutch colonization. The Dutch “divide and rule” policy positioned the Chinese as being a
class higher than indigenous Indonesians (Nanjing 2006). Ethnic Chinese were provided with separate schools (Suryadinata 2005; Tan
2008) but were restricted in access to land ownership and the areas in which they are allowed to reside (Nanjing 2006). These policies
contribute to Chinese expertise in trade but also separate them from indigenous Indonesians.

Recent changes towards democracy have introduced Indonesian people to values of freedom, democracy, and tolerance towards
diversity. Nevertheless, as prejudice, resentment, and suspicion against the Chinese have never been fully resolved, such sentiments may
still loom below the surface. The Indonesian setting provides us with a rich historical context to explore the boundaries of foreignness and
localness through texts of consumer culture. We aim to examine how advertising appropriates existing social tensions to promote
consumption.

Public display of Chinese tradition and culture is a recent phenomenon that was only reinstated by President Abdurrahman Wahid
in 2000. Before the reform era, under Suharto’s rule, the three pillars of Chinese culture: language and schooling, press, as well as
organizations were banned as part of an assimilation policy (Suryadinata 2005). Expression of Chinese culture and belief, including public
celebrations of Chinese holidays, were not permitted (Fang and Wendyartaka 2008). Citizens of Chinese descent were encouraged to forgo
their Chinese names and take up Indonesian sounding names (Suryadinata 2004). The government utilized media to demonize the Chinese
as being “unpatriotic, exclusive, speculative, pro-China (or Taiwan), indifferent to society, greedy, filthy (eating pork), pertinent to
bribery, and controlling Indonesian economy.” (Nanjing 2006, 199). Over the course of the reform era, a series of new policies encourage
a move towards a more democratic and tolerant society. This study explores whether or not and how such changes in values are reflected
and appropriated in advertising.

While most studies explore representations of ethnic minorities through content analysis, this study employs a semiotic approach
(Barthes, 1972; Mick, 1986; Rose 2006) to identify the strategies used to represent ethnic Chinese. We gathered advertisements in Kompas
newspaper and Femina magazine during the Chinese New Year season from 2000-2009. These media were chosen for their leading
national circulation. While Kompas targets a general audience, Femina targets the middle-upper female class. Chinese New Year was
selected to gain efficient access to commercial texts concentrated around and targeted towards Chinese culture and consumers. The
advertisements were chosen based on how conceptually significant each text is in representing ethnic Chinese in Indonesia (Mick 1986;
Rose 2006; Zhao and Belk 2008). Interpretations are made based on a semiotics approach, in which denotative as well as connotative
meanings of images are explored (Leeuwen 2008).

Our initial exploration generates a number of findings: appearance of stereotypical characters, gender reversal, and arbitrary
reinterpretation of Chinese culture. Among the stereotypical characters found are those of the chubby Chinese male or children and the
loony elderly figure. Chubbiness becomes a symbol of greed, ugliness, and inability to control one’s appetite. It represents excessive wealth
and insensitivity towards people in a poor society. An advertisement for a real estate developer depicts an elderly man in traditional Chinese
clothing holding an angpao (red envelope containing money, normally given out to children during Chinese New Year) with
uncontrollable glee. His expression of overwhelming joy represents an obsession with money and a childlike inability to control emotions.

Another theme found is of gender reversals, where men are “demasculanized” and women take leading roles commonly portrayed
by males. An ad for a national bank presents a chubby male comically attempting to make kung fu moves. He wears flower-patterned shorts
indicative of feminine taste. His lack of kung fu skills and manliness allows him to be laughed at. In contrast, an advertisement for a brand
of high-calcium milk presents two women performing the barongsai (dragon) dance. One woman stands firmly on the shoulders of the
other, while three men play music in the background. Considering that the barongsai dance is traditionally performed by males, this ad
presents an opposite picture of females taking over a male-dominant role.

One final example reflects how arbitrary interpretation of Chinese culture is made. An advertisement for a telecommunications
service provider shows a man holding burning incense in front of a Chinese temple. The incense smoke forms the image of a goat; in line
with the celebration of the Year of the Goat. However, such image presents the idea that the Chinese worship the goat rather than their
Gods, reflecting a backward pagan culture that lag behind the Muslim majority who worship one God.

While in reality it is the male Chinese businessmen who play the dominant role in the society, they appear to be the dominant target
of ridicule or the ones to take on background roles. Interestingly, some of the brands who present such roles are Chinese owned. Putting
the ethnic Chinese in such vulnerable roles allows them to appear in a less-threatening and humbling manner. We find Indonesian ads to
acknowledge and make use of existing stereotypes to present a safe opportunity for laughter as well as self-humiliation as a temporary
mechanism to release tension. As such, we conclude that advertising not only provides a distorted mirror of society (Pollay 1986), but can
also function to hide and reverse reality.
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Is a “Premium” Private Label Brand for a Marketer Seen as a “Premium” By a Consumer?
The Perceptual Categorization of Private Labels Tiers

Magda Nenycz-Thiel, Ehrenberg-Bass Institute for Marketing Science, Australia
Jenni Romaniuk, University of South Australia, Australia

Private labels are now a permanent feature of competitive retail landscapes all around the world. The category is strongest in the UK
and Western Europe, where its market share accounts for 20-40% of grocery sales (De Wulf et al. 2005). Although, private label share
in the US lags behind the UK and other Western Europeans countries, it is growing at a rate far outpacing the growth of manufacturers’
brands (Baltas and Argouslidis 2007). In 2002, US sales of private labels exceeded 50 billion dollars and their share in grocery retailing
reached 15% (Sprott and Shimp 2004). Given the current economic conditions it is likely that this growth trend will continue.

Traditionally, private labels have been positioned as low price / good value for money offerings. Their major selling point has been
their price advantage and as such private labels themselves can act as a cue to trigger a perception of value (Zeithaml 1988).

However, the rationale for introducing premium private labels is not under the guise of offering something that is cheaper than
manufacturer brands, but to create a point of differentiation from other retailers (Corstjens and Lal 2000). In order to achieve this premium
positioning the retailers invest in attractive packaging and include words that imply premium, such as Finest, in the brands names. Many
premium private labels lines are now advertised and have samples inserted into food magazines and distributed in retailing outlets (Lincoln
and Thomassen 2008).

Nevertheless, those positioning strategies can only be considered successful if consumers notice them. Drawing from categorization
research, consumers’ knowledge forms schema-like structures in memory, which enhances information processing efficiency (e.g. Cohen
and Basu 1987). If two brands possess similar specifications that differ from other brands, they will be grouped together in consumers’
memory, forming a sub-category. The categories or schemas are described by Bettman (1979 pp. 455) as ‘cognitive structures representing
one’s expectations about a domain’. Those expectations may be about typical values on some attributes, importance of those attributes,
and finally about how the value of an attribute varies across brands in the category (Sujan and Bettman 1989). If those expectations are
strong and well anchored it is difficult to exert any influence on them. Since the schemas reflecting the traditional positioning of private
labels have not changed for years, the question arises whether consumers perceive differences between different tiers of private labels?
In this paper, we build on categorization theory and examine whether, and based on which cues, such categorization happens for different
tiers of private labels.

Research Method
We draw on data from three food categories in the United Kingdom, including tea (N=2,000), instant coffee (N=2,000) and roast

coffee (N=2,000). Different respondents were interviewed for each category. The respondent pool was drawn from the Tesco Club Card
panel data and past panel buying behaviour was used to confirm that each respondent had bought from the category they were questioned
about in the last six months. Each category includes one value and one premium private label, for the purpose of comparison. National
brands were also included in the study, but are not the focus of the first stage of analysis.


