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ABSTRACT

As learning foreign languages amongst youths becomes more popular, the support of foreign brands has
shown significant growth. Researchers are keenly exploring the association between learning a foreign
language and the effects of support towards foreign brands, including linguistic and cultural elements.
However, uncertainties persist regarding the factors contributing to this association. In response to this
gap, this research aims to verify the cultural influences French learners acquire in French classes and
how it influences the support of French cosmetic brands. 5 graduates of Bachelor of French from the
University Putra Malaysia were interviewed, and thematic analysis revealed that results that eating
habits, greetings, French aesthetics, the French language, the influence of French products, French
people, and the graduates' relationship with French, influenced the support of French cosmetics amongst
the graduates. The findings support an association between learning French and the increased interest in
French cosmetic brands and highlight a deeper understanding of the factors influencing the support of
cosmetic brands based on the country.
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ABSTRAK

Seiring dengan peningkatan populariti pembelajaran bahasa asing dalam kalangan belia, sokongan
terhadap jenama asing turut menunjukkan pertumbuhan yang ketara. Penyelidik semakin giat meneliti
hubungan antara pembelajaran bahasa asing dan kesan terhadap sokongan terhadap jenama asing,
termasuk elemen linguistik dan budaya. Walau bagaimanapun, masih terdapat ketidakpastian mengenai
faktor-faktor yang menyumbang kepada hubungan tersebut. Berdasarkan jurang ini, kajian ini bertujuan
untuk mengesahkan pengaruh budaya yang diperoleh oleh pelajar bahasa Perancis dalam kelas bahasa
Perancis serta bagaimana pengaruh tersebut mempengaruhi sokongan terhadap jenama kosmetik
Perancis. Seramai lima graduan ljazah Sarjana Muda Perancis dari Universiti Putra Malaysia telah
ditemu bual, dan analisis tematik mendedahkan bahawa tabiat pemakanan, cara memberi salam, estetika
Perancis, bahasa Perancis, pengaruh produk Perancis, masyarakat Perancis, serta hubungan graduan
dengan Perancis, mempengaruhi sokongan mereka terhadap kosmetik Perancis. Penemuan kajian ini
mengesahkan wujudnya hubungan antara pembelajaran bahasa Perancis dengan minat yang meningkat
terhadap jenama kosmetik Perancis serta menekankan pemahaman yang lebih mendalam mengenai
faktor-faktor yang mempengaruhi sokongan terhadap jenama kosmetik berdasarkan negara.

Kata kunci: pembelajaran bahasa Perancis, sokongan jenama asing, kosmetik Perancis, pengaruh
budaya.

1. Introduction

Today's fast-paced world is becoming increasingly rich with youths who are multilingual and
have knowledge of several cultures. New channels of education and learning have made gaining
a new foreign language available to a wider group of learners, such as a wider variety of
language degrees and online language learning applications. Growing numbers of youths who
learn foreign languages have affected the support of international brands in the market.
Therefore, this paper tries to present a clear understanding of the influence of learning a foreign
language on the support of foreign brands among youths.

The culture of a society is the way of life of its members; the collection of ideas and
habits that they learn, share, and transmit from generation to generation (Ralph Linton, 1985).
However, as one grows and learns new foreign languages and cultures, their behavior changes as
well. Globalization is believed to reshape identities by increasing individuals' understanding of
their connection to global culture (Arnett, 2002). The rapid pace of globalization has resulted in
a uniform support of types of brands and mindsets worldwide. Because of this emergence, a
better understanding of the influence of learning a foreign language on the support of foreign
brands among youths is needed.

Over US$2.5 billion was spent in 2022 in Malaysia on cosmetics with a rate of annual
growth of 4.07% (dhl.com, 2022), making understanding the support of foreign cosmetic brands
in Malaysia an important issue for many retailers and brand managers. While research has been
conducted on Malaysians' preference on halal certified cosmetics (Ngah et al., 2024; Hussain et
al., 2024; Septiarini et al., 2023; Nuryakin et al., 2023), the factors influencing the purchase
intention of cosmetics (Hussain et al., 2020; Lili Z et al., 2022) and factors developing trust in
cosmetics in Malaysia (Mohd Asri et al., 2022; Noorham N et al., 2019; Cheng et al., 2022);
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little attention has been given to the influence of learning foreign language and culture on the
support of foreign brands and, more particularly, amongst French language learners in Malaysia.

In terms of specific support of brands, the importance of culture on the influence and
development of trust in cosmetic brands has been demonstrated over several decades. Multiple
factors influencing positive attitude and brand image including celebrity endorsement have been
shown to have a positive effect on loyalty towards cosmetic brands in Malaysia (Ngah et al.,
2024), while product quality, religious belief, and trust in halal cosmetic brands also enhance
brand loyalty (Hussain et al., 2023). In addition to celebrity endorsements, product quality, and
religious belief, other research has shown positive outcomes for millennials responding
positively to cosmetic brands due to the effect of knowledge which refers to their awareness or
familiarity with the brand and its background (Nuryakin et al., 2023). Constructs of the country
such as country image, product knowledge, and patriotism have also been related to having a
positive influence on the intention to support cosmetic brands (Rezvani S et al., 2013).

An important gap that remains in this growing body of research, however, is the
somewhat limited scope on which existing findings are based, in that the vast majority of studies
to date have been carried out predominantly on the marketing of brands and the qualities of the
product in Malaysia (Lili Z et al., 2022), and none are focusing specifically on the influence of
French language learning in Malaysia on French cosmetic brand support. A paucity of research
exists, examining the influence of Malaysian culture on citizens in Malaysia towards the support
of cosmetic brands (Nathan et al., 2023; Abedniya et al., 2011; Nikitina et al., 2019). Exceptions
include related research in the acceptance of Korean products in Indonesia (Nasution et al.,
2023), as well as American cosmetics in Italy (Scarpellini et al., 2023), where the latter reported
on the cultural adaptation by Avon cosmetics in Italy. In their study, Scarpellini et al., (2023)
found that the products related to cosmetics are deeply influenced by the canons of culture
regarding aesthetics, fashion, morality, gender, and religion.

The overall contribution of this study is to examine whether learning the French language
and culture amongst foreign language learners has influenced their support of French cosmetic
brands and the factors affecting the support through interviews and thematic analysis. French
cosmetics play an important role in French culture as it holds the highest net sales estimated at
around $45 billion in a study done in 2017 by the French Federation of Beauty Companies.
Being a multiracial country, Malaysia is rich in culture and bright young minds who are eager to
learn foreign languages and cultures. Investigating foreign language learners and the influence in
support of foreign brands is aligned with many previous studies (Ngah et al., 2022), as well as
crucial to understand what are the types of cultural influence that French learners acquire in
French classes and how it influences the support of French cosmetic brands.

2. Literature Review

Culture can be understood as a collective meaning system formed by a social group, which finds
expression through various mediums such as language, beliefs, values, and behavior (Hofstede,
2001; Fisher, 2009). Schwartz (2013) suggests that individual values are shaped by exposure to
specific social groups or institutions, reflecting the underlying cultural influence. Moreover,
personal identity is shaped by both individual characteristics and cultural values, as well as by
one's association with social groups and the significance attached to that membership (De Mooij
et al.,, 2011; Tajfel, 1981). Through interactions with diverse individuals and environments,

81


https://doi.org/10.17576/jws.v10i1.704

JURNAL WACANA SARJANA
Volume 10(1) April 2026: 79-96, e-ISSN 2600-9501
DOI: https://doi.org/10.17576/jws.v10il.704

people encounter different cultures, influencing their consumption choices and behaviors
(Bandura, 1986; Lau et al., 2001).

Within the context of foreign culture, acculturation has become a phenomenon of
particular interest. Nasution et al. (2023) describe acculturation as a process where an individual
is accepting of new cultures and implements the cultural values into their everyday lives with
their existing cultural values. When individuals assimilate and embrace new cultural values, they
often integrate their religious beliefs, indicating a propensity to reconcile or uphold coherence
between their original (religious) and adopted (new cultural) values (Wang et al., 2003; Kizgin et
al., 2018). Given the fluid nature of many cultural frameworks, acculturation entails a dynamic
process of cultural transformation and adjustment in reaction to encounters with diverse cultures
and individuals (Erez et al., 2004).

2.1 The Influence of Language on Culture

Much evidence exists for the links between foreign language learning and an individual's
personal culture. The support of brands can be influenced by the linguistic proficiencies of the
foreign language learners and the linguistic elements implemented in the advertising of the
products in the learners' country. Previous studies have proven that higher language proficiency
influences the foreign language learner to have a better understanding of the advertising of
foreign products which in turn positively influences the support of brands from the foreign
country (Kim et al., 2021). Learning foreign languages is proven to have sparked positive
impressions of a foreign country which in turn increases the support of foreign brands.

According to a previous study, strong, positive relationships between foreign language
learning and support for foreign brands have been shown (Kizgin et al., 2021). This phenomenon
can be attributed to the cultural associations and prestige often attached to products originating
from countries whose languages are being learned. Furthermore, research findings by Sun et al.,
(2022) have provided additional support for the linkage between foreign language learning and
positive attitudes towards foreign countries. However, linguistic proficiency serves as a gateway
to understanding and embracing cultural nuances embedded within the language, foreign
language learners are proven to have a deeper appreciation for the culture associated with the
language they are learning (Sun et al.,, 2022). Hence, this heightened cultural awareness
significantly impacts individuals’ attitudes and preferences towards the products originating from
the countries where the foreign language is spoken.

2.2 Language use in French cosmetic brands

The language used in a brand is an important factor in the image of a marque. According to
Domzal et al (1995), the inclusion of foreign languages in advertisements serves as a means to
attract attention, as it stands out from the norm and captures the viewer's eye with its
unexpectedness. The advertisements in foreign countries that use the French language are
impactful towards the support of cosmetic brands as French brands are usually associated with
elegance and bon vivant (Haarmann, 1989). This is due to years of advertisements in France
aggressively pushing the concepts of attractiveness and intelligence of a French woman through
the French phrases used in their advertisements over the past several decades (Grout, 2020).
Besides that, Grout (2020) also mentions that French cosmetics use the language strategy of
including the resources of science and art to perfect each detail of the body. Hence, the French
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language holds considerable importance in the realm of advertising and promoting a cosmetic

brand, given France's rich cultural heritage in beauty and also resonates with consumers who
associate French culture with elegance, sophistication, and quality in beauty products.

23 The Cultural Influence in Support of French Brands

The support of cosmetic brands among language learners explores an intricate relationship
between language acquisition, cultural affinity, and consumer behavior within the beauty
industry (Rachmawati et al., 2016). As individuals engage in learning foreign languages, it is
inevitable for them to immerse themselves in the associated cultures, gaining insights into the
traditions, customs, and societal norms of the languages' native speakers (Rezvani et al., 2013;
Sun et al., 2022). However, an inclination towards French cosmetics is imperative for French
language learners as cosmetics are a big part of French culture. For instance, France is home to
several beauty institutes such as the Société Athéna, the Institut médical des Agents Physiques,
and the Institut Scientifique de la beauté which has been around since as long as 1895 (Grout,
2020). Beauty clinics were a message to the French that a woman’s appearance mattered. As a
result, cosmetics and beauty practices continue to play a significant role in shaping and defining
French culture, in relation to supporting French brands.

3. Methodology

3.1 Research Design

This study adopts a qualitative research design inspired by Rumeli et al. (2020). Specifically, a
descriptive survey review approach was used, employing field research methods through
interviews. This approach aligns with previous qualitative studies that collect data from
interviews, observations, and documents (Seo et al., 2015; Nasution et al., 2023; Nathan et al.,
2023). Semi-structured interviews were conducted to obtain in-depth insights from participants.

3.2 Research Approach

A qualitative approach was chosen to explore the cultural influences acquired in French language
learning and their effect on support for French cosmetic brands. This approach enables a detailed
understanding of participants’ perspectives and experiences in relation to the research objectives.

33 Sampling Technique

Participants were selected using purposive sampling to ensure relevance to the study objectives.
The snowball technique was also employed to recruit participants, in which existing participants
recommended other potential respondents. This approach helps minimize biases such as self-
selection, confirmation, nonresponse, and selection bias (Almaqtari et al., 2024; Faiz et al.,
2024).

The initial contact began with the ex-class representative of the Bachelor of French
2019/2020 cohort, who facilitated introductions to other graduates. A total of five participants
were included, consistent with recommendations for qualitative research sample sizes, which
range from three to ten participants depending on data saturation (Creswell, 2018; Yin, 2018).
Data saturation was achieved at the fifth participant.

3.4 Data Collection Methods
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Data were collected through in-depth, one-on-one semi-structured interviews conducted in
English between 13 June 2024 and 18 June 2024. The interviews were conducted online via
Google Meet due to participants residing in different states. Each interview lasted between 10 to
15 minutes and was recorded and transcribed according to university guidelines.

The interview questions (Table 1) were developed by adapting questions from Nasution
et al. (2023), Nathan et al. (2023), and Seo et al. (2015), focusing on the linkage between French
language proficiency, acculturation, and support for French cosmetic brands. No repeat
interviews were conducted, and transcripts were not returned to participants for review.

Table 1
Interview Questions

Questions Prompts

1. What French cultural 1. Has learning French culture
influences may encourage or made you support more French

discourage you from cosmetics?
supporting French cosmetic 2. Has acquiring French culture
brands? influenced your opinion on French

2. To what extent does learning cosmetic brands?
French culture inspire you to
accept and support French
cosmetic brands?

3. What French cultural
influences have you noticed
in your support of French
cosmetic brands?

4. What cultural norms and
values are important to you
when you think about your
support of French cosmetic
brands?

3.5  Data Analysis Techniques
Thematic analysis, following Braun and Clarke’s (2006) six-phase procedure, was used to
analyze the data. The steps included:
1. Familiarization with the data through reviewing interview notes and transcripts.
Initial coding and organization of data using NVivo.
Categorization of codes into preliminary themes.
Reviewing relationships between themes and forming a thematic map.
Refining and defining themes for clarity and relevance.
Writing the final report based on the identified themes.
The data analysis process was guided by the study objectives, ensuring that the research
questions informed the coding and theme development.

O L L
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3.6  Research Ethics

Ethical considerations were observed throughout the study. Participants were provided with
verbal information about the study objectives and gave verbal consent to participate. Anonymity
and confidentiality were maintained by using aliases instead of real names and by anonymizing
quotes. Participants were informed of their right to withdraw from the study at any time,
ensuring voluntary participation.

4. Results

Figure 1 shows the seven themes and 10 sub-themes that emerged from the data. The first two
themes, 'eating habits' and 'greetings' addressed the first research question which is the cultural
influences acquired by French learners. The other five themes, ‘French aesthetics’, ‘language’,
‘influence of French products', ‘French people’, and ‘relations to French culture', addressed the
French cultural influences that affected the support of French cosmetic brands amongst French
learners.

Figure 1
Map of Key Themes and Sub-themes

. . . French Influence of Relationsto
Eating Habits Greetings B Language French People
e £ Aesthetics ‘ Euas French Products P French Culture
Food Addrezzing Image of Catchy Brand Oueality of
Older People French Besuty Names Products
- - Packaging of Unederstanding French Lupury
peatae EELEE Product the Language standard

4.1 Eating Habits
Of the five interviews conducted, two participants mentioned eating habits when questioned
about the French culture acquired, 1 talked about the difference between foods in Malaysia and
France, and another mentioned their mealtime.

Table 2: Eating Habits

Quote 1

[...] "Their eating culture is, if [ were to be in France, I would never be able
to get used to their food I think. Because we eat at warung also, we have to
put everything chili. That one Claire hates, she take butter chicken and that’s
all" [...] "What we drink? We drink Kopi Peng, Teh Ice. What she drink?
She drink apple juice." [...]

Quote 2

'

—

]
]

"I know French eat their dinner. Like really, really, really late like 9:00"
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4.2 Greetings

A major theme that emerged from asking about French culture was regarding greetings as it
emerged from four out of five of the interviews conducted. One of the participants brought up
the French culture of greeting an older person in past experience as well as the French salutations
when meeting another, which was also brought up by three other participants.

Table 3: Greetings

Quote 1 [...] " So like when I was interviewing Madame Anais from Alliance, she
wanted me to just call her Anais and I was like shocked, I was like, can I do
that Madame? 1s that okay really? She was like yeah, everybody calls me
Anais, don’t call Madame” |...]

Quote 2 [...] " I think one of the obvious or the first thing that we learn now, I can
say. OK. We meet people, we have to greet, greet them with bonjour, or
they're gonna give us a side eye." [...]

Quote 3 [...] " how the French would bisous” [...]

Quote 4 [...] " The way they talk, the way they interact, the way they, everything is
different, but like in Malaysia you don’t see people kissing on people’s
cheek but in France you can see people bisous-ing everywhere even in
restaurant also bisous, even the lecturer also wanna bisous” [...]

Quote 5 [...]” T learned that they have a certain way of greeting each other, like the
bisous and like, but now I don't think they do the bisous anymore because of
the COVID, they kind of like, the younger generations don't do it anymore”

[...]

4.3  French Aesthetics

When questioned about how French culture influenced their support to French cosmetic brands,
majority of participants brought up French aesthetics, whether it be about the packaging of the
products or the image of French beauty.

Table 4: French Aesthetics
Quote 1 [...] " I'like that it looks very clean and not heavy because in Malaysia also
we don’t really wear very heavy makeup right unless it’s special occasion
then like I think it suits the Malaysian style also so ya I think is nice” [...]
Quote 2 [...] " Yes, because I feel like it's a very, when I learned that their culture is
very romantic” [...]

Quote 3 [...] " the secondly is the looks, like looks clean and tidy so I want to use it
like it's kinda pretty if [ put it in my room” [...]

Quote 4 [...] " like fun cute things” [...] “So appearance is important. Actually
appearance is very important.” [...]
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Quote 5

[...] “ the packaging is very pretty” [...]

Quote 6

[...] “Like Dior, their lipsticks are very nice” [...]

4.4  Language
It was to note that as the French learners gained their knowledge of French, they feel a sense of
influence by the language in their support of French products. It was brought up because of their
understanding of French language and the catchy brand names.

Table 5: Language

Quote 1

[...] " Maybe I feel like it's quite nice it's quite catchy” [...]

Quote 2

[...] “ understand the language already, I can understand what they're trying
to say. So it's kind of influenced me in choosing the, the, the brand itself,

yes” [...]

Quote 3

[...] “Icanuse it and I can understand what they're trying to sell” [...]

Quote 4

[...] “I think I get abit, I feel like a certain type of way when I see French
products and like the words I understand. Cause like I know what they’re
saying and like I can understand right so yeah I think it makes me trust them
more also” [...]

Quote 5

[...] “ I think it's because I know the language as well, so when they explain
stuff about the products and stuff, it makes me trust them more because I
understand the language. It makes me feel like okay, this brand is okay” [...]

Quote 6

[...] “ So I feel like with French brands it attracts me because it used this
correct words for everything. So I trust them more with that” [...]

4.5  Influence of French Products
The five participants brought up their positive influence of French products which affected their
support of French cosmetic brands. All the participants mentioned the expectations of French
brands with the association of higher quality products, and out of the five participants, two
mentioned the perception of French luxury standard.

Table 6: Influence of French Products

Quote 1

[...]1 "I can say luxury is... is the one of the earlier thing like I see in a
French brand because I don't know how to say it, but any French stuff, it's
just luxurious, you know what I mean” [...] “I see the French brands as
something that luxurious” [...]“I just look at the French brand is very high
class” [...]

Quote 2

[...] “I think for me it's quality as well as I think luxurious in a way they
keep, they try to keep it very French like they stick to their culture a lot like
like red lips are very French and 1 feel like yeah, quality and luxuriousness
is one of the things that I associate with French brands” [...]
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Quote 3

[...] “I know that the quality of the product is going to be good and then they
do a thorough research on what they want to sell and stuff. So I have I and I
know like the the authenticity, authenticity of the product is gonna be like
very authentic so yeah, because since I know the values of French when
they're producing a product already so that's why I can say that I'm not going
to have to think too much in the sense of the product quality when I'm
choosing the cosmetics brands” [...]

Quote 4

[...] “I think the look and the standard cause like they need to do a lot of
experiment before they launch the cosmetic products so I think this one is
the the main point” [...] “the quality is more is like better so I don't mind
paying more a bit forit” [...]

Quote 5

[...] “Yeah and of course with being luxurious then you would think it is
good quality also so yeah I think French brands are very luxurious and
quality, high quality” [...] “French brands has been around for very long and
they got name in the market so I think that is more authentic and safe to use
like that” [...]

Quote 6

[...] “I'm just a customer, maybe so I cannot say too much, but I think
quality is up top’ [...]

Quote 7

[...] “And I was testing a few, like, their mascara, their foundation. And
everything and it was really good quality and for it and even though it's a bit
expensive, I think it's worth the product and stuff like that, it's worth it.
Because the products are really, really good” [...] “they actually have good
quality” [...] “products like L’oreal has been known for a long time, for the
good quality like Coco Chanel and Yves Saint Laurent also has their own
makeup products and Dior" [...] "For me, it's the fact that they use high-
quality products makes me support them more. Makes me attracted to buy
their products because it i1s something that we put on our face and it can
affect our health as well. So knowing that they put high, very high-quality
products in, like I said, knowing the history of the products and stuff and it's
a very well known where everyone uses it. So yeah, it's. I think it's it's very
attractive to us to me that they use a high-end quality product” [...]

4.6  French People
A common theme brought up in the interviews was French people. In the eyes of the French
learners, they are seen as elegant, and others have the influence of celebrities. One of the
participants mentioned their personal experience with their French coworkers who wore natural
makeup that they relate to.

Table 7: French People

Quote 1

[...]" Yes. Because like French is like more elegant, you know, elegant” [...]

Quote 2

[...] “French people are very beautiful you know. And like elegant. All the
French models and all in social media they’re very pretty and I feel like
because of that I want to do my makeup like them” [...] “Like when I see
the French model or actress use the product and they get something like for
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example glass skin then I also want then I’ll look up the product. Or like a
glossy lip and it looks clean then I am like attracted you know™ [...]

Quote 3

[...] “French artist, probably the ones that are very famous like Timothee
Chalamet, he’s French. So I actually watch a lot of his videos speaking
French and also Céline Dion is French as well. She's Canadian French, so
she has songs in French. That one, and also interested me interest me in the
language and in the culture as well as there's this very, there's this artist that
I really like called Angele. And her songs are very, very good. And from her
songs you would see on how they usually talk and like French poetry and
everything. So I think those three Timothee Chalamet, Céline Dion and
Angele as well are the ones that came up to mind when you asked that
question” [...]

Quote 4

[...] “For me, when I wear makeup is very casual and minimalistic as well. I
don't find my coworkers that are French wearing very heavy makeup. They
tend to be more natural as it is. Like maybe like uh maybe a statement is like
a red lip, but most of it we don't have like American brands like very bold
makeup and very pigmented like brands and like stuff and pigmented
makeup and stuff like that. They're more like very simple and minimalistic
and very elegant, I would, in a way, I would say, to keep to the French
culture and yeabh, it's very like clean girl aesthetic” [...]

4.6  Relation to French
Another theme to be noted is the French learners relation with French (language and culture), as
the participants mentioned their closeness to French which influenced their decision making
process when supporting a product.

Table 8: Relation to French

Quote 1

[...] " It's kind of influenced me also in a sense of, choosing the makeup
brand or any brand that’s French. Ohh, this is French. It's quite interesting.
So I want to know and yeah, yeah™ [...] “I think I feel closer because I learn
it because I learn the culture and I learn the the culture itself. So that's why. I
choose the French brand I can say” [...]

Quote 2

[...] “I feel more closer to French so I wanna use French cosmetic brands.
Like I want to support their stuff like that.” [...]

Quote 3

[...] “Yes I feel closer to French in a sense. Compare to other international
brands. But like not like Asia ones. ” [...]

Quote 4

[...] “when I go out I see a French brand, I'm like ohh it's French and I
automatically like. I automatically like go towards that brand and have
interest in it because it's not really a. It's not a language that we use and it's
not our culture here, so when I see them outside, I'll be like ohh it's
interesting and I want to know more” [...]

4.7 Discussion
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This study investigated the cultural influences that French learners acquired and how they
influenced their support of French cosmetic brands. To our knowledge, this is the first study
conducted to focus on recent graduates of Bachelor of French and the French culture acquired
and, more particularly on the support of French cosmetic brands.

Moreover, this study validated the influence of French language and culture on the
support of French cosmetic brands. Previous studies have shown the positive impact of the image
of French on the performance of the brand (Domzal et al., 1995; Haarmann, 1989; Grout, 2020).
However, the influence of acquiring French culture amongst recent French graduates and their
support of French cosmetic brands have not been investigated.

The results gathered show that the support of French cosmetic brands is positively related
to the French culture acquired amongst French learners. This is in line with previous studies
relating to embracing foreign culture acquired and the support of brands from foreign countries
(Sun et al., 2022; Kim et al., 2021; Rezvani et al., 2013).

One of the notable French cultures that the learners acquired was the eating habits of
French people, as well as the greetings of the French. All the interviewees mentioned greetings
when questioned about the French culture they acquired. Based on a study by Bessiere et al.
(2013), it was mentioned that food is one of the components of tourism as food plays a role in the
periphery of a trip. Being able to taste French local products and local produce, as well as good
hospitality, plays an immense role in a tourist having a good experience in France which in turn
links French food cultures and the places visited in the tourists' minds. Besides that, it was
mentioned in another article by Rahayu et al. (2018), that greetings are a crucial component in
communication as the interaction of people depends on it. It was found in the interviews that the
major greetings mentioned are bisous and calling each other by their first name. This was also
mentioned in the article by Rahayu et al. (2018) that speeches used by the French, especially
addressing by name, show that the situation is relaxed and familiar.

Though the two French cultures mentioned do not directly play a role in influencing the
support of French cosmetic brands amongst the learners, one cannot help but wonder; Do French
eating habits and greetings subconsciously form a positive image of France in the learners minds
which in turn influences their support of French brands? Perhaps spending time with French
people and picking up their habits firsthand influences the learners to support French cosmetic
brands. It was shown in the results that French aesthetics and the image of France are important
amongst the interviewees, as 'clean', 'romantic', and 'pretty' were words that came to their minds
when describing France or French products. The interviewees then expressed their positive
opinions on French cosmetic brands. Consumer's perception of the country of origin of a product
can be both beneficial and detrimental (Yunus et al., 2016). Previous study has shown that the
country's image influences the support of the brand (Augusta et al., 2019).

It was also found that brand familiarity influences the support of the foreign brand as well
(Augusta et al, 2019). This is aligned with the findings of this research where one of the themes
that emerged was the influence of French products, which is the quality and luxury standard of
French brands. French people are more prone to standards and the authenticity of a product,
which in turn increases the production quality of French products (Boisvert et Ashill., 2022).
This is aligned with the image that the interviewees have of French brands.

Another theme that was found in the research is the French language and the relationship
of the learners with France. Many mentioned that they feel closer to French due to their
understanding of the language and acquiring the culture in classes. This increased their desire to
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support more French cosmetic brands. Due to globalization and the easily acquirable knowledge
on the internet, social media has been proven to positively influence the friendship orientation
between foreigners and language use which then increases support of foreign brands through
acculturation by assimilation into foreign cultures (Jang et al., 2023). Foreign language usage
and foreign friendship orientation have been proven to have significant effects on acculturation
(Kizgin et al., 2021), which in turn positively impacts the purchase intentions and support of
foreign brands.

As previously mentioned, the possibility of spending time with French people, whether it
is a local or a celebrity, affects the support of French cosmetic brands among the interviewees.
One interviewee mentioned that working with French people, she noticed that French makeup
aligns with her style as it is simple and natural as opposed to being striking and bold. Others
brought up French celebrities as elegant, and beautiful. Based on a study in Algeria, it was found
that Algerian students associate French language and culture with love and elegance as well
(Benabbes et Abu Taleb, 2024). Many makeup brands involved influencers and celebrities in
their advertisements because it was perceived as “trustworthy” to buyers (Lazo et al., 2021).
Chanel has previously hired Vanessa Paradis, a French singer and model, to advertise the brand's
lipstick, Coco Rouge, which highlights Chanel's establishment as a French luxury makeup house
and French beauty (Carson Miller, 2022). This shows the importance of French culture through
people influencing the interviewee's support of French brands.

5. Conclusion

Various factors contribute to the popularity of foreign makeup brands among Malaysians. This
study sheds further light on that in which, graduates of French degree are positively influenced to
support French cosmetic brands due to the French culture and knowledge that they acquire
through experiences and in the classroom. The types of cultural influences that they acquire are
eating habits, greetings, French aesthetics, language, the influence of French products, French
people, and the graduates' relations with France. It has been discussed in this paper that the
French language and cultures acquired by the graduates have influenced the graduates’ support
of French cosmetic brands, whether it be a direct relation or a subconscious link. Most themes
that emerged are through direct relations which are French aesthetics, language, the influence of
French products, French people, and the graduates' relations with France. The cultural influences
that had subconscious links are eating habits and greetings.

Certain limitations may be associated with the data and the way the results were
interpreted. The first limitation could be insufficient participants in the study because according
to Bertaux (1981), the smallest acceptable sample size in qualitative research is 15 interviews.

However, we opted to interview five interviewees per Creswell who suggested three to
seven interviews are sufficient for a study depending on the data saturation. This is supported by
Yin (2018) who stated that two to ten interviews are sufficient to conduct a qualitative study.
Nevertheless, future research can increase the number of interviews to further test and validate
the themes discussed in this study.
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