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Preface 
 

It is with distinct pleasure that we present to you Advances in Advertising Re-
search, Volume V – Extending the Boundaries of Advertising, published by the 
European Advertising Academy (EAA). This volume consists of a selection of 
the best and most interesting research papers presented at the 12th International 
Conference on Research in Advertising (ICORIA), in their revised and extended 
versions. The conference was held at the Zagreb School of Economics and Man-
agement, in Zagreb, Croatia, at the end of June, 2013. 

Technological and consumer trend changes are so swift these days that the 
notion of what can be labeled as new vs. traditional advertising media is experi-
encing a fundamental shift. Online advertising and social media are already on 
their way toward being considered traditional, with interactive advertising, as well 
as mobile advertising and applications taking over the position of new and cut-
ting-edge. However, we should also not summarily dismiss the more traditional 
types of advertising and new trends in their usage and effectiveness from furhter 
research and discussion. With this in mind, researchers from around the world 
have contributed their papers to this volume, covering awide range of topics in-
tended to provide insights into both the traditional, the new, and the “new” new 
advertising outlets. 

The book is divided into six main sections. Part I of the anthology explores 
advertising appeals and processing issues; Part II focuses on topics related to 
online and mobile advertising media; Part III provides fresh insights into the use 
of television as an advertising medium, as well as product placement; Part IV 
addresses issues related to culture, gender, and age (more precisely, advertising 
aimed at children) in advertising; Part V examines and discusses branding chal-
lenges; and Part VI is devoted to various topics in the field of integrated market-
ing communications. 

We want to thank all the authors who accepted our invitation to revise and 
extend their conference papers, presented at the 12th ICORIA, and contribute 
their work to make this book possible. Additionally, we would like to extend a 
special thank you to Emanuel Pekić (AE), who skilfully handled the formatting of 
the book. Our gratitude also goes to the colleagues from the ZSEM Business 
Academy and the team of student volunteers, without whose help in the organi-
zation process the Zagreb conference would not have been as successful as it 
was. 

 
 
 
 
 
 



vi Preface 

It is our hope that academics, practitioners, and students interested in the 
field of advertising will find this volume useful to their work and enjoy reading 
the papers presented in it. 

 
 
 

Ivana Bušljeta Banks 
Patrick De Pelsmacker 

Shintaro Okazaki 
Zagreb, Antwerp, and Madrid, April 2014
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(president, The Amsterdam School of Communications Research), Ralf Terlutter 
(past president, Institute for Marketing and International Management (Klagen-
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Heath (School of Management (Bath)), Shintaro Okazaki (Universidad Autóno-
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Advertising Appeals and Processing 
 



 

Metaphor-Ad Layout Consistency Effects: The Moderating 
Role of Personality Traits 

Lampros Gkiouzepas 

1 Introduction 

The process of arranging such elements as headlines, images, slogans, or 
captions can be an important stage in the development of ads. The ability of the 
ad to capture and direct consumers' attention is often the primary criterion in the 
evaluation of ad layouts (Janiszewski, 1990; Pieters and Wedel, 2004).The pre-
sent study suggests that in some cases orientational metaphors should also be 
considered when advertisers make decisions about the arrangement of ad ele-
ments. The proposition that deep-rooted metaphors might play a key role in the 
processing of ads is based on Lakoff and Johnson's idea (1980) that metaphor is 
not primarily a matter of language, but of thought. 

In particular, the overall purpose of the present study is to expand on some 
early findings showing that aligning ad layout with metaphor-based mental 
representations facilitates comprehension (Gkiouzepas 2013). The distinctive 
role of the current study is twofold. First, it explicitly examines whether person-
ality traits moderate metaphor-ad layout consistency effects. Specifically, Need 
for Power (nPow) as a personality trait is tested within the context of the orien-
tational metaphor "having control is up". Second, this study investigates whether 
metaphor-based representations can also influence advertising persuasiveness. 

The present article begins with a brief introduction to the notions of structur-
al and orientational metaphor. It then provides an overview of research on meta-
phor-based representations as found mainly within the psycholinguist literature. 
The main focus is on studies that examine power-related metaphors. The hy-
potheses and the main study that examines the moderating role of psychographic 
attributes are discussed next. Finally, the managerial and theoretical implica-
tions of the present findings are provided in the discussion section. 

2 Literature Review 

 Metaphor was traditionally considered as merely being about the ornamen-
tal use of language (Ortony 1993).However, Lakoff and Johnson (1980) sug-
gested that metaphor might be a far more important concept - metaphor might 
shape the way we perceive the world around us. In particular, Lakoff and John-
son (1980) claim that individuals use metaphors to structure abstract concepts. 
For example, our idea of significance might be shaped by the structural meta-
phor "significance is big" (Lakoff and Johnson 1980, p. 50). Many examples in 

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
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everyday language reveal that we understand significance in terms of size: “he’s 
is a big man in the garment industry”, “that’s the biggest idea to hit advertising 
in years”, “he’s head and shoulders above everyone in the industry”, or “it was 
only a small crime”. Lakoff and Johnson (1980) further suggest that it is not 
only that we talk about some concepts in terms of others, but also we act accord-
ing to metaphors. For example, senior managerial positions are often represent-
ed in organization charts with a larger box or they are placed above subordinate 
positions (Mintzberg and Van der Heyden 1999) 

 Orientational metaphor is a type of structural metaphor that gives a spatial 
orientation to the concepts they structure. For example, “having control or force 
is up” whereas “being subject to control or force is down”. Linguistic evidence 
for the metaphor“ having control or force is up” might be found in such expres-
sions as “I have control over her”, “I am on top of the situation”, “He's in a 
superior position”, “He's at the height of his power”, or “His power 
rose”(Lakoff and Johnson 1980, p. 15). Other examples of abstract concepts that 
are understood via orientational metaphors are status (high status is up; low 
status is down), good (good is up; bad is down), and more (more is up; less is 
down).Lakoff and Johnson (1980) further suggest that there is a physical basis 
on the orientation assigned to concepts –the orientation is not arbitrary. Physical 
size, for example, often correlates with physical strength or the victor in fights is 
usually on top. 

 Barsalou (2008) posits that this experiential nature of metaphor is con-
sistent with an embodied view of cognition. Embodied cognition approaches 
knowledge not as a system of a modal representations (or symbols), but as a 
system of experiential representations (Barsalou 2008; Schubert and Semin 
2009). If experience-based metaphors structure the way concepts, such as pow-
erfulness and significance, are represented in our cognitive system, then 
grounded mental representations might be able to frame concurrent perceptual 
information .Therefore, a pertinent question might be whether the arrangement 
of text and images in ads in a way that is consistent with the mental representa-
tion of metaphor facilitates processing. For example, the metaphor "powerful is 
up" might suggest that the image of the product in Figure 1 should have been 
placed over the stain rather than below it. By contrast, the ad in Figure 2 depicts 
the package over (rather than below) the headline “for life’s headaches”. This 
latter arrangement is consistent with the metaphor "powerful is up". In fact, a 
recent study offers some evidence that such an arrangement might be more 
effective (Gkiouzepas 2013). In particular, metaphor-consistent ad arrangements 
were found to be easier to understand than metaphor-inconsistent ad layouts as 
compared to controls ads (Gkiouzepas 2013). 
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Figure 1: Ariel ad 

 

  
Figure 2: Excedrin ad 

Further evidence of the ability of power-related orientational metaphors to 
influence individuals’ cognitive system can be found in the psycholinguistics 
literature (Casasanto and Dijkstra 2010; Crawford et al. 2006; Giessner and 
Schubert 2007; Meier et al. 2007; Palma, Garrido, and Semin 2011; Schubert 
2005).Schubert (2005) has discovered, for example, that the metaphor "power is 
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up" can have an impact on the speed and accuracy of judging a group's power. 
In particular, powerful groups were identified more accurately and more quickly 
as being powerful when the group appeared at a higher position in the vertical 
space, above powerless groups rather than at a lower position below powerless 
groups. These findings suggest that power is represented in perceptual form as 
vertical difference (Schubert 2005). Vertical position seems to influence the 
judgment result itself. Respect for powerful animals was greater when their 
images appeared at the top of a screen rather than at the bottom of the screen 
(Schubert 2005). 

 Schubert and Koole (2009) further suggest that our self-concept might be 
embodied in sensory-motor representations. They provide evidence that motor 
actions associated with power such as making a fist can lead male (but not fe-
male) individuals to perceive themselves as being more assertive, esteemed, and 
to display stronger associations between the self-concept and power. In a similar 
fashion, positive feedback had a greater effect (feelings of pride) on men when 
they were standing in an upright position rather than when they were having a 
slumped posture (Stepper and Strack 1993). In a study by Meier and Dionne 
(2009), gender was also found to moderate the impact of orientational meta-
phors. In particular, women were found more attractive to men when their im-
ages appeared in lower positions whereas women rated men as more attractive 
when their images appeared in higher positions. Meier and Dionne (2009) ex-
plained their results based on the evolutionary view that males desire powerless 
(i.e., youthful and faithful) women whereas women desire powerful (i.e., having 
status and resources) men. Personality traits might also be able to moderate the 
impact of metaphor on individuals’ cognitive processes. For example, Meier and 
Robinson (2006) have found neuroticism to influence the focus of attendance. 
Participants who scored higher in neuroticism or depressive symptoms were 
faster to attend to the lower regions of visual space (Meier and Robinson 2006). 

 In sum, empirical findings within the psycholinguistic literature suggest 
that bodily states might be able to influence the processing of such concepts as 
those of force or power. More importantly, these studies indicate that gender 
and personality traits might moderate the impact of metaphor-based mental 
representations (see also Young, Zhang, and Peracchio 2010).In the advertising 
literature, there is some preliminary empirical evidence that gender might mod-
erate the impact of metaphor on consumers’ responses (Gkiouzepas 2013). In 
this study (Gkiouzepas 2013), men better liked an ad when the image of the 
advertised painkiller appeared above a headline containing the phrase “for head-
aches” as compared to a control ad. In a similar fashion to some of the findings 
within psycholinguistics, female individuals were not influenced by the ar-
rangement of the ads. This latter study, however, was not explicitly designed to 
explore the moderating impact of gender or personality traits. 
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 Thus, the aim of the present study is to fulfil this gap by examining the ex-
tent to which personality traits such as need for power moderate the impact of 
metaphor-ad layout consistency within the context of a power-related ad mes-
sage. The concept of power was selected because a power can be readily associ-
ated with a personality trait (e.g., dominance, need for power, leadership, asser-
tiveness) and b. past research in psycholinguistics suggest that power-related 
concepts influences basic cognitive processes. Therefore, the present study 
examines whether or not individuals’ need for power moderates the impact of 
metaphor on persuasion and ad liking. In particular, it is expected that individu-
als will perceive the brand as being more powerful when the ad layout follows 
the mental representation of the metaphor “having force is up”. This effect, 
however, might be moderated by individuals’ propensity for power (nPow). 
Thus, it is hypothesized that: 

 
H1a: Individuals with a high need for power will hold stronger brand attribute 
beliefs than individuals with a low need for power when the ad arrangement is 
consistent with the metaphor "having force is up". 
H1b: Individuals with a high need for power will hold weaker brand attribute 
beliefs than individuals with a low need for power when the ad arrangement is 
inconsistent with the metaphor "having force is up". 

 
Relationships of power usually involve two entities. Thus, it can be hypothe-

sized that ad arrangement might have an impact on perceptions about the prob-
lem the advertised product is called to solve. In particular, it is expected that: 

 
H2a: Individuals with a high need for power will perceive the problem the ad-
vertised product was designed to solve as being smaller than individuals with a 
low need for power when the ad arrangement is consistent with the metaphor 
"having force is up". 
H2b: Individuals with a high need for power will perceive the problem the ad-
vertised product was designed to solve as being greater than individuals with a 
low need for power when the ad arrangement is inconsistent with the metaphor 
"having force is up". 

 
Finally, metaphor-ad layout consistency might be able to have an effect on 

attitudes towards the ad (Gkiouzepas 2013). In general, messages that match 
individuals’ self-schemata are viewed more favorably (Wheeler, Petty, and 
Bizer 2005). Thus, it was also hypothesized that: 

 
H3a: Individuals with a high need for power will have a more positive attitude 
towards the ad than individuals with a low need for power when the ad ar-
rangement is consistent with the metaphor "having force is up". 
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H3b: Individuals with a high need for power will have a less positive attitude 
towards the ad than individuals with a low need for power when the ad ar-
rangement is inconsistent with the metaphor "having force is up". 

3 Main Study 

3.1 Stimuli 

Metaphor-ad layout consistency was manipulated by placing the image of a 
human figure either above (metaphor-consistent layout) or below (metaphor-
inconsistent layout)a headline containing the word “problems” in an ad for a 
consulting firm (see Figure 3). A text appeared next to the human figure. This 
text introduced the name of a fictitious firm (Gicon) and the service category 
(“business consultants”).The headline always appeared in the middle of the page 
in both the vertical and horizontal dimension. The choice of a business-
consulting firm as the advertised service was made in order to be interesting to 
the sample of the study (students in a business class). 

 

  
Figure 3: Ad stimuli 
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3.2 Procedure 

Ninety-two participants took part in the study (66% women, Mage=21.8, age 
range: 20-28 years).Attribute belief strength was measured by means of a single 
item anchored by "strongly agree/strongly disagree" that asked participants to 
express their belief as to the degree to which the advertised consulting company 
has the ability to solve business problems as compared to other firms. Similarly, 
the size of the problem was measured by a single item scale anchored by 
"strongly agree/strongly disagree" that asked participants to state the degree to 
which they believed the size of the problems described by the ad was big. Ad 
liking was measured by the sum of three items anchored by “disliked/liked”, 
“bad/good”, and “unpleasant/pleasant” (α = .76). Finally, a 5-point Likert scale, 
based on Tellegen's Multidimensional Personality Questionnaire (MPQ) was 
used to measure need for power (Goldberg et al. 2006). The scale consisted of 
10 items. Principal component analysis of the ten items with varimax rotation 
revealed two factors. Three items reflecting extraversion (“keep in the back-
ground”, “don’t like to draw attention to myself”, “have little to say”) were not 
included in the scale because they had a low loading on the primary factor 
(<.29).These 3 items better reflected introversion rather than power-seeking 
tendencies. The primary factor consisted of 7 items (α = .82) that accounted for 
32.8% of the variance. 

4 Results 

Preliminary examination of the data indicated a significant interaction be-
tween gender, ad arrangement and nPow –thus, gender was included in the 
analysis. The data were analyzed based on 2  2  2 analysis of variance with 
three between-participants factors. The first factor (ad arrangement) distin-
guishes between metaphor-consistent and -inconsistent ad layouts. The second 
factor (nPow) distinguishes between participants that scored high or low in need 
for power (median split). 

Attribute belief strength was analyzed first. The analysis revealed a signifi-
cant three-way interaction (F (1, 84) = 4.54, p< .05). The hypothesized pattern of 
means was observed only for men. Follow-up analysis focused on male participants. 
A significant two-way interaction was found between ad arrangement and need for 
power (F (1, 27) = 5.95, p< .05). This interaction indicated that men with a high 
need for power (M = 5.57, SD = 1.13)were significantly more persuaded (F (1, 27) = 
5.36, p< .05) when the ad layout was consistent with the metaphor “having force is 
up” than men with a low  nPow (M = 3.86, SD = 1.57). Thus, Hypothesis 1a was 
supported only for male participants. Although the pattern of means in the meta-
phor-inconsistent condition was such that men with a high nPow (M = 4.40, SD = 
1.58) were less persuaded than men with a low nPow (M = 5.14, SD = 1.07), this 
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simple effect was not significant (F (1, 27) = 1.18, p< NS). Thus, Hypothesis 1b was 
not supported. 

For purposes of data reporting completeness, it should be noted that men with a 
high need for power reported slightly stronger (F (1, 27) = 2.94, p< .10) brand at-
tribute beliefs when the layout was metaphor-consistent (i.e., brand name appearing 
above “problems” headline) rather than metaphor-inconsistent (i.e., brand name 
appearing below “problems” headline). Interestingly, male participants with a low 
need for power were more persuaded by the inconsistent rather than by the con-
sistent condition. This effect was also only marginally significant (F (1, 27) = 3.01, 
p< .10). 

Perceived size of the “problems” mentioned in the ad was examined next. A 
two-way interaction between ad arrangement and nPow seems to support the 
hypothesized pattern of means (F (1, 84) = 4.10, p< .05). The simple effect of 
nPow within the metaphor-consistent condition on perceived problem size (F (1, 
84) = 3.18, p< .08) suggested that individuals with a high need for power found 
the problems in the metaphor-consistent condition to be less intimidating (M = 
2.65, SD = 1.39) than individuals with a low need for power (M = 3.44, SD = 1.66), 
supporting Hypothesis 2a. Although the pattern of means was in the expected 
direction, the difference between high-(M = 3.12, SD = 1.56) and low-nPow (M = 
2.77, SD = 1.27) individuals within the inconsistent condition was not significant 
(F (1, 84) = 1.12, p< .NS). Thus, Hypothesis 2b was not supported. 

Attitude towards the ad was examined last. A two-way interaction between 
consistency and need for power was marginally significant (F (1, 84) = 2.86, p< 
.09). This interaction suggested that individuals with a high need for power (M = 
3.77 SD = 1.34) did not like the metaphor-consistent layout more than participants 
with a low need for power (M = 3.49 SD = 1.19; F < 1). Thus, Hypothesis 3a was 
not supported. However, individuals with a high need for power (M = 3.33, SD = 
1.32) liked the metaphor-inconsistent layout less than individuals with a low need 
for power (M = 3.97 SD = 0.98; F (1, 84) = 3.35, p< .07), supporting Hypothesis 3b. 

5 Discussion 

The current study contributes to the theory and practice of advertising by 
showing that deep-rooted metaphors can have an impact on persuasion. Fur-
thermore, the present findings suggest that personality traits might moderate the 
impact of orientational metaphors. In particular, male individuals that scored 
high in need for power found a metaphor-consistent layout (i.e., that depicted 
the advertised brand name in a more “powerful position” over a headline con-
taining the word “problems”) to be more persuasive than individuals that scored 
low in need for power. Furthermore, men that scored high in need for power 
found the metaphor-consistent layout to be marginally more persuasive than the 
metaphor-inconsistent layout. Overall, these findings suggest that advertisers 
should consider the mental representations induced by metaphor when making 
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decisions about the layout of ads with a power-related theme -at least when they 
communicate to a male audience. These are interesting findings because ads with 
a power-related message will probably target consumers with relevant psycho-
graphic attributes (i.e., with a high need for power). This finding becomes more 
remarkable in light of studies showing that high-power individuals are more likely 
to discount others’ opinions (Mourali and Yang 2013). 

The primary message in many ads is that the advertised product can be the 
solution to a problem. The present findings suggest that ad layout might also 
have an impact on consumers’ perception of the size of the “problem”. Specifi-
cally, both male and female participants that scored high in need for power 
found the problem to be less intimidating when exposed to a metaphor-
consistent ad layout as compared to individuals that scored low in need for pow-
er. The managerial implications of such a finding are not straightforward. It 
might be more common for an ad to stress the superiority of the advertised 
product. However, some ads might instead want to emphasize the size of the 
problem (e.g., fear-appeal messages). To what extent such an approach might 
also negatively influence consumers’ perceptions about the brands’ ability to 
solve the problem is an interesting area for future research. 

The impact of orientational metaphor on ad liking was only marginal signifi-
cant. This result indicated that individuals with a high (rather than low) need for 
power liked less the metaphor-inconsistent ad layout. Ad liking was the only 
measure in the present study that a significant effect was found within the metaphor-
inconsistent condition. Contrary to expectations, metaphor-inconsistent ad lay-
outs did not have an effect on brand attribute beliefs or perceived problem size. 
These findings might be able to answer the question as to whether it is the match 
between stimuli and metaphor that drives metaphor effects or a mismatch that 
interferes with it (Schubert, 2005). In contrast to previous findings (Langston 
2002), the present results suggest that metaphor-based mental representations 
facilitate the coding of consistent concurrent information. That is, it is a match 
that facilitates processing rather than a mismatch that interferes with it. Meta-
phor-based mental representations do not seem to negatively influence incon-
sistent information (see also Gkiouzepas 2013). However, this particular conclu-
sion should be cautiously approached since the pattern of means in the 
inconsistent condition was in the opposite direction as compared to the scores 
observed in the consistent condition. 

In general, the present study suggests that personality traits might be able to 
moderate the impact of orientational metaphor on consumers’ responses. However, 
the personality trait examined in this study (i.e., need for power) moderated the 
impact of metaphor for male participants, but not for female participants. Fol-
lowing Meier and Dionne (2009), an explanation might be that a position of 
power in a managerial setting–such as that depicted in the present experimental 
stimuli-was more involving for men rather than women. This explanation might 
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also point to a limitation of the current study. That is, it might be that men and 
women satisfy their need for power in qualitatively different ways. Thus, future 
research might need to investigate whether the way a message is framed inter-
acts with individuals’ psychographic attributes. 

In sum, the current study shows that orientational metaphor might play a signifi-
cant role in consumers’ cognitive processes. This finding has specific implications 
for decisions about the organization of print ads. Most notably, advertising research 
on the arrangement of ads should not be limited to issues of attention and promi-
nence (Janiszewski 1990; Pieters and Wedel 2004). When the main message of an 
ad is structured by metaphor, the position of ad elements in relation to the mental 
representation evoked by metaphor might become a determinant factor. Metaphor-
based mental representations might become even more important for consumers 
with a propensity towards the metaphor-structured concept (e.g., power). These 
consumers, however, more often than not will be the primary audience of such ads. 
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A Model to Classify Television Social Advertisements 
According to the Use of Positive or Negative Appeals 

Beatriz Casais 
João F. Proença 

1 Positive and Negative Appeals in Social Marketing 

Social Marketing consists on the use of marketing principles and techniques 
to influence behavior change with the goal of improving society and welfare 
(Andreasen 1994, 2003; Dann 2010; Kotler and Zaltman 1971; Smith 2000). 
There is evidence that interventions adopting social marketing have been effec-
tive in changing behaviors with expressive use and effectiveness in public health 
(Evans 2006; Evans and McCormack 2008; Gordon et al. 2006; Grier and 
Bryant 2005; Morris and Clarkson 2009; Stead et al. 2007; Walsh et al. 1993). 
One of the most important and effective tools of social marketing in public 
health has been social advertising, especially in television (Abroms and 
Maibach 2008; Block and Keller 1995; Della et al. 2008; Hastings et al. 1998). 

Social marketing appeals may be expressed in a positive or negative way ac-
cording to the intention of guiding behaviors. Positive appeals aim to show the 
direct benefits of a specific behavior, as an incentive to adopt it. Negative ap-
peals describe unintended consequences of certain attitudes and behaviors, by 
creating psychic discomfort that leads to a disincentive or inhibition to behave 
in a certain way (Brennan and Binney 2010; Dillard and Anderson 2004). In 
order to inhibit people from continuing or adopting unhealthy behaviors, social 
marketing explores viewer reactions such as fear, guilt and shame with negative 
appeals such as threats (Boudewyns et al. 2013; Cauberghe et al. 2009; LaTour 
and Rotfeld 1997; Lewis et al. 2007; Ray and Wilkie 1970). On the contrary, 
positive appeals are based on humor, irony, hope, the exploration of benefits, 
and the use of celebrities or social models, who activate the coping response 
(Brennan and Binney 2010; Hastings et al. 2004; Lewis et al. 2007). A better 
understanding about the effectiveness of message appeals has long been a re-
search challenge (Block and Keller 1995; Janis 1967; Lewis et al. 2007; Lewis 
et al. 2009) because the existing conclusions for the best direction – positive or 
negative - are not consistent (Block and Keller 1995; Brennan and Binney 2010; 
Dillard and Anderson 2004; Gardner and Wilheim 1987; Hastings et al. 2004; 
Lewis et al. 2007; Lwin et al. 2010; Reeves et al. 1991). This topic is related to 
the self-efficacy understood by the receptor and efficacy levels of the message 
response (Block and Keller 1995; Manyiwa and Brennan 2012), as well as the 
motivation and involvement of the target, according to regulatory focus theory 
and the demographic factors that characterize it (Gygax et al. 2010; Higgins 

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
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1997; Jäger and Eisend 2013; Keller 2006; Keller and Lehmann 2008; 
Krisjanous et al. 2013; Yoon and Tinkham 2013). 

It is crucial to analyze advertising appeals in order to understand the feelings 
evoked next to the receptors (Aaker et al. 1988). The research about social ad-
vertising involves several studies which require the analysis of the appeals used 
in advertisements which is a complex and subjective task. It is common to com-
bine both positive and negative appeals in social ads, as the Ordered Protection 
Motivation Theory suggests (Eppright et al. 2003; Tanner et al. 1991) or the 
new tendency of combining fear with humor (Mukherjee and Dubé 2012; Yoon 
and Tinkham 2013). A methodological model to classify social advertisements 
according to their proportion use of positive and negative appeals might simpli-
fy the task and give a contribution to these research challenges. 

2 A Model to Classify Social Advertisements 

The literature uses to classify advertisements by the simple identification of 
presence/no presence of appeals, following their definitions without any model 
for qualitative analysis (Cismaru et al. 2009; Paek et al. 2010). Another method-
ology found is to classify advertisements using a population inquiry with a Lik-
ert scale from one to seven - one being totally negative, seven totally positive 
and four a combination of both (Biener et al. 2004). We also note the use of 
qualitative interviews or focus group in order to understand if people consider a 
social advertisement as positive, negative or a combination of both appeals 
(Brennan and Binney 2010; Soscia et al. 2012). Existing methodologies are 
difficult and expensive to develop, because they need respondents for inquiries 
or interviews. They can also be subjective and poor because the results may 
vary according to the respondents’ technical knowledge of marketing and com-
munication, who may not analyze the diverse forms of communication, since 
positive and negative appeals may be presented in advertisements in verbal or 
non-verbal forms (Anderson et al. 2006; Barthes 1964; DeRosia 2008; Mick 
1986).  

This research suggests a model to classify social advertisements focusing on 
health according to their use of positive or negative appeals with content and 
discourse analysis. The model is built from the definitions of positive and nega-
tive appeals in social marketing found in the literature and from an exploratory 
research conducted with external judges. It proposes to resolve this absence in 
the literature and assist rigorous qualitative research on this topic.  

3 Methods 

The authors started to build a first version of the model with the theoretical 
background of advertising creation and with the state of the art about the defini-
tions of positive and negative appeals.  That model was improved and strength-
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ened with the identification of positive and negative appeals by a set of external 
judges in a sample range of social advertisements. The final model was tested 
with the comparison of results between its use by the researchers and the results 
of independent coders without using the model. 

3.1 The Conception of the Model 

The model, whose purpose is the advertisement analysis, was organized in 
three areas: 1) the story concept (Starks and Trinidad 2007), which is the crea-
tive guide and purpose of the advertisement; 2) verbal; and 3) non-verbal com-
munication (Anderson et al. 2006; DeRosia 2008; Harris and Attour 2003; 
McQuarrie and Mick 1999; Vakratsas and Ambler 1999; Vaughn 1980). The 
research considered as important categories to analyze in verbal communication 
the narrative and slogan. As categories of non-verbal communication which may 
affect the meaning of messages the authors highlighted the music or tonality of 
voice (Craton and Lantos 2011), colors (Aslam 2006; Kress and Leeuwen 2002) 
and symbols of the scene (Anderson et al. 2006; DeRosia 2008; Harris and 
Attour 2003; McQuarrie and Mick 1999; Mick 1986; Puntoni et al. 2010; 
Vakratsas and Ambler 1999; Vaughn 1980). The authors searched for the defini-
tions of positive and negative appeals in the literature and the model integrated 
the ideas that correspond to positive or negative appeals.  

3.2 The Empirical Test of the Model 

3.2.1 The Sample Data 

HIV/AIDS prevention is considered a priority for public policies (Merson et 
al. 2008) and has been implemented with a range of social marketing activities, 
including social advertisements on television (Myhre and Flora 2000; Noar et al. 
2009), which has been the most employed and effective media in AIDS preven-
tion (Block and Keller 1995; Mattson and Basu 2010) and health-related social 
marketing in general (Fuhrel-Forbis et al. 2009; Self and Findley 2010). HIV 
prevention social advertisements also reveal contradictory results about the 
effectiveness of positive or negative appeals (Campbell and Babrow 2004; 
Eppright et al. 2002; Green and Witte 2006; Johnson and LaTour 1991; Lwin et 
al. 2010; Muthusamy et al. 2009; Sampson et al. 2001; Slavin et al. 2007; 
Smerecnik and Ruiter 2010; Terblanche-Smit and Terblanche 2010), suggesting 
the use of both positive and negative appeals.  

The researchers used a sample of twenty television social advertisements 
preventing HIV/AIDS from a database of 375 HIV prevention television adver-
tisements broadcasted until the end of 2011 in France, Germany, Portugal or 
Italy. The social advertisements were collected on the internet from January 1 to 
June 30 2012 and these four countries were those with more data within 539 
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advertisements collected in the same period from all the European Union coun-
tries. The sample included five advertisements from each of the four mentioned 
countries, dividing data into five chronological groups: 1987-1991; 1992-1996; 
1997-2001; 2002-2006 and 2007-2011. As aleatory criteria to find the sample of 
twenty advertisements, the researchers selected the third of each group appear-
ing in Nvivo software for each of the four countries, in alphabetical order of 
code. They were translated into English and totally transcribed to Nvivo soft-
ware with descriptions of the story and the nonverbal communication. 

3.2.2 The Analysis of Categories 

The consensus of several judges might be more accurate than the judgment 
of any individual one (Perreault and Leigh 1989). The authors asked three ex-
ternal judges with wide academic experience in marketing and communication 
to view the twenty television social advertisements. One has an MBA, one a 
MSc in Marketing and one is PhD in Communication Sciences. After an indi-
vidual briefing about the topic and a quick training about the tasks, the research-
ers asked the judges to complete an inquiry with an open question to identify the 
positive and negative appeals in the sample. In order confirm the conception of 
the model the answers of the judges were coded in the initial defined categories, 
using the N-Vivo software. The assessment of the judges’ considerations also 
allowed the inclusion of new categories to the final model.  

3.2.3 The Test of Model Classification 

The external judges were also asked to grade the direction of each social ad-
vertisement from one to seven - one being a totally negative direction and seven 
totally positive, with four an equal combination of both appeals. This followed 
the Likert Scale method that has already been used in the literature (Biener et al. 
2004).  

In order to test the model, that grades were then compared with the results of 
the classifications done by one of the authors using the final proposed model, 
including new insights on the organization of categories that arose from the 
exploratory analysis. That classification was done with content analysis, consid-
ering the context of signs and the connotative associations with HIV/AIDS 
infection because the context is an important factor in qualitative and semiotic 
analysis (Mick 1986). Finally, each social advertisement was classified as posi-
tive or negative focused, depending on the proportion of references of each 
direction in all categories. Advertisements were classified as a combination of 
appeals when there was a draw between positive and negative appeals in each 
category or advertisement.  

The research used the Proportional Reduction in Loss (PRL) approach to 
calculate reliability, an appropriate measure for qualitative judgment data (Rust 
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and Cooil 1994). In the case of 4 judges - 3 external judges and 1 of the authors 
– the agreements between the 6 pair of judgments were calculated. The design 
of the process of empirical test of the model can be analyzed in Figure 1. 
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Figure 1: Design of the process of the empirical test of the model 

4 Results 

4.1 Categories of the Model 

The researchers analyzed and coded the answers of judges identifying posi-
tive and negative appeals. Table 2 presents the 225 references eleven categories 
identified from a qualitative analysis. Those categories were re-organized into 
eight categories, as structured by tabs, because public figures or testimonials 
mentioned by the judges are characters of the advertisement. Symbols are part 
of the environment of the scenes and can also be joined in one category. 

Table 1: Number of references from external judges discourse by categories 

Category No. References 
Color 23 
Character 15 

Public Figure or Testimonial 8 
Environment 21 

Symbols 36 
Humor 10 
Music 19 
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Voice 2 
Narrative 24 
Slogan 11 
Story 56 
Total: 11 Total: 225 

 
The results confirm the categories identified based on the background re-

view and show that the characters and rhetoric figures as humor are important 
categories to add, as confirmed later in the literature (Barthes 1964; Chang and 
Yen 2013; Delbaere et al. 2011; Harris and Attour 2003; McQuarrie and Mick 
1999). After identifying the signs related to the two new categories added to the 
previous model, we created the final model, shown in Table 2. The model con-
sists of eight categories with literature support. 

Table 2: Model to classify social advertisements as positive and negative appealed  

Story Concept 
Positive Negative 

Benefits of intended behaviors 
(Brennan and Binney 2010; Cauberghe et al. 
2009; Hastings et al. 2004; Lewis et al. 2007; 

Lewis et al. 2009) 

Dangerous consequences of unintended 
behaviors (Biener et al. 2004; Brennan and 

Binney 2010; Cauberghe et al. 2009; Hastings et 
al. 2004; Lewis et al. 2007; Lewis et al. 2009) 

Verbal Communication (oral/written) 
Words/Expressions used in the narrative 

Positive Negative 
Life, health, smile, love, respect, protect, 
prevent, treat, good, responsibility, copy, 
save, gains, intended, efficacy (Dillard and 
Anderson 2004; Hastings et al. 2004; Lewis et 
al. 2007; Lewis et al. 2009) 

Death, disease, illness, danger, fatality, fear, 
guilt, shame, risk, losses, bad, consequences, 
threat, effects, unintended (Brennan and 
Binney 2010; Cauberghe et al. 2009; Dillard and 
Anderson 2004; Hastings et al. 2004) 

Slogan 
Positive Negative 

Incentive (Dillard and Anderson 2004) Disincentive (Dillard and Anderson 2004) 
Rhetoric Figures 

Positive Negative 
Humor, irony, empathy, motivating, 
advising, copy response (Dillard and 
Anderson 2004; Hastings et al. 2004; Lewis et 
al. 2007; Lewis et al. 2009) 

Shame, Frightening, Suspense with fear 
(Brennan and Binney 2010; Cauberghe et al. 
2009; Dillard and Anderson 2004; Hastings et al. 
2004) 

Non-Verbal Communication 
Tonality of Voice / Music 

Positive Negative 
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Motivating, exciting, empathic  (Dillard 
and Anderson 2004; Hastings et al. 2004; 

Lewis et al. 2007; Lewis et al. 2009) 

Frightening,, sad, noisy, threatening  
(Brennan and Binney 2010; Cauberghe et al. 

2009; Dillard and Anderson 2004; Hastings et al. 
2004) 

Colors 
Positive Negative 

Varied palette, blues, green, white (Aslam 
2006; Kress and Leeuwen 2002; Mick 1986) 

Grey scale, red (Aslam 2006; Kress and 
Leeuwen 2002; Mick 1986) 

Signs in the Environment 
Positive Negative 

Health, happiness, smiles,  hedonism 
(Dillard and Anderson 2004; Hastings et al. 
2004; Lewis et al. 2007; Lewis et al. 2009) 

Death, fear, guilt, shame, desperation 
(Brennan and Binney 2010; Cauberghe et al. 

2009; Dillard and Anderson 2004; Hastings et al. 
2004) 

Characters 
Positive Negative 

Motivating/Confident people, social 
models, testimonial, public figures 
(Delbaere et al. 2011; Dillard and Anderson 
2004; Hastings et al. 2004; Lewis et al. 2007; 
Lewis et al. 2009) 

Frightened/worried people (Brennan and 
Binney 2010; Cauberghe et al. 2009; Dillard and 

Anderson 2004; Hastings et al. 2004) 

4.2 The Use of the Model 

For each advertisement, the researcher should code the transcriptions or 
notes corresponding to positive or negative appeals in each of the 8 categories. 
The negative form of discourse has to be considered in the syntax domain to 
avoid incorrect results (Hsieh and Shannon 2005). Considering the number of 
references coded in each category for each appeal, the researcher should classify 
those categories as positive or negative or even a combination of both. It is 
possible to classify a category as “Not Applicable”. It happens in advertisements 
without data on that category – an advertisement without narrative, or without 
characters or slogan, for example -, and if that absence has not a semiotics 
meaning. The final classification of the advertisement may be positive, negative 
or a combination, depending on the proportion of classifications in the eight 
categories. A social ad is only classified as a combination of appeals if there are 
an equal number of categories classified as positive, negative and/or combina-
tion of both. When there were several categories classified as a combination of 
appeals, the number of categories classified only as positive or negative usually 
resolved the draw. As social advertisements may include both negative and 
positive appeals (Eppright et al. 2002; Gallopel-Morvan et al. 2009), the final 
classification of social advertisements as positive, negative or a combination of 
both reflect the proportion of codifications as positive and negative in the differ-
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ent categories of the model – more than 50% -, considering that each category 
has the same importance to the classification of social ads. 

4.3 Reliability of the Model 

We found that there is reliability in the model. We proposed three possible 
classifications to code data – positive, negative or an equal combination of both 
appeals and found 79.1% intercoding agreement in the classification of social 
advertisements of the sample. We measured the reliability of the model with the 
Proportional Reduction in Loss (PRL) approach proposed by Roland Rust and 
Bruce Cooil (1994). This result corresponds to a PRL reliability of 0.97 con-
cerning the 4 judges, which means that we can be fairly confident in the classifi-
cations made in this exploratory analysis, as well as in the proposed model 
(Kassarjian 1977; Rust and Cooil 1994). Table 3 shows the intercoding agree-
ments and PRL Reliability from external judges on a Likert Scale and from one 
of the researchers by the use of the proposed model. 

Table 3: Interjudge agreements and PRL Reliability of judgments from external judges 
on a Likert Scale and from one of the researchers by the use of the model 

Interjudge Agreements 95 
Total Interjudge Agreements Possible 120 
Proportion of Interjudge Agreement 0.791 
PRL Reliability for 3 categories and 4 judges 0.97 

The existing disagreements between the judges are not too accented because 
they respect to the differences of classification near the combination point of the 
Likert Scale. The model proposes the classification of an advertisement as 
combination when it shows an equal number of positive and negative appeals. 
This specific result would be hard to fit with the simple classification of the 
external judges, who did not have the model to help their analysis. 

5 Conclusion and Research Implications 

This study proposed a methodological model to classify social advertise-
ments according to their use of positive, negative and equal combination of both 
appeals. The model is based on the definitions of positive and negative appeals 
and is confirmed with an exploratory research with sample data by the compari-
son of appeal classifications by three external judges and classification by one 
of the researchers, following the model created.  

The results of this study allow confidence in reliability of the model, consid-
ering that by using this model in orienting the classification of appeal direction 
in social advertisements, a similar result can be found than by doing it without 
any model. The proposed model for classifying social advertisements into posi-
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tive and negative appeals allows for a more rigorous and more inexpensive 
qualitative analysis than the previous methods identified in the literature. It also 
may leads the researcher to a deep discourse and semiotic analysis of the adver-
tisements, both in verbal and non-verbal forms that might remain separate or 
even forgotten without the use of the model.  The model has the advantage of 
minimizing classification errors. As positive and negative appeals in social 
advertising is an important research topic for psychology and marketing areas, 
this paper gives a relevant contribution to the knowledge with a tool that may 
simplify research concerning those topics. 

6 Limitations and Further Research 

The model allows the classification of social advertisements according to the 
presence and proportion of positive and negative appeals but does not provide 
the analysis of the order of their use, as focused by Ordered Protection Motiva-
tion Theory. Further research may use the present classification model to ana-
lyze the order that positive and negative appeals appear in social advertisements. 
The model was tested with audiovisual advertisements, since they include more 
dimensions. In the future the model can be also tested with other media, cancel-
ling some categories as “Not Applicable”. Future research may also discuss its 
effectiveness comparing the presence of positive and negative appeals in each 
advertisement categories so that it can be possible to understand the communi-
cation elements whose appeals work better. 
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Color in Print Advertising: Effects on Implicit and Explicit 
Memory and Priming 
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1 Introduction 

The notion that color, as a creative element, should affect consumer respons-
es to advertising often seems a self-evident proposition to academicians and 
advertising practitioners alike. Nevertheless, it has been repeatedly pointed out 
that consumer responses to color still remain a largely unknown area (Lichtlé, 
2007; Lohse and Rosen, 2001). The acknowledged scarcity of systematic empir-
ical research on the issue within advertising and marketing (Gorn, Chatto-
padyay, Yi and Dahl, 1997; Labrecque, Patrick and Milne, 2013) is striking, 
given the abundance of anecdotal evidence and almost axiomatic assertions 
which overwhelm anyone who performs even a cursory Google search on the 
matter. The effect of color on memory is the aspect of color inquiry which has 
mostly attracted researchers’ interest within the attestedly limited literature on 
the subject within advertising (Panigyrakis and Kyrousi, 2014), perhaps due to 
the fact that memory measures, such as recall and recognition, are among the 
most frequently employed traditional metrics to assess advertising effectiveness 
(Mehta and Purvis, 2006). Extant studies have nonetheless produced conflicting 
evidence (Donthu, Cherian and Bhargava, 1993; Gronhaug, Kvitastein and 
Gronmo, 1991; Lehmann and Shemwell, 2011); as a result, little can be claimed 
with certainty regarding which colors, if any, render the ad more memorable, or 
even as to whether colored advertisements should be preferred over black and 
white ones. The state of current knowledge on color effects on memory is fur-
ther aggravated by the fact that existing research has solely employed measures 
capturing a single aspect of memory, namely explicit memory. However, this is 
far from illustrating the whole picture, as there seems to be another yet un-
addressed possibility, that of color in advertising affecting consumers‘ implicit 
memory. 

The two experiments described in this chapter address this research gap by 
investigating color effects in print advertising on explicit and implicit memory 
in different involvement conditions (Study 1) and by looking into the influence 
of color on priming (Study 2). The chapter is structured as follows: first, the 
theoretical background is presented and the corresponding hypotheses are for-
mulated. Then, the methodology and findings of each study are described. The 
chapter concludes with a general discussion of the findings and the identifica-
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30 Kyrousi and Panigyrakis 

tion of theoretical and managerial implications, as well as limitations of the 
studies and directions for future research. 

2 Theoretical Background 

Although evidence on the relationship between the color of an advertisement 
and consumer memory can be traced as early as the beginning of the previous 
century (Gilbert, 1933; Nixon, 1925), it is not until the last decades of the centu-
ry, with the advent of full-color printing technology and the increasing diffusion 
of color ads, that systematic research attempts to quantify the extent to which 
diverse executional elements, including color, contribute to advertising effec-
tiveness (often assessed through recall and recognition) begin to appear (Don-
thu, Cherian and Bhargava, 1993; Gronhaug, Kvitastein and Gronmo, 1991; 
Hendon, 1973;Meyers-Levy and Perrachio, 1995; Naccarato and Neuendorf, 
1998; Ray, Sawyer and Strong, 1971). The latter studies nonetheless yield con-
tradicting evidence; indicatively, Gronhaug, Kvitastein and Gronmo (1991) and 
Hendon (1973) report that full-colored ads outperform black and white ones in 
recognition tests, Naccarato and Neuendorf (1998) similarly argue that colored 
ads scored better than black and white ones in terms of aided recall, whereas 
Donthu, Cherian and Bhargava (1993) conclude that black and white outdoor 
ads are better recalled than colored ones. Interestingly, such studies seem to 
offer little, if any, theoretical support for the hypothesized influence of color on 
recall/ recognition but rather base their predictions on evidence from industry 
reports (Gronhaug, Kvitastein and Gronmo, 1991) or predictions by advertising 
executives (Donthu, Cherian and Bhargava, 1993). This implicit assumption that 
color, as well as other creative elements, should serve as a “mechanical varia-
ble” (Percy, 1983, p. 95), appears to be underpinned by the Information Pro-
cessing view of advertising processing, which has received substantial criticism 
over the years (cf. Heath and Feldwick, 2008; Vakratsas and Ambler, 1999). 

In stark contrast with the assumption that the contemporary consumer “cog-
nitively and consciously processes information received from advertising” 
(Penn, 2006, p. 516) and that color’s main purpose in advertising should be to 
aid such processing (Rossiter and Percy, 1997, p. 420), we argue that if color 
indeed facilitates the memorization of the ad, this is done implicitly and not 
explicitly. According to the Low Involvement Processing Model (LIPM), crea-
tive elements in advertising are mostly processed implicitly, with emotive val-
ues attached to them becoming implicitly associated with the brand itself and 
stored in implicit memory (Heath, 2012, p. 172). This line of thinking concurs 
with Color-in-Context Theory, a recent integrative theoretical account of re-
sponses to color (Elliot and Maier, 2007; 2012), which considers color an “im-
plicit affective cue”, eliciting internal responses in the individuals outside of 
conscious awareness (Elliot and Maier, 2012, p. 68). 
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The existence of more than one type of memory and the distinction between 
implicit and explicit memory is well-documented in psychology (cf. Roediger, 
1990) and has received increasing interest in contemporary advertising research 
(indicatively: Duke and Carlson, 1993, 1994; Goode, 2007; Shapiro and Krish-
nan, 2001). By definition, explicit memory is revealed when there is conscious 
and intentional retrieval of information, whereas implicit memory is indicated 
by facilitation in performance in a task that can be attributed to previously pre-
sented information (Graf and Schacter, 1985). Implicit memory is thought to be 
underlined by priming, an activation process “whereby unobtrusive prior expo-
sure to information increases the accessibility of the primed information” (Fin-
lay, Marmurek and Morton, 2005, p. 443).There are two types of priming, per-
ceptual and conceptual priming; perceptual priming is the phenomenon whereby 
the perceptual fluency of the stimulus is enhanced and as a result the stimulus is 
identified more easily in subsequent encounters (Jacoby and Dallas, 1981), 
while conceptual priming reflects the enhancement of the conceptual fluency of 
the stimulus (Tulving and Schacter, 1990)1.Both conceptual and perceptual 
priming are thought to underlie implicit memory as distinct constructs; implicit 
memory, according to this view, can be further distinguished into conceptually 
and perceptually driven implicit memory (Lee, 2002; Roediger, 1990). 

The central issue that this chapter is concerned with is hence, first, to exam-
ine whether color in fact affects implicit memory, and second, to investigate if it 
influences perceptual or conceptual implicit memory. From a theoretical stand-
point, on the basis of the previous discussion, it is argued that the addition of 
color in an ad will facilitate the implicit retrieval of the advertised brand because 
the meaning of the color will be implicitly transferred to the brand itself making 
the latter easier to identify in subsequent encounters. The chapter goes on to 
describe two studies designed to test this theoretical proposition and the corre-
sponding hypotheses. 

3 Study 1: Color Effects on Explicit and Implicit Memory 

3.1 Overview, Purpose and Hypotheses 

Study 1 has a two-fold purpose: first, to assess whether color in print adver-
tising has in fact an effect on consumers’ explicit memorization of advertised 
brands in diverse involvement conditions and, second, to investigate the thus far 
unaddressed possibility of color in advertising influencing implicit memory. To 
this end, four sets of hypotheses were formulated regarding the predicted effects 

                                                           
 

1Perceptual fluency refers to the ease of processing the perceptual characteristics of a given stimulus 
(Bornstein and D’Agostino, 1994), whereas conceptual fluency is the ease of processing the 
meaning of a stimulus (Whittlesea, 1993). 
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of advertisement colored backgrounds varying across a single color dimension, 
that of hue2 (blue, red and achromatic), on explicit and implicit memory. The 
inclusion of involvement serves a dual purpose: first, its manipulation is ex-
pected to result in dissociations between explicit and implicit memory measures, 
given that it has been suggested to affect explicit, but not implicit, memory 
(Duke and Carlson, 1993) and second, because involvement is thought to mod-
erate responses to ads according to the LIPM (Heath, 2001). For methodological 
reasons, which will be described in the corresponding section, explicit and im-
plicit memory were assessed through two types of measures; explicit memory 
was assessed through a direct memory test and a calculation of the conscious 
memory component, whereas implicit memory was assessed through an indirect 
memory test and a calculation of the automatic memory component. 

In accordance with the foregoing theorizing, it is proposed that color will 
not, under any exposure circumstances, operate as a “mechanical variable” (Per-
cy, 1983, p. 95), aiding the conscious recognition of the advertised brand (Ros-
siter and Percy, 1997, p. 420); contrariwise, and in line with the view that crea-
tive elements “are not aids to recall or attention” (Heath and Feldwick, 2008, p. 
51),it is suggested that the ads’ dominant color will have no effect on the explic-
it memorization of the advertised brands. Hence: 

 
H1a: Performance on the direct memory test for colored advertisements will not 
differ from that for non-colored advertisements in both high and low involve-
ment conditions. 
H1b: Performance on the direct memory test for advertisements with a red dom-
inant color (hue) will not differ from that for advertisements with a blue domi-
nant color (hue) in both high and low involvement conditions. 
 

Regarding color effects on implicit memory, in consonance with the LIPM 
and Color-in-Context Theory, it is suggested that color can function outside of 
conscious awareness, as an “implicit affective cue” (Elliot and Maier, 2012, p. 
68). Such a prediction is also supported by a number of psychological studies 
which have demonstrated that color impacts implicit memory (Gerend and Sias, 
2009; Mecklenbrauker, Hupback and Wippich, 2001; Uttl, Graf and Santacruz, 
2006; Wippich and Mecklenbrauker, 1998). In addition, other creative elements, 
such as humor and music have been shown to affect implicit memory in extant 
advertising studies (Alexomanolaki, Loveday and Kennett, 2007; Hansen, 
Strick, Van Baaren, Hooghuis, and Wigboldus, 2009). As for the effect of dif-

                                                           
 

2Although it has been well accepted that color has three separate properties, namely hue, saturation 
and brightness (Gorn, Chattopadhyay, Yi and Dahl, 1997), for reasons of simplicity, given the 
scarcity of research on the impact of the other two dimensions on memory, only hue was 
included in the studies. 
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ferent colors on implicit memory, research in the field of psychology still re-
mains inconclusive, as reported by Vernon and Lloyd-Jones (2003). Given the 
absence of theoretical clarity, no specific hypothesis referring to the effect of 
blue versus red advertisement background on implicit memory is formed. Thus: 

 
H2: Performance on the indirect memory test for colored advertisements will be 
better than that for non-colored advertisements in both high and low involve-
ment conditions. 
 

Two additional sets of hypotheses were formulated so as to determine 
whether conscious and automatic processing yield a pattern of results similar to 
that of the direct and indirect memory tests. This is critical in order to be able to 
sustain that the task distinction corresponds to a process distinction (Kelley and 
Jacoby, 2000). A similar pattern of results to those predicted by Hypotheses 1 
and 2 can be therefore expected for the conscious and automatic memory com-
ponents respectively. Specifically: 

 
H3a: The conscious memory component for colored advertisements will not 
differ from that for non-colored advertisements in both high and low involve-
ment conditions. 
H3b: The conscious memory component for advertisements with a red dominant 
color (hue) will not differ from that for advertisements with a blue dominant 
color (hue) in both high and low involvement conditions. 
H4: The automatic memory component for colored advertisements will be high-
er than that for non-colored advertisements in both high and low involvement 
conditions. 

3.2 Methodology 

To test the hypotheses, a 3x2 (hue x involvement) between-subjects factorial 
experiment was conducted, with the participation of 210 undergraduate students 
(randomly assigned to conditions), in exchange for course credit.  

3.2.1 Manipulations and Measures 

Regarding the manipulations of the independent variables, color (hue) was 
manipulated through the insertion of three different backgrounds in the target 
ads: a blue (5B 2/7), a red (5R 2/7) and an achromatic, white (N 9.5) one3. The 

                                                           
 

3 The notations of the specific colors in the Munsell color system (Kuehni, 2002, p. 272-286) are 
included in the parentheses. These specific shades were selected because they have identical 
values for saturation and brightness, which are hereby kept constant, in order to eliminate 
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selection of hues was based on the colors most often cited in previous relevant 
research (Gorn et al., 1997). As for involvement, it is conceptualized adopting 
the definition of Mitchell (1981) as an internal state of arousal with intensity 
(level of attention allocated to the ad) and direction (brand or non-brand evalua-
tion strategies employed by the individual) properties (Laczniak, Muehling, and 
Grossbart, 1989). It is thus considered that high involvement occurs only when 
both attention is high and there is a brand evaluation processing strategy, where-
as low involvement occurs either when there is an attentional deficit or a non-
brand strategy (Gardner, Mitchell and Russo, 1985). Correspondingly, the ma-
nipulation of involvement was based on the manipulation of its two dimensions; 
attention was manipulated through the use of a radio program (Shapiro and 
Krishnan, 2001), under the “distraction paradigm” (Gardner et al., 1985, p. 11), 
while direction was manipulated through verbal instructions directing partici-
pants to evaluate the advertised brands (for the high involvement condition) or 
making no reference to the ads (for the low involvement condition) (Heath, 
2012, p. 129). Manipulation checks for the two dimensions of involvement 
(Shapiro and Krishnan, 2001; Laczniak et al., 1989) were included. 

Moving on to the dependent measures, it should be initially noted that within 
psychological literature, much debate surrounds the appropriateness of different 
methodological processes to capture and distinguish implicit from explicit 
memory (cf. Bornstein and D’Agostino, 1994; Roediger, 1990). In this experi-
ment, two of the most pertinent approaches, the Retrieval Intentionality Criteri-
on (Schacter, Bowers and Booker, 1989) and the Process Dissociation Proce-
dure (Kelley and Jacoby, 2000) were simultaneously adopted, as suggested by 
Shapiro and Krishnan (2001). Based on the Retrieval Intentionality Criterion, a 
direct test was used to assess explicit memory, whereas an indirect test was 
employed to assess implicit memory. The indirect memory test asked partici-
pants to select the brand they were more likely to choose if they were purchas-
ing the product listed (Shapiro and Krishnan, 2001); the score was the percent-
age of right answers minus a baseline performance level (Lee, 2002), which was 
obtained from 29 subjects who completed the test without being exposed to the 
ads (M = 0.31). The direct memory test was a typical forced-choice recognition 
task (Krishnan and Chakravarti, 1999); the score was the percentage of correct 
answers. The direct and indirect tests were identical with only the instructions 
alternating, and test awareness was assessed with 2 open-ended questions (Bow-
ers and Schacter, 1990). Additionally, since it cannot be a priori assumed that 
there is a one to one mapping from task to process (Kelley and Jacoby, 2000), 
the PDP was used to separate the automatic and the conscious memory compo-

                                                                                                                                  
 
potential confounds. White is commonly considered an achromatic color and, as such, it is used 
as a control level (Elliot and Maier, 2007).  
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nents4. For the purposes of the PDP, an inclusion and an exclusion task, two 
identical tasks which only differed in terms of the instructions (inclu-
sion/exclusion) given, were completed by the participants; probability equations 
adapted from Hansen et al. (2009) and Kelley and Jacoby (2000) were used to 
estimate the conscious and the automatic memory component. 

In addition to the above, suitable measures were included to prevent poten-
tial confounds. Measures for color preferences for the two studied hues (Mad-
den, Hewett and Roth, 2000) and for product involvement (Donthu et al., 1993) 
were included in the questionnaires, since these variables have been suggested 
to influence ad recognition and recall (Gronhaug et al., 1991). Participants indi-
cated their age and gender and demand bias was also checked through an open-
ended question (Allen and Janiszewski, 1989). 

3.2.2 Procedure and Stimuli 

The experimental procedure consisted of two stages, an exposure and a study 
stage, as is common in implicit memory research (Sanyal, 1992). To conceal the 
link between the two stages, in their initial briefing, participants were led to 
believe that they would participate in two unrelated experiments. Suitable cover 
stories were also devised to minimize the threat of demand bias to internal valid-
ity (Allen and Janiszewski, 1989). After initial instructions, the participants 
were exposed to the target stimuli; 6 mock ads which consisted of black and 
white photos which did not picture the advertised product, along with the brand 
name and a short slogan (per Heath and Nairn, 2005) were inserted in a 14-page 
booklet simulating a magazine, in the interest of ecological validity (McQuarrie, 
2004). The ads were based on emotional, rather than informational, appeals and 
referred to fictitious brands for low category involvement products5 (pen, sham-
poo, paper tissue, potato chips, cereal, and chewing gum) to control for previous 
experience with the brand. A pretest was conducted to ascertain that the selected 
product categories were not previously associated with the hues used in the 
study, since certain product categories have known associations with colors 
(Bottomley and Doyle, 2006). The brand names were low frequency English 
words and they were not related to the product or the ad claims (Krishnan and 
Chakravarti, 2003). The exposure duration was set at 5 minutes, as indicated by 
a pretest. A distractor task was introduced after exposure to clear short-term 

                                                           
 

4 In essence, the indirect/direct memory tests and the automatic/conscious memory components, 
respectively, will measure the same underlying constructs (implicit/explicit memory), provided 
that the former are uncontaminated (Toth, Reingold and Jacoby, 1995). 

5It was ascertained that the product categories in question were in fact considered low involvement 
through a pretest. 
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memory (Lee, 2002). Afterwards, the participants completed a series of ques-
tionnaires containing the study measures. 

3.3 Findings 

Initially, test awareness was assessed; it was found that out of 210 partici-
pants, 25 (11.9%) could be classified as ‘test aware’ and were thus excluded 
from the analyses. An additional 5 participants were randomly eliminated in 
order to obtain equal cell sizes. This resulted in a total of 180 usable observa-
tions. 92 (51.1%) participants were male and 88 (49.8%) female, with a mean 
age of 20.56 (SD = 1.83). The data was found to be sufficiently close to nor-
mality to permit the use of parametric tests (Fife-Schaw, 2006). Moreover, the 
dependent measures and those included for the manipulation checks had ac-
ceptable reliability (all Spearman-Brown Coefficient and Cronbach a values 
exceeded 0.7). Regarding the manipulation checks, two consecutive two-way 
independent ANOVAs (3 levels of hue x 2 levels of involvement) were run with 
the objective measure for attention and the scale for brand processing direction 
as the dependent variables, respectively, indicating that the manipulation was 
successful. Further, a series of ANCOVAs, where gender, product involvement, 
and color preferences were inserted as covariates, showed that the possibility of 
potential confounds could be effectively dismissed (Perdue and Summers, 
1986). 

To test for H1a and H1b, a two-way independent ANOVA (3 levels of hue x 
2 levels of involvement) was conducted, with the direct memory test score as 
the dependent variable. As predicted, there was a non-significant main effect of 
hue on direct memory test performance, F(2, 174) = 2.39, p = 0.094, f = 0.16; 
hence. However, there was also a significant interaction effect between the 
background hue of the advertisement and involvement, F(2, 174) = 6.49, p< 
0.05, f = 0.26. This significant interaction indicates that involvement moderates 
the effect of hue on direct memory test performance (Baron and Kenny, 1986). 
To further investigate this interaction, a Simple Effects Analysis was performed 
at each level of the moderator variable (i.e. involvement). There was a signifi-
cant simple main effect of hue on direct memory test performance at the low 
level of involvement, F(2, 174) = 3.47, p<0.05, f = 0.37, while the simple main 
effect of hue at the high level of involvement was non-significant, F(2, 174) = 
0.29, p=0.749, f = 0.14. As suggested by Lehman (1995), the significant simple 
main effect was followed up by Tukey’s HSD test, which revealed that there 
were two subsets with statistically similar means at the low involvement level; 
the first subset comprised of the red and blue groups (Mred= 0.46, Mblue = 0.42), 
while the second subset solely included the no color group (Mno color= 0.57). 
Therefore, H1b is supported, while H1a receives only partial support. 

H2 was tested through a two-way independent ANOVA (3 levels of hue x 2 
levels of involvement), with the indirect memory test score as the dependent 
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variable. As hypothesized, the main effect of hue on the indirect test was con-
versely significant, F(2, 174) = 67.89, p< 0.001, f = 0.86, while there was no 
significant interaction between the factors, F(2, 174) = 0.03, p = 0.972, f = 0.02. 
Tukey’s HSD indicated significant differences between all three groups (all p 
values <0.05), with performance on the indirect test being significantly better in 
the groups that had been exposed to advertisements with a blue background 
(Mblue = 0.43) than that of the participants exposed to ads with a red background 
(Mred = 0.33). The performance of the no color group was significantly poorer 
(Mno color = 0.13). Thus, H2 is confirmed. 

As expected, the third and fourth set of hypotheses exhibit a pattern of find-
ings similar to the ones for the first and the second hypotheses, respectively. In 
line with our expectations given the previous results, H3a is partially supported 
and H3b is supported. However, it is worthwhile to note that H4b is only partial-
ly supported, as the post hoc Tukey test revealed two, rather than three as in the 
indirect memory test, homogeneous subsets; the first subset included the achro-
matic and red groups (Mno color = 0.23, Mred= 0.33) and the second the blue one 
(Mblue= 0.46). 

4 Study 2: Color Effects on Perceptual and Conceptual Priming 

4.1 Overview, Purpose and Hypotheses 

Study 2 aims at shedding additional light into the mechanisms underlying 
the attested influence of color on implicit memory, by juxtaposing the effects of 
different background colors on perceptual and conceptual priming for the adver-
tised brands. In this respect, this study seeks to determine whether a colored 
(blue) ad background facilitates the perceptual processing of surface features in 
the ad or if it assists the deeper conceptual processing of its meaning. Given that 
previous research within the field of advertising has not as of yet addressed this 
issue, two hypotheses were formed drawing on the theoretical background, as 
well as on extant psychological studies which nonetheless are far from being 
unanimous. 

Regarding the relationship between color and conceptual priming, Color-in-
Context Theory views responses to color as resulting from its associations, thus 
implying that a semantic analysis of the colored stimulus takes place outside 
conscious awareness (Elliott and Maier, 2012), while the LIPM suggests that 
when consumers are exposed to advertisements, implicit associations of colors 
with pleasant experiences are transferred to the advertised brand (Heath, 2012, 
p. 205-206). Further, there is evidence, if only limited, suggesting that color is 
conceptually processed (Mecklenbrauker, Hupback and Wippich, 2001; Wip-
pich and Mecklenbrauker, 1998); color “may become part of a semantic 
memory representation and is thus accessible in conceptual tests of implicit 
memory” (Wippich and Mecklenbrauker, 1998, p. 293).Thus, it is predicted that 
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the background color of an advertisement will become part of the meaning at-
tached to the stimulus via a semantic analysis, thus enhancing conceptual fluen-
cy. Therefore: 

 
H3: Performance on the conceptual test for participants exposed to colored 
advertisements will be higher than that of those exposed to non-colored adver-
tisements in both high and low involvement conditions. 
 

Concerning the effect of hue on perceptual priming, a body of psychological 
evidence (summarized in Wippich and Mecklenbrauker, 1998) indicates that 
pictures are more readily identified if they are colored; similarly, Hupback, 
Melzer and Hardt (2006) have demonstrated through a color-choice task that 
color influences perceptual priming. Nonetheless, others (Cave, Bost and Cobb, 
1996; Treisman, 1992; Wippich and Mecklenbrauker, 1998) have found that 
color had no influence on perceptual tests of memory. The latter view appears to 
better conform to our theoretical reasoning, hence: 

 
H4: Performance on the perceptual test for participants exposed to colored ad-
vertisements will not differ from that of those exposed to non-colored adver-
tisements in both high and low involvement conditions. 

4.2 Methodology 

A 2-factor (2 hue x 2 involvement) between-subjects design was used, with 
the participation of 145 undergraduate students (randomly assigned to condi-
tions), in exchange for course credit. In general, Study 2 was very similar to 
Study 1 in terms of experimental design, with the exception of the dependent 
measures used and the inclusion of ads for actual, rather than fictitious, brands. 

4.2.1 Manipulations and Measures 

The manipulations of the independent variables were the same as Study 1; 
for reasons of simplicity, hue in this experiment had two levels, blue (5B 2/7) 
and achromatic (N 9.5). The dependent measures included a perceptual and a 
conceptual test, as well as a direct memory test. The inclusion of the latter 
served a two-fold purpose: first, to secure that the perceptual and conceptual 
tests were in fact measuring the processes underlying implicit memory and were 
not contaminated by conscious recollection and second, to corroborate the un-
expected findings regarding explicit memory in Study 1. The perceptual test was 
a word fragment completion task, adapted from Lee (2002) and Duke and Carl-
son (1994). Participants were presented with the 4 target word fragments, along 
with 4 distractor ones, next to which the corresponding product category ap-
peared and were asked to complete them with the first brand name that came to 
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mind, without any reference to the exposure episode; to prevent floor and ceil-
ing effects, alternative word fragments had been pretested beforehand. The 
score was the percentage of right answers minus a baseline performance level 
(Lee, 2002), which was obtained from 24 subjects who completed the test with-
out being exposed to the ads (M = 0.26). For the conceptual test (Top of mind 
awareness per product category), which was adapted from Lee (2002), partici-
pants were cued with the 4 target and 2 distractor product categories and were 
instructed to list as many brand names as they could for each one. The score for 
the conceptual test was obtained by subtracting the baseline performance deter-
mined through 24 subjects who completed the conceptual test (M = 0.21) with-
out previous exposure from the percentage of correct answers. To minimize the 
possibility of participants thinking back to the exposure episode, tight time 
constraints were imposed (Duke and Carlson, 1994). Apart from the dependent 
measures, a measure for brand familiarity (Low and Lamb, 2000) was included 
as a confound check.  

4.2.2 Procedure and Stimuli 

The experimental procedure consisted of the same stages (exposure, distrac-
tor task and study stage) as Study 1. 4 mock ads were created, following the 
layout described previously, for existing brands of chewing gum, shampoo, 
cereal and chips; the target brands (as well as the distractor ones used in the 
tests) were selected through a pretest so as to be moderately familiar to the par-
ticipants. Another pretest was carried out to establish that the selected brands 
were not a priori associated with either of the target hues. 

4.3 Findings 

After the elimination of test aware subjects (9.72%) and normality and relia-
bility checks (all Spearman-Brown Coefficient and Cronbach a values over 0.7), 
the success of the manipulation of involvement was verified, similarly to Study 
1. The confound checks indicated that mean familiarity with the target brands 
was a covariate for both the perceptual and the conceptual test score (both p 
values <0.001). 

To test H3 and H4, two consecutive two-way independent ANCOVA (2 lev-
els of hue x 2 levels of involvement) were carried out, with the conceptual test 
score and the perceptual test score as the dependent variable respectively and 
target brand familiarity as a covariate. A significant main effect of hue emerged 
after controlling for the effect of target brand familiarity (F(1, 123) = 45.71, p< 
0.001, f = 0.60), with participants exposed to ads with a blue background exhib-
iting significantly higher scores in the conceptual test than their counterparts 
that had been exposed to achromatic ads (Mblue= 0.45, Mno color= 0.30). Thus, H3 
is supported. Unexpectedly though, and contrary to H4, there was a significant, 
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albeit small, main effect of hue on the perceptual test score after controlling for 
the effect of target brand familiarity (F(1, 123) = 4.03, p< 0.05, f = 0.18), with 
participants exposed to ads with a blue background obtaining higher scores in 
the perceptual test than those exposed to achromatic ads (Mblue= 0.33, Mno color = 
0.27). Hence, H4 fails to gain support. 

5 General Discussion, Implications, Limitations and Further Research 
Directions 

The findings from Study 1 suggest that the presence of a dominant color in a 
given ad results in a facilitation of the implicit recognition of the advertised 
brand. A plausible explanation of this finding might lie in the associations at-
tached to a given color (Elliot and Maier, 2012), which elicit feelings that are 
transferred in a non-conscious manner to the advertised brand through emotion-
al conditioning (Heath, 2012, p. 108-109). Thus, the fictional advertised brand, 
which is in a sense ‘void’ from a distinct character due to the absence of previ-
ous knowledge from the part of the consumer, ‘borrows’ some associations that 
consumers non-consciously relate to the dominant color in the ad; when con-
sumers are presented with the brand afterwards, they find it easier to recognize 
than one that had been presented in a neutral manner. From the experiment, 
there is evidence, albeit tentative given that the results from the tasks and pro-
cesses are not identical, that ads with a blue background are superior in terms of 
implicit memory to both ads with an achromatic background and to ads with a 
red one. This superiority of blue to red cannot be readily explained in theoretical 
terms, especially since it has been found to be independent of the preexisting 
color preferences and the gender of the participants. In the authors’ view, this 
finding might have to do with the positive associations of the color blue it-
self(cf. Grimes and Doole, 1998). This inadvertently implies that color in adver-
tising would have to receive at least some degree of non-conscious semantic 
(conceptual) processing; in this respect, the results of Study 2 indicate that such 
a possibility is likely. In line with the formulated hypotheses, the findings from 
Study 2 confirm that effects of color can be detected with a conceptual indirect 
test, thus suggesting that color can be part of a semantic memory representa-
tion(Mecklenbrauker, Hupback and Wippich, 2001), and that this effect is both 
large and immune to the manipulation of involvement during exposure.  

The research findings regarding color effects on implicit and explicit 
memory and conceptual and perceptual priming, taken together, entail substan-
tial theoretical implications. The finding that color significantly enhances im-
plicit memory across different levels of involvement and that this effect is not 
diminished in high involvement conditions is in line with the theory of the 
LIPM. This suggests that color, as an executional element, is not an aid to con-
scious information processing, but that its influence mainly lies outside of con-
sumers’ conscious awareness. As far as advertising practice is concerned, the 
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aforementioned results provide some guidance for creative decisions regarding 
color in advertising, which are reportedly based on intuition and anecdotal evi-
dence (Gorn et al., 1997); the research findings thus imply that advertisers 
should not treat color as a means to increase recognition, but rather consider it 
as a powerful implicit cue. In this respect, the calculated effect sizes are useful 
in determining the relative practical importance of color effects (Fern and Mon-
roe, 1996), especially since prior studies have not attempted to assess the magni-
tude of such effects. An interpretation of the effect sizes in both studies hereby 
reported indicates that color effects on implicit memory are of more practical 
significance than those on explicit memory and that color effects on conceptual 
priming far outweigh in these terms those on conceptual priming.  It logically 
follows that traditional recall or recognition measures for ad pretesting may not 
be appropriate as a basis for selecting which colors to include in an advertise-
ment. Therefore, the present paper, adding to the increasing number of studies 
reporting evidence of ads and ad elements influencing implicit memory (Alex-
omanolaki et al., 2007; Hansen et al., 2009; Shapiro and Krishnan, 2001), high-
lights the need for implicit memory measures to be consistently included in the 
measurement of advertising effectiveness. 

The studies are inadvertently characterized by a number of limitations, such 
as the use of student subjects (Soley and Reid, 1983), the inability to control for 
the exact duration of exposure to each ad separately or for the number of expo-
sures (Lee, 2002), the exclusive use of emotional appeals in the target ads 
(Meyers-Levy and Perrachio, 1995), the potential inherent weaknesses of the 
PDP (Graf and Komatsu, 1994), to name but a few. Future research should 
address these issues, as well as further extend the investigation of color effects 
on implicit memory and priming in an advertising context. In this spectrum, it 
would be interesting to examine if the findings hold true for brands with pre-
existing strong and salient color associations (e.g. Coca-Cola with the color red) 
and explore if color effects on implicit and explicit memory are conditional 
upon the advertised product categories (Bottomley and Doyle, 2006; Panigy-
rakis, 1993). 

To conclude, the two experiments reported here have shown compelling evi-
dence for the influence of color on implicit memory and conceptual priming; 
these effects have been found in both high and low involvement conditions 
during exposure. In this spectrum, it is the authors’ contention that this initial 
investigation of the nascent area of inquiry on color effects on implicit memory 
and priming in an advertising context paves the way for a wider revisiting of the 
influence of color, a creative element which is routinely used, yet still little 
understood. 
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Listen to My Story: A Comparison of the Narrative to the  
Factual Format of Information Presentation in Advertisements 

Martina Maurer 
Heribert Gierl 

1 Introduction 

Print advertisements frequently describe product features and benefits a con-
sumer can experience when using the promoted product. There are numerous 
possibilities to present these pieces of information in a text. Often, a bullet-
point-type presentation is used. Alternatively, they are embedded in a continu-
ous text consisting of complete sentences that are connected together (continu-
ous-factual format). In these cases, the ads simply “display the product, talk 
about its features, and show what it can do” (Wells, 1989, p. 13). Deighton et al. 
(1989, p. 335) state that this kind of ad “has no plot or character.” Another tech-
nique is the usage of a narrative. In this case, a first-person or third-person nar-
rator tells the recipients of the ad a story that includes product features and ben-
efits (Escalas, 1998, p. 267). It has a “plot, character, and narration” (Deighton 
et al., 1989, p. 335). According to Chang (2009a, p. 22), “in advertising, narra-
tives always evolve around product consumption, that is, the experiences or 
consequences of product use.” Similar considerations regarding the characteris-
tics of the continuous-factual and the narrative format were made by Smith 
(1995, p. 110).  

So far, only few researchers compared the narrative format to the continu-
ous-factual format. An overview of this issue which is reported in the next sec-
tion shows that these researchers used narratives that were liked more than the 
continuous-factual text and analyzed which of both formats is superior. Hence, 
the effect of the information presentation format per se on product evaluations 
remains unclear. Moreover, these researchers used rather positively evaluated 
products or brands. Thus, it is also unclear whether the effect of using narratives 
compared to continuous-factual texts depends on brand favorability. We con-
tribute to this stream of research by holding the extent of liking the text material 
constant and investigating the effect of the information presentation format 
(continuous-factual vs. narrative) on product evaluations under this condition. 
Additionally, we consider favorably evaluated brands and less favorably evalu-
ated brands when we analyze the effect of the information presentation format. 
Our conceptual model is shown in Figure 1. 
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Figure 1: Conceptual model 

2 Previous Research 

2.1 Narratives  

At first sight, one might expect that research in the field of the “mental pro-
cess of transportation” can be used for predicting a positive effect of using nar-
ratives in advertisements on product evaluations. However, this stream of re-
search did not provide convincing evidence of the transportation effect. For 
instance, Green and Brock (2000, p. 705) exposed students to a narrative that 
described the cruel fate of a fellow student’s young sister named Katie who was 
brutally murdered in a shopping mall (nine-page story). Then, the test partici-
pants agreed or disagreed with statements aiming at measuring the mental state 
of “transportation” (e.g., “While I was reading the narrative, I could easily pic-
ture the events in it taking place,” “I could picture myself in the scene of the 
events described in the narrative,” and “While reading the narrative I had a vivid 
image of Katie”). Based on these measures, the authors assigned the test partici-
pants into the low- and the high-transportation group (split-half technique). The 
authors investigated whether Katie and her sister were evaluated favorably or 
unfavorably on a 61-point scale (good/bad, attractive/unattractive, pleas-
ant/unpleasant, and responsible/irresponsible) depending on “transportation” 
and found that people classified to the high-transportation group evaluated Katie 
more positively (Katie: Mlow = 43.04 vs. Mhigh = 47.96, p<.01; Katie’s sister: 
Mlow = 38.39 vs. Mhigh = 40.68, n.s.). Although the authors interpret these find-
ings as evidence of the effect of “transportation”, it is likely that the differences 
mirror the common method bias only and, thus, are meaningless.  

2.2 Narratives in Advertisement-Like Material 

Until now, numerous studies have been conducted to compare the effects of 
different information presentation formats in advertisements. For instance, 
Peracchio and Meyers-Levy (1997) compared the effects of using active voice 

Brand  
favorability 

Product  
attitude

Continuous-factual vs. narrative  
information presentation 
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to using passive voice while describing company and product characteristics. 
Mattila (2000; 2002) and Petrova and Cialdini (2005) compared the continuous-
factual format to the bullet-point-like format. Adaval and Wyer (1998) also 
compared the bullet-point-like presentation to a continuous text which they 
declare as narrative. We think it should be considered as a rather factual text. 
Chang (2009a) compared a narrative to a continuous-factual version. Since there 
was no information given about the used stimuli material we refrain from pre-
senting this study in detail. Most similar to our research are the experiments of 
Polyorat et al. (2007) and Wentzel et al. (2010). These authors presented texts to 
consumers consisting of approximately 120 and 250 words, respectively, that 
either described features and benefits of a product or service in the continuous-
factual format or in the narrative format. 

In the study of Polyorat et al. (2007), the texts promoted a cell phone. In the 
continuous-factual version, the product’s features and benefits were described in 
complete sentences. In the narrative version, the same features and benefits were 
embedded in a story about a fictitious person named Garret. A third-person 
narrator reported that Garret and his date did not get access to a night club and 
used the promoted cell phone to look for a cinema that shows an exciting movie. 
The authors found that reading the narrative version was more pleasant than 
reading the continuous-factual text (Mnarr = 5.00 and Mfact = 4.23 on a seven-
point scale, p< .001). Seemingly, these sensations were used to evaluate the 
promoted product since the authors found that the evaluation of the cell phone 
was more favorable in the narrative-format condition (Mnarr = 5.29 and Mfact = 
4.98 on a seven-point scale, p< .05). 

Wentzel et al. (2010) used a bank as test object and conducted a similar ex-
periment. In the continuous-factual version, the customer orientation of the 
bank’s employees was described in an abstract form (e.g., “The employees 
recognize their customers’ needs, devise an optimal solution, and contact them 
at the right moment. Delivering these key benefits ensures that customers are 
loyal and trust Winston Investments to take care of their financial needs.”). In 
the narrative form, a third-person narrator reported a story about the employee 
Rupert Brown, who had discovered an old bankbook and took great effort to 
identify the descendants of the former owner of this bankbook (e.g., “It was not 
a large sum of money but Brown was determined to find the owner. […] In the 
end, Brown managed to find the owner. […] The customer was delighted that 
Winston Investments had gone to so much trouble and contacted him proactive-
ly.”). Additionally included rhetorical questions or the absence of these ques-
tions in the text were used to manipulate perceptions of manipulative intent. For 
the rhetorical-question-absent condition, the authors found that the readers of 
the narrative experienced more positive feelings while reading the text com-
pared to the readers of the continuous-factual text, i.e., they liked reading the 
narrative text to a higher extent (Mnarr = 5.21 and Mfact = 4.14 on a seven-point 
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scale, p< .001). Obviously, the attitude toward the text spills over onto the atti-
tude toward the bank because the evaluation of the bank was more favorable in 
the narrative-format condition (Mnarr = 5.55 and Mfact = 4.32 on a seven-point 
scale, p< .001). 

To sum up, prior research found that narratives cause more favorable prod-
uct evaluations than continuous-factual texts under conditions when reading the 
narrative is more pleasant than reading the continuous-factual text. Thus, we 
cannot conclude whether the narrative format has an effect per se (besides the 
effect via liking the story). Moreover, the reported figures indicate that the re-
searchers focused on investigating the effect of narratives in the case of posi-
tively evaluated brands. A related research tradition investigates the question of 
whether judgments about other persons are more affected by narratives about 
this person (“individuating information”) than by statistical information that 
indicates the belonging to a certain group of people (“base-rate information”). 
This research found that people rely more strongly on individuating information 
(e.g., Argote et al., 1986; Ginosar and Trope, 1980). If this finding is transferred 
to our issue, one might conclude that narratives are more effective in influencing 
product evaluations.  

3 Theoretical Considerations 

Narratives in advertisements could have two effects on cognitive resource. 
First, processing narratives could absorb cognitive resource. Second, exposure 
to narratives could increase cognitive resource available for elaborating on the 
ad messages. 

3.1 Absorbed Cognitive Resource 

Numerous authors who investigated the effect of narratives presume that the 
human cognitive resources available for processing messages are rather con-
stant. Then, two processes compete for cognitive resource. According to 
Bhatnagar and Wan (2011, p. 40), these processes consist of “(1) story-oriented 
narrative processing, in which people need cognitive resources to absorb the 
story and put themselves in the shoes of the characters, and (2) brand-oriented 
information processing, in which people require cognitive resources to critically 
evaluate brand information.”  

Why may narratives absorb cognitive resource? Literature postulates that 
narratives put individuals into a mental state denoted “transportation” while 
processing narratives. Green and Brock (2000, p. 701) conceptualized “transpor-
tation into a narrative world as a distinct mental process, an integrative melding 
of attention, imagery, and feelings (…) where all mental systems and capacities 
become focused on events occurring in the narrative.” They hypothesize that 
narrative processing is different from the traditional systematic or heuristic 
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modes of information processing described in dual-process models of persua-
sion: “Elaboration implies critical attention to major points of an argument, 
whereas transportation is an immersion into a text” (p. 702). In the state of 
transportation, individuals are lost in another world and tend to ignore real-
world facts. If cognitive resources are constant, individuals are assumed to 
spend resources for story-oriented processing and thus have reduced capacities 
for elaborating brand-related information in a systematic way (Chang, 2009a, p. 
21). A similar proposition is made by Escalas (2007, p. 422) who states that 
transportation distracts people from thinking analytically about the message 
strength in an advertisement. 

Effects of decreased cognitive resource for processing brand-related infor-
mation: Product evaluations are expected to improve independently of brand 
favorability because counterarguments are unlikely to be generated even in the 
case of less favorable brands. For instance, Bhatnagar and Wan (2011, p. 40) 
posit the following effect of narratives: “Fewer cognitive resources are left 
thereafter for attending to and critically thinking about integrated brand messag-
es; this lack of critical judgment in turn raises brand evaluations.” Moreover, 
narratives contained in advertisements may encourage individuals to create self-
related narratives. According to Escalas (1998, p. 281), there is a potential of 
narratives to stimulate the audience in inventing own “narratives” that combine 
self-related facts and the promoted product. Thereby, the connections between 
the promoted product and the consumer’s own person may be intensified 
(Wentzel et al., 2010, p. 512). Because people tend to evaluate the own person 
favorably, the product is evaluated positively as well. We test: 

 
H1a: Compared to the continuous-factual information presentation, narratives 
reduce the positive effect of brand favorability on product evaluations. 

3.2 Increased Cognitive Resource 

Why may narratives increase cognitive resource? First, the mere contact to a 
narrative could motivate the recipient to identify with and to tentatively put 
herself/himself in the position of the narrator (Boller and Olson, 1991, p. 173; 
Escalas, 1998, p. 281). The individual could ask questions such as “Could it be 
my own experience?” or “Should I strive for the same experiences?” These 
questions are likely to increase cognitive resource available for elaborating on 
the advertiser’s message simply because questions have to be answered. Second, 
a narrator’s story may provide information that is closer to consumer reality 
than information that is presented in a factual format. Thereby, it is easier to 
envision the own person using the product (Chang, 2009a, p. 21) and to com-
prehend the marketer’s arguments (Tun, 1989, p. 13). People may like ads that 
can easily be understood and thus make more cognitive resource available for 
processing the messages. Third, Petrova and Cialdini (2005, p. 442) argue that 
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individuals use the ease with which they can generate a mental script of an event 
as an indicator of the likelihood of the event. As narratives are easier to process 
than factual information, narratives may be more believable. Because consumers 
may like processing believable messages to a higher extent, they might also be 
willing to allocate more cognitive resource to process the message. 

Effect of increased cognitive resource for processing brand-related infor-
mation: In the case of a favorable brand, the audience could easily identify with 
the narrator and is more prone to adopt her/his behavior. Moreover, due to in-
creased cognitive resource, the favorable brand information is expected to be 
processed more intensely resulting in more favorable product evaluations 
(Peracchio and Meyers-Levy, 1997, p. 179). On the contrary, if a product of a 
less favorable brand is promoted and the narrative increased cognitive resource, 
this surplus is likely to be used for generating counterarguments resulting in 
even worse product evaluations (Deighton and Hoch, 1993, p. 265). We test: 

 
H1b: Compared to the continuous-factual information presentation, narratives 
increase evaluations of favorable brands and decrease evaluations of less favor-
able brands. 
 

In Figure 2, we juxtapose the divergent effects of narratives that we de-
scribed in this section. 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

Figure 2: Alternative models of the effect of the information presentation format 
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4 Study 

Experimental design: We conducted a pre-test to identify brands of products 
or services that are either evaluated favorably or less favorably. Then, we creat-
ed two ad versions to promote products of these selected brands that differ re-
garding the information presentation format (continuous-factual vs. narrative 
format). In the next step, we selected pairs of ads that do not differ regarding the 
attitudes towards the ad significantly. I.e., we aimed at finding narratives that 
people liked to the same extent as the corresponding continuous-factual text. By 
doing so, we created a 2 (brand favorability: low vs. high) × 2 (information 
presentation format: continuous-factual vs. narrative) factorial between-subjects 
design in our main study while holding ad liking constant.  

Manipulation of brand favorability: We considered numerous brands from 
several product categories and created print advertisements that showed a pic-
ture of the promoted product. Moreover, we looked at some service brands and 
inserted few pieces of basic information into ads to promote special offers (e.g., 
few features presented in a bullet-point-like format). These ad versions were 
presented to samples of consumers that did not systematically differ from the 
samples used in the main study regarding age and gender. Based on this proce-
dure, we chose three less favorably evaluated brands and three favorably evalu-
ated brands. The less favorable brands were represented by the Sundance brand 
which denotes sun cream offered at the major German drug store dm, the Fris-
codent brand which is used for tooth paste offered at Aldi stores, and Rudy 
Project which is used for sports sunglasses. The favorably evaluated brands 
were represented by the Gallinat bank (because we found that consumers evalu-
ated their online banking offer rather positively), the Gubor brand (pralines), 
and the Olympus brand (digital cameras). To provide an example of how the 
advertisements used in the pre-test looked like, we present the ad for the sun 
cream at the top of Figure 3. The procedure used in the pre-test was as follows: 
The participants saw one advertisement and indicated the degree to which the 
brand is “likeable,” “attractive,” and “appealing” on a seven-point scale. The 
pre-test results are reported in Table 1. 

Manipulation of the information presentation format: For each of the brands 
selected in the pre-test, we created two versions of a print advertisement. These 
ads contained a picture of the product and the brand logo, and described product 
features and benefits. They only differed regarding the way of how these fea-
tures and benefits were described. One version contained a continuous-factual 
text and the other version informed about these aspects by including a narrative. 
As mentioned above, we paid attention to the fact that the chosen versions did 
not differ regarding the extent to which the ads were liked. To illustrate the ads, 
we show how we manipulated the information presentation in the case of the 
sun cream in Figure 3 and Table 2.  
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Table 1: Results of the pre-test 

 Attitude 
toward the 

brand 

Sample 
size 

t-value 
(one tailed p) 

Less favorably evaluated brands 
Sundance (sun cream) 3.63 (1.57) 40 -1.49 (p < .10) 
Friscodent (toothpaste) 3.47 (1.20 35 -2.61 (p < .01) 
Rudy Project (sports sunglass-
es) 

3.35 (.71) 23 -4.39 (p< .001) 

Favorably evaluated brands: 
Gallinat (online banking) 5.07 (1.83) 35 3.46 (p< .001) 
Gubor (pralines) 5.25 (1.36) 80 8.22 (p< .001) 
Olympus (digital camera) 4.86 (1.24) 28 3.67 (p< .001) 
Scale ranges from 1 = negative to 7 = positive brand evaluation. Standard deviations in parentheses. 
We tested whether the attitude is higher than the scale’s center (i.e., the scale value 4). 
 

Procedure, dependent variable, and sample: Each participant of the main 
study was randomly assigned to one of the twelve conditions resulting from six 
brands and the information presentation format (continuous-factual vs. narra-
tive). They could watch the ad as long as they wanted. Then, they evaluated the 
advertised product and the ad. Subsequently, they indicated their interest and 
their knowledge in the respective product category. Finally, the participants 
reported their age and gender. Product category interest and knowledge, age, 
and gender were used to ascertain that the sub-samples which were either ex-
posed to the continuous-factual text or to the narrative were homogeneous. We 
did not find remarkable differences across these sub-samples. The respondents 
evaluated the product or service by indicating the extent to which they found it 
“likeable,” “attractive,” and “appealing” on a seven-point scale (α = .89). We 
averaged these measures to calculate the attitude toward the advertised product. 
To calculate the attitude toward the ad we asked the participants to agree or 
disagree with “I like the ad,” “The ad is professionally designed,” and “The ad 
is boring” (recoded) on a seven-point scale (α = .72). Overall, the sample con-
sisted of 615 consumers. The details regarding sample size, respondents’ age, 
gender and the portion of students in the sub-samples can be seen in Table 3. 
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Table 2: Examples of texts (translated) 

 Continuous-factual format  Narrative format 
Sundance 
sun cream 

The Sundance sun cream 
offers you an intensive 
moisturizing as well as a 
balanced UVA-/UVB-
protection. It absorbs 
quickly and is not greasy. 
Sundance is waterproof; 
hence, it is a reliable protec-
tion against sunburn. The 
sun cream is available in 
sun protection factor 10, 15, 
or 20. 

Today is the first beautiful day of summer 
this year. Perfect to go swimming! There-
fore, I meet up with my friends at the lake. I 
don’t have any sun cream at home, but I 
don’t want to get sunburned. So, on my way 
to the lake, I quickly jump to a drug store 
and buy myself a Sundance sun cream with 
intensive moisturizing and sufficient sun 
protection factor (available factors: 10, 15, 
or 20). It absorbs quickly, is not greasy, and 
is also waterproof. With this sun cream, I 
can enjoy the sun without worrying. Of 
course, my friends didn’t think about sun 
protection. With pleasure, I am able to 
supply them with my Sundance sun cream, 
because I don’t want them to get sunburned. 

Rudy 
Project 
sunglasses 
for moun-
tain biker 

Rudy Project Noyz sports 
sunglasses are water- and 
dirt-resistant. Due to the 
ventilation slots they do not 
mist up. They offer efficient 
protection from UVA- and 
UVB-rays. The glasses also 
consist of rubber-covered 
earpieces and nose pads, of 
which the color can be 
chosen individually.  

I am going to ride my mountain bike and I 
am annoyed by the bad weather. It is cooler 
than at noon and temperature still decreases. 
The first rain drops are falling down. I put 
on my Rudy Project Noyz sunglasses and 
start my tour. Due to the ventilation slots my 
glasses do not mist. The rain gets worse, 
both dirt and rain drops are splashing in my 
face. Fortunately, my glasses are water- and 
dirt-resistant. Thus, I can continue my ride. 
The bad weather is over sooner than ex-
pected. Now, the air is sticky and the sun is 
burning. My sunglasses are protecting my 
eyes from the UVA- and UVB-rays. I get 
closer to the long-awaited downhill. The 
rubber-covered earpieces and nose pads 
prevent any slipping of my glasses, so that I 
can cope with the difficult part of the 
downhill without any problems. I will have 
to clean the frame of my glasses at home, so 
that the color of the earpieces and the nose 
pads, that I chose, will be visible again. 

Note that the texts were included in print advertisements that also showed the product and the 
brand logo. 
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Table 3: Sample characteristics of the main study 

Brand Sample size Mean age  Females Students 
Sundance 108 27.8 years 66% 67% 
Friscodent 62 23.7 years 52% 100% 
Rudy Project 138 23.7 years 51% 100% 
Gallinat  114 32.6 years 52% 58% 
Gubor 80 22.4 years 45% 100% 
Olympus 113 23.9 years 46% 85% 

Results: In Table 4, we report the attitude toward the promoted product de-
pending on the information presentation format. We used the attitude toward the 
ad and the interest and expertise of the participants in the category the product 
belongs to as control variables. When we compared the samples that were ex-
posed to the continuous-factual or the narrative information presentation format 
we did not find significant differences regarding these control variables. For the 
attitude toward the ad, this finding was enabled deliberately through the system-
atic pre-selection of text versions. However, we found a significant effect of the 
information presentation format on the attitude toward the advertised product 
(p<.05). We aggregated data across the favorably evaluated brands and the less 
favorably evaluated brands, respectively, and illustrate this effect in Figure 4. 
Our results show that the attitude toward the product is lower for the less favor-
able brands if narratives were used to present information. On the contrary, 
using a narrative turned out to improve product attitudes for the favorable 
brands. Thus, our findings contradict H1a and support H1b. 

 

 
Figure 4: The interaction effect of the information presentation format and brand favor-

ability 
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Table 4: Results of the main study 

Brand Format Attitude toward 
the product 

Attitude 
toward the 
ad 

Interest in 
the category  

Expertise in 
the category  

Less favorably evaluated brands:  

Sundance Factual 4.03 (1.21) 3.57 (1.19) 3.89 (1.53) 3.64 (1.52) 
Narrative 3.54 (1.18) 3.45 (.82) 3.76 (1.68) 3.84 (1.69) 
F(1;106)-value 4.034 .325 .147 .391 
p-value .047 .570 .702 .533 

Friscodent Factual 4.04 (1.02) 2.74 (1.14) 4.78 (1.85) 5.12 (1.31) 
Narrative 3.43 (1.30) 2.46 (1.59) 4.49 (1.63) 5.31 (1.50) 
F(1;60)-value 4.029 .614 .435 .274 
p-value .049 .437 .512 .603 

Rudy 
Project 

Factual 2.87 (1.23) 3.17 (1.33) 2.50 (1.46) 2.96 (1.46) 
Narrative 2.44 (.95) 2.83 (1.18) 2.30 (1.33) 2.68 (1.51) 
F(1;136)-value 5.132  2.413 .678 1.283 
p-value .025 .123 .412 .259 

Favorably evaluated brands:  

Gallinat  Factual 5.20 (1.62) 5.04 (1.35) 5.78 (1.50) 5.96 (1.84) 
Narrative 5.80 (1.37) 4.98 (1.91) 6.02 (1.37) 6.06 (1.34) 
F(1;112)-value 4.652 .030 .737 .118 
p-value .033 .862 .392 .732 

Gubor Factual 4.65 (1.23) 4.59 (1.23) 3.50 (1.54) 3.23 (1.35) 
Narrative 5.23 (1.20) 4.53 (1.66) 3.40 (1.45) 3.63 (1.39) 
F(1;78)-value 4.610 .042 .090 1.706 
p-value .035 .839 .765 .195 

Olympus Factual 4.74 (1.18) 4.40 (1.12) 4.70 (1.44) 4.44 (1.54) 
Narrative 5.18 (.69) 4.71 (.96) 4.91 (1.25) 4.70 (1.25) 

F(1;111)-value 4.819  2.313 .608 .841 
p-value .030 .131 .437 .361 

Scale ranges from 1 = negative (low) to 7 = positive (high).  
Standard deviations in parentheses. 

5 Conclusions 

5.1 Implications for Practice 

Our results indicate that the use of narratives makes product evaluations 
more extreme. Thus, we recommend marketers to use narratives in ads if favor-
able brands are promoted. On the opposite, marketers should be cautious when 
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they consider using narratives in the case of less favorable brands. We did not 
manipulate the pleasantness of the narratives. However, prior research showed 
an additional positive effect of pleasant narratives on product evaluations. Thus, 
even in the case of less favorable brands, the overall effect of pleasant narratives 
may be positive because the positive effect of ad liking could outperform the 
negative effect described in this paper. However, if reading the narrative is not 
pleasant (i.e., is evaluated neutral), marketers should refrain from using narra-
tives if a less desirable brand is promoted in the advertisement. 

5.2 Limitations and Directions for Future Research 

In our experiment, we used brands from numerous product categories to ma-
nipulate brand favorability. In future research, desirable and less desirable 
brands that both belong to the same category should be used to investigate the 
interaction of brand favorability and the information presentation format. By 
doing so, the confounding effect due to the product category can be controlled 
(because narratives may fit to some categories such as cosmetics to a higher 
extent than to other categories such as toilet tissues). Moreover, the effect of the 
length of the texts should be controlled. In our experiments, the texts used in the 
narrative-presentation-format condition exceeded the length of the continuous-
factual format. 

Besides pleasantness, narratives can differ regarding numerous additional 
aspects (e.g., first-person vs. third-person narrator, length of the text, affective 
tone, and content of the story). Researchers in the field of advertising are en-
couraged to find types of narratives advertisements that are highly effective in 
improving the attitudes toward the promoted products.  

Note 
The study described in this paper has been presented at the ICORIA 2013. In this paper, we extend-
ed the presented version by referring to previous research in more detail. The authors wish to thank 
Philipp Bopp, Eva Dehnert, Sabine El Husseini, Jan Fabian, Cathrine Kandzia, Elisabeth Lang, 
Vanessa Volkmar, Ines Walter, and Sandra Wolfart for assisting us in developing the stimulus 
material and collecting the data.  

6 References 

Adaval, R. and R. S. Wyer Jr. (1998),“The role of narratives in consumer information processing,” 
in: Journal of Consumer Psychology, Vol. 7(3), 207–245. 

Argote, L.; Seabright, M. A. and L. Dyer (1986),“Individual versus group use of base-rate and 
individuating information,” in: Organizational Behavior and Human Decision Processes, Vol. 
38(1), 65–75. 

Bhatnagar, N. and F. Wan (2011),“Is self-character similarity always beneficial? The moderating 
role of immersion in product placement effects,” in: Journal of Advertising, Vol. 40(2), 39–50. 



60 Maurer and Gierl 

Boller, G. W. and J. C. Olson (1991),“Experiencing ad meanings: Crucial aspects of narrative/drama 
processing,” in: Holman, R. H. and M. R. Solomon (eds.): Advances in Consumer Research, 
Provo, Association for Consumer Research, Vol. 18, 172–175. 

Chang, C. (2009a),“’Being hooked’ by editorial content, “in: Journal of Advertising, Vol. 38(1), 21–
33. 

Deighton, J. and S. J. Hoch (1993),“Teaching emotion with drama advertising,” in: Mitchell A. A. 
(ed.): Advertising Exposure, Memory and Choice, Lawrence Erlbaum Associates, Hillsdale, 261–
282. 

Deighton, J.; Romer, D. and J. McQueen (1989),“Using drama to persuade, “in: Journal of Consum-
er Research, Vol. 16(3), 335–343. 

Escalas, J. E. (1998),“Advertising narratives: What are they and how do they work?” in: Stern B. B. 
(ed.): Representing consumers: Voices, views and visions, Routledge, London, 267–289. 

Escalas, J. E. (2007),“Self-referencing and persuasion: Narrative transportation versus analytical 
elaboration, “in: Journal of Consumer Research, Vol. 33(4), 421–429. 

Ginosar, Z. and Y. Trope (1980),“The effects of base rates and individuating information on judg-
ments about another person, “in: Journal of Experimental Social Psychology, Vol. 16(3), 228–
242. 

Green, M. C. and T. C. Brock (2000),“The role of transportation in the persuasiveness of public 
narratives,” in: Journal of Personality and Social Psychology, Vol. 79(5), 701–721. 

Mattila, A. (2000), The role of narratives in the advertising of experimental services, in: Journal of 
Service Research, Vol. 3(1), 35–45. 

Mattila, A. (2002),“The use of narrative appeals in promoting restaurant experiences,” in: Journal of 
Hospitality & Tourism Research, Vol. 26(4), 379–395. 

Peracchio, L. A. and J. Meyers-Levy (1997),“Evaluating persuasion-enhancing techniques from a 
resource-matching perspective,” in: Journal of Consumer Research, Vol. 24(2), 178–191. 

Petrova, P. K. and R. B. Cialdini (2005), “Fluency of consumption imagery and the backfire effects 
of imagery appeals,” in: Journal of Consumer Research, Vol. 32(3), 442–452. 

Polyorat, K.; Alden, D. L. and E. S. Kim (2007),“Impact of narrative versus factual print ad copy on 
product evaluation: The mediating role of ad message involvement,” in: Psychology & Market-
ing, Vol. 24(6), 539–554. 

Tun, P. A. (1989),“Age differences in processing expository and narrative text,” in: Journal of 
Gerontology: Psychological Sciences, Vol. 44(1), 9–15. 

Wells, W. D. (1989),“Lectures and dramas,” in: Cafferata, P. and A. M. Tybout (eds.): Cognitive 
and affective responses to advertising, Lexington Books, Massachusetts, 13–20. 

Wentzel, D.; Tomczak, T. and A. Herrmann (2010),“The moderating effect of manipulative intent 
and cognitive resources on the evaluation of narrative ads,” in: Psychology & Marketing, Vol. 
27(5), 510–530. 

 

 



 

Part II  
 
 
 
Online and Mobile Advertising



 

The Impact of Managerial Responses to Online Reviews on 
Consumers’ Perceived Trust and Attitude 

Nathalia Purnawirawan 
Patrick De Pelsmacker 
Nathalie Dens 

1 Introduction 

Advancing technology and recent developments in communication media 
have created powerful possibilities for consumers to share their stories and ex-
periences regarding a product or service online. They talk about brands and 
companies not only in a positive way (“Food and service in this restaurant are 
just great”) but also in a negative way (“This product turns out to be very disap-
pointing”). Negative customer responses have received considerable attention, 
both in managerial and in academic research (e.g., Lee and Youn, 2009). Nega-
tive word-of-mouth (NWOM) by a dissatisfied customer who encountered a 
performance failure is considered as very harmful for a company (Cheung and 
Lee, 2008; Wirtz and Mattila, 2004). After reading negative reviews, readers are 
less inclined to buy the product or patronage the service. Therefore, one of the 
major challenges for companies is to develop appropriate response strategies to 
negative WOM to restore trust and a positive attitude of review readers (poten-
tial customers) (Hennig-Thurau et al., 2010). The main objective of this study is 
to investigate whether or not a service provider should respond to negative 
online reviews, and if so, how it should respond to (re)gain trust and stimulate 
positive attitude from review readers.  

Previous research on service recovery has shown that when a service failure 
occurs, a well-executed recovery effort is not only capable of influencing cus-
tomer satisfaction positively, but can also convert dissatisfied customers into 
satisfied and loyal ones (e.g., Maxham, 2001; Spreng et al., 1995; Swanson and 
Kelley, 2001; Tax et al., 1998). However, studies on service recovery were 
usually conducted in the offline environment, where the recovery was focused 
on converting the victimized customer. The present study is situated in the user 
generated online context, where the reader (a potential customer) takes the point 
of view of a bystander, a third party who is just looking for information and 
does not have anything to do with the service provider or the dissatisfied cus-
tomers voicing the negative comment. This bystander point of view is crucial, as 
most Internet users are bystanders, and as research in an offline setting has 
shown that bystanders’ attitudes are affected by their observations of the service 
recovery (Van Vaerenbergh et al., 2013). This indicates that the observing cus-
tomers may react similarly to failures and recovery efforts as victim-

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
Academy, DOI 10.1007/978-3-658-08132-4_5, © Springer Fachmedien Wiesbaden 2015



64 Purnawirawan, De Pelsmacker, and Dens 

ized/complaining customer. Thus, if a service provider does not respond proper-
ly to negative reviews, it is likely that these potential customers will lose their 
trust in and develop a negative attitude towards the service provider.  

The present study investigates how different response responses of a service 
provider to negative comments from prior customers are perceived by prospec-
tive customers of the company. Based on corporate response strategies and 
offline recovery literature, we study six response strategies: no response, refuta-
tion, apology only, apology and promise that it won’t happen again, apology and 
compensation, apology and promise and compensation (Coombs, 1998; Da-
vidow, 2003; Johnston and Mehra, 2002). In addition, as it is very likely to find 
both positive and negative online reviews about a product or service, we also 
investigate the moderating role of review balance (i.e. the ratio of positively and 
negatively valenced reviews (Purnawirawan et al., 2012)). When the number of 
positive reviews is higher than, equal to or lower than the number of the nega-
tive reviews, the balance is defined as respectively positive, neutral or negative. 

Based on the fairness/justice theory (Tax and Brown, 1998) and the account-
ability principle (Mccoll-Kennedy and Sparks, 2003), the objective of this study 
is to provide a better understanding of prospective customers’ trust and attitude 
towards the service provider following managerial responses to sets of online 
review varying in their degree of negativity.   

2 Literature Review 

Due to the characteristics of services, such as the intangibility, the heteroge-
neity and the simultaneous production-consumption process, customer satisfac-
tion after a service recovery depends on their fairness perception (i.e. the extent 
to which they perceive themselves being treated fairly compared to other cus-
tomers and the extent to which they perceive that the output is in balance with 
the input) and attribution of accountability (i.e. the perceived causes of success 
or failure, who is to blame) (Ostrom and Iacobucci, 1995; Swanson and Kelley, 
2001). McColl-Kennedy and Sparks (2003) argue that a negative perception of 
fairness leads to the attribution of accountability (who is to blame). This ac-
countability concept is fundamental to fairness theory, because when a service 
failure has occurred and this is perceived as unfair, someone will be blamed. We 
assume that attributing the accountability to a perceived wrongdoer helps the 
victimized customer, and thus, the bystander (the prospective customer) shape 
their fairness perception and consequently, affects their perceived trust and 
attitude towards the service provider.  

When people post negative comments on the Internet, companies can choose 
between several response strategies depending on whether the company 
acknowledges the problem, takes responsibility and provides the customer a 
closure, a solution or a compensation (Coombs and Holladay, 2002; Davidow, 
2003; Johnston and Mehra, 2002) (Figure 1). We distinguish six response strat-
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egies that can be placed on a continuum ranging from the company doing no 
effort to a lot of effort (Figure 1). In a no response strategy the company does 
not even acknowledge that there is a problem (Kerkhof et al., 2010). Giving no 
response has been the standard strategy until companies realized how harmful 
negative comments on the Internet can be. Also, some companies choose not to 
interfere in web discussions or consumer forums because of their company 
policy (Schouten, 2007). This strategy could be appropriate in cases where most 
people are satisfied with the company. Refutation is defined as when the com-
pany acknowledges that there is a problem, but it denies responsibility by refut-
ing the negative claim and trying to shift the blame elsewhere (Coombs, 1998). 
Some researchers have argued that as long as the “guilt” has not been estab-
lished, a denial can be more successful in rebuilding trust than accepting respon-
sibility (Kim et al., 2004). Refutation can thus be advisable when the number of 
negative reviews is outweighed by the number of positive reviews. In this case, 
the bystander could attribute the accountability to the few complaining custom-
ers, instead of the company. Apologies signal that the company acknowledges 
the problem and accepts responsibility (Davidow, 2003). Research has shown 
that an apology from the service provider can be an appropriate strategy, espe-
cially when the magnitude of the service failure is low (Smith et al., 1999), but 
it can also backfire. On one hand, an apology communicates concern and empa-
thy to customers who have experienced a service failure (Blodgett et al., 1997). 
On the other hand, publicly taking responsibility and expressing regret by apol-
ogizing on an online forum might bring the readers to the conclusion that the 
reviewer was right in his negative assessment. In addition a simple apology is 
often not enough if it is not used in conjunction with some sort of compensation 
(Mueller et al., 2003). The company can acknowledge the problem, accept re-
sponsibility and provide the customer with a closure/solution. We distinguish 
between apology + promise, apology + compensation and apology + promise + 
compensation strategies. This means that, beside apologizing, the company also 
either promises or guarantees that the problem was temporary, is now solved 
and will not happen again, or offers a compensation, or promises that it won’t 
happen again and offers a compensation (Coombs, 1998; Johnston and Mehra, 
2002). Bitner (1990) concludes that a compensation offer leads the customer to 
attribute greater control to the firm and to believe that the service failure will not 
happen again in the future, because it may be costly for the company to keep 
compensating. Although a compensation offer usually implies a promise that the 
problem will not occur again, we argue that is some situations (e.g. when the 
reviews are predominantly positive) it is not necessary to offer a compensation 
(Mueller et al., 2003; Sparks and Mccoll-Kennedy, 2001). 
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Figure 1: Managerial responses 

We argue that the managerial response to negative online word-of-mouth 
should take the moderating role of review balance into account because the ratio 
of positive and negative reviews may affect the bystander’s attribution of ac-
countability and influence his/her perception of fairness of the recovery re-
sponse. For instance, when only one single customer complains, while other 
customers have expressed their satisfaction with the service, the bystander may 
attribute the accountability to the complaining customers, instead of the service 
provider: “some people are just naggers”. This may give the company more 
options and more rooms to react. In contrast, when most people post a negative 
comment, the bystander would probably blame the service provider as the cause 
of the failure. A (prospective) consumer who receives the same negative infor-
mation from various sources is most likely to blame the product or the organiza-
tion for the dissatisfaction rather than the complainer (Richins, 1983). Not only 
this kind of consistent (negative) information increases the perceived severity or 
magnitude of the problem, it also gives the impression that the problem is likely 
to occur again. Consequently, if the company wants to rebuild a positive rela-
tionship (in terms of perceived trust and attitude) with its (prospective) custom-
ers the company will probably need to come up with more than just a simple 
apology. Therefore we expect that the more negative the review set balance is, 
the more the service provider needs to do to enhance readers’ perceived trust 
and attitude. 
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3 Research Method 

3.1 Pretest: Manipulation Check 

The purpose of the study is to investigate if and how a service provider 
should respond to negative online reviews  to restore trust and stimulate a posi-
tive attitude towards the service from readers. To accomplish this purpose, we 
set up a study in a restaurant context. A content analysis of existing restaurant 
review websites revealed three dimensions that are often used for evaluating the 
quality of a restaurant, namely food, service and atmosphere. We first conducted 
a manipulation check for review balance in an online questionnaire with a sam-
ple of 79 respondents (51.9% male, MAge = 37.35, SDAge = 11.56). Respondents 
were given online review scores (/10) for three different hypothetical restau-
rants. Each restaurant was evaluated by four reviewers on food, service and 
atmosphere. The review sets were made up in such a way that the scores for 
each restaurant represented a different balance: the review scores for restaurant 
A represented a negative balance, for restaurant B a neutral balance and for 
restaurant C a positive balance. To maintain internal validity, we kept the scores 
for service and atmosphere constant across the different balance conditions 
(always scoring 5 or 6 out of 10), altering only the scores for “food” to manipu-
late the balance. In the positive balance condition, the respondents received 
three positive (9/10) and one negative (2/10) review scores about the food, while 
in the negative conditions, they received one positive (9/10) and three negative 
reviews about the food (2/10). In the neutral conditions, two positive (9/10) and 
two negative (2/10) reviews about the food were provided. The respondents in 
the pretest rated the valence of the review set for each restaurant on a single 
item 10-point scale (negative – positive). A repeated measures ANOVA shows 
that the negatively balanced review set was perceived as significantly more 
negative (M = 4.18) than the neutral (M = 5.18) and the positively (M = 6.47) 
ones, and that the neutrally balanced set scored significantly more negative than 
the positively balanced set (F (2, 78) = 97.443, p < .001). Hence, the balance 
manipulation was successful.   

3.2 Main Experiment 

A 3 (balance: negative, neutral, positive) x 6 (managerial responses: no re-
sponse, refutation, apology only, apology and promise it won’t happen again, 
apology and compensation, apology and promise and compensation) between-
subjects experiment was conducted. We opted for using a scenario as this meth-
od is shown to be ecologically and internally valid in service encounter research 
(Wirtz and Mattila, 2004). Respondents were recruited by a data collection 
agency and were randomly assigned to one of the eighteen conditions. 973 re-
spondents (50.8% male, MAge = 42.49, SDAge = 14.14) completed the question-
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naire online. They were told that they were going to a casual dinner with friends 
and that they were responsible for choosing a restaurant and for making a reser-
vation. They were asked to consider the focal restaurant (either restaurant A, B, 
or C, randomly allocated across conditions), and were provided with the four 
online review scores for that restaurant as described in the pretest. After reading 
the four reviews, respondents immediately read one of the five possible re-
sponses by the restaurant’s manager (or received no response). Then, partici-
pants were asked to rate the manager’s response on a 7-point scale in terms of 
perceived trust (I found the response of the manager: credible, reliable, trustful, 
professional, experienced, competent (Lichtenstein and Bearden, 1989; Stafford 
et al., 2002), α = .939) and their attitude toward the restaurant (My attitude to-
ward this restaurant is positive/negative, I think this restaurant is good/bad, I 
think this is a high/low quality restaurant (Batra and Stayman 1990), α = .920). 
The average score on these items is used in further analyses.  

4 Results 

Table 1 presents an overview of the 3x6 experimental design with means and 
standard deviations for perceived trust and attitude. ANOVA-analyses show that 
review balance does not exert a significant main effect on perceived trust (F(2, 
813) = .504, p = .605), but it does on attitude (F(2, 972) = 28.334, p < .001). 
Bonferroni-corrected pairwise comparisons reveal that a positive balance (M = 
4.34) results in a significantly more positive attitude than a neutral balance (M = 
3.95) (p <.001), and a neutral balance results in a significantly more positive 
attitude than a negative balance (M = 3.73) (p =.027).  

The main effects of managerial response are significant for perceived trust 
(F(4, 813) = 7.316, p < .001) and attitude (F(5, 972) = 4.561, p < .001). An 
apology + promise (M = 4.55), an apology + compensation (M = 4.57) and an 
apology + promise + compensation (M = 4.64) result in significantly higher 
perceived trust than refutation (M = 4.05) (p < .002). For attitude, an apology + 
promise + compensation (M = 4.23) results in significantly higher scores than 
no response (M = 3.82) and refutation (M = 3.80).   

The interaction effects of review balance and managerial response are signif-
icant for both perceived trust (F(8, 813) = 2.174, p = .027) and attitude (F(10, 
972) = 1.869, p = .046). For perceived trust, Bonferroni-corrected pairwise 
comparisons reveal no significant differences between the different response 
strategies in case of a positive review balance. However, in a neutral balance, an 
apology + promise (M = 4.87), an apology + compensation (M = 4.51) and an 
apology + promise + compensation (M = 4.78) result in significantly higher 
scores than refutation (M = 3.85) (p < .023). In case of a negative balance, the 
apology + promise + compensation (M = 4.75) results in significantly higher 
perceived trust than refutation (M = 3.95) (p < .002) (see Table 1). For attitude, 
Bonferroni-corrected pairwise comparisons also reveal no significant differ-
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ences between the different strategies in case of a positive review balance. In a 
neutral balance, an apology + promise (M = 4.23) generates a significantly 
higher score compared to refutation (M = 3.57) (p = .024). In a negative bal-
ance, an apology + promise + compensation (M = 4.22) results in a significantly 
higher score compared to no response (M = 3.59), refutation (M = 3.53) and 
apology only (M = 3.39) (p < .018) (Table 1). The results for both perceived 
trust and attitude confirm our expectation: the more negative the balance, the 
more the service provider needs to do to regain trust and enhance positive atti-
tude of the review reader. 

Table 1: The impact of balance-response interaction on Perceived Trust and Attitude: N, 
means and standard deviations 

 Positive Neutral Negative 

No response 
N = 48 

MAtt = 4.22 (.90) 

N = 51 

MAtt = 3.65 (1.03) 

N = 60 

MAtt = 3.59 (1.08) 

Refutation 

N = 58 

MPT = 4.37 (.15)  

MAtt = 4.30 (.88) 

N = 51 

MPT = 3.85 (.16) 

MAtt = 3.57 (.83) 

N = 49 

MPT = 3.95 (.16) 

MAtt = 3.53 (1.12) 

Apology only 

N = 54 

MPT = 4.37 (.15) 

MAtt = 4.31 (1.01) 

N = 55 

MPT = 4.39 (.15) 

MAtt = 4.13 (1.05) 

N = 57 

MPT = 4.28 (.15) 

MAtt = 3.39 (1.31) 

Apology +  

promise 

N = 59 

MPT = 4.36 (.15) 

MAtt = 4.32 (.97) 

N = 47 

MPT = 4.87 (.16) 

MAtt = 4.23 (1.04) 

N = 51 

MPT = 4.42 (.16) 

MAtt = 3.84 (.99) 

Apology +  

compensation 

N = 51 

MPT = 4.68 (.16) 

MAtt = 4.48 (.84) 

N = 57 

MPT = 4.51 (.15) 

MAtt = 4.02 (1.10) 

N = 65 

MPT = 4.52 (.14) 

MAtt = 3.81 (1.35) 

Apology +  

promise + 

compensation 

N = 52 

MPT = 4. 39 (.15) 

MAtt = 4.40 (1.05) 

N = 54 

MPT = 4.78 (.15) 

MAtt = 4.07 (1.09) 

N = 54 

MPT = 4.75 (.15) 

MAtt = 4.22 (.83) 
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5 Discussion, Implications and Suggestions for Further Research 

Negative WOM, as one of the consequences of a dissatisfied customer re-
sulting from a service failure, is considered harmful to a business (Wirtz and 
Mattila, 2004). The results of this study show that negative electronic WOM is 
detrimental for service providers, as a negative balance (more negative than 
positive reviews) is found to significantly lower attitude of the potential custom-
er, compared to a neutral or positive balance, and that a neutral balance results 
in significantly lower attitude than a positive balance.  

The significant interaction effects of balance and managerial response on 
both perceived trust and attitude suggest two important learnings. First, we 
cannot just generalize conclusions drawn from the offline context. Unlike a 
face-to-face conversation, the source of the negative online WOM is unknown. 
Consequently, it may become less obvious to understand the motives or inten-
tions of the reviewers to attribute accountability and to form judgment. Second, 
balance plays a moderating role and different response strategies are needed 
depending on the ratio of the positive and negative reviews. When the reviews 
are mostly positive, no reaction is needed to counter the few negative com-
ments. The reader can easily attribute the accountability to the few complaining 
customers, because some people are just naggers. Offering an apology, be it in 
combination with a promise that the failure will not happen again and/or a com-
pensation does not benefit the organization in terms of perceived trust and atti-
tude as the company is apparently not perceived to be responsible for the failure. 
When the balance is neutral, suggesting that the opinion of previous customers 
is divided, an apology combined with a promise that the failure will not happen 
again appears to be the appropriate thing to do. Offering a compensation in this 
situation is found to be unnecessary. According to the justice theory, perceived 
distributional justice will be optimal when there is a balance between the input 
and the output. When the outcome of the recovery is more substantial than the 
damage experienced, people may feel guilty and less comfortable to accept the 
compensation (Spreng et al., 1995). As the opinion of the customers is divided, 
it is possible that the reader is in doubt of who is accountable, and perceives the 
failure as less severe. Consequently, an assurance of a fair service in the future 
is enough to enhance perceived trust and the attitude towards the service provid-
er of the bystander. When the balance is negative, the reader may automatically 
assign accountability to the company as there are more dissatisfied people than 
satisfied ones. In this case, the company needs to do a lot. Not only an apology, 
but also a promise and compensation is desirable to restore the positive relation-
ship.  

Our findings also demonstrate that a refutation strategy usually results in low 
scores of perceived trust and attitude. Hence, regardless of who is responsible 
for the failure, we do not recommend companies to use this strategy in a recov-
ery setting. Not only does refutation not communicate empathy towards the 
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dissatisfied customers, this kind of response may also enhance the credibility of 
the reviewer. Moreover, we believe that, although a refutation implies that the 
service provider does acknowledge the problem, this effort could be considered 
a ‘negative’ effort, as it defends the company’s needs, rather than those of the 
customer. Therefore, such negative effort rather triggers a negative response of 
the public, than ‘setting things right’. Additionally, although an apology is ar-
gued to communicate empathy toward the victimized customer, our study sug-
gests that this strategy is usually not enough as it neither solves the problem, nor 
guarantees a fair service in the future for the readers.  

Limitations of the present study provide opportunities for future research. 
First, we use evaluation scores without any text as a review. This method was 
chosen to ensure the internal validity of the study as it standardizes the service 
evaluation (Wirtz and Mattila, 2004). However, this may make it more difficult 
for the bystander to understand the context of the problem and to form judgment 
only based on the evaluation scores. Further research can include both scores 
and review text to investigate what the most appropriate response is. Second, we 
used four reviews to represent the concept of balance. Due to possible inconsist-
encies between the actual and the perceived review set balance (Purnawirawan 
et al., 2010), it is possible that the results will alter with altering numbers of 
reviews (Chevalier and Mayzlin, 2006). On the one hand, due to the large num-
ber of available reviews, the reader can get confused and the perception of une-
qual balance might be strengthened if the tenor of the review is clearly positive 
or negative, or disappear if the number or positive and negative reviews are 
more or less equal, or if the valence switches between positive and negative 
quite often. Further research could investigate to what extent the number of 
reviews affects readers’ perception of justice and how the organization needs to 
respond. Furthermore, we drew upon the fairness theory to build the hypotheses, 
while we did not specifically measure the reader’s perceived justice. The unfair-
ness did not happen to the reader personally and the recovery effort was not 
offered to him specifically. As a result, the perceived justice of the reader (a 
third person who plans to purchase the service) may differ from that of the dis-
satisfied customer. This may explain why in certain situations, an apology and a 
promise suffices and even results in the highest score, as compared to an apolo-
gy, a promise and a compensation. Additionally, researchers have suggested that 
perceived trust may play a mediating role on attitude and behavioral intention 
(Bart et al., 2005; Harrison Mcknight et al., 2002; Kim et al., 2008). Further 
research could explore this claim and investigate whether perceived trust medi-
ates the impact of managerial response (moderated by balance) on attitude. If 
this is the case, the appropriate managerial response would play an even more 
important role in determining the reader’s attitude. Finally, negative reviews in 
an online context are usually not considered as official complaints, as the re-
viewers are assumed to just express their opinion. However, recent studies sug-
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gest that senders of negative reviews do not only express their opinion, but also 
expect companies to respond to their messages (Lee and Song, 2010; Van Noort 
and Willemsen, 2012). Review sites such as TripAdvisor even offer companies 
the opportunity to respond to reviews. This emphasizes the importance of ade-
quately responding to negative WOM and calls for more research to further 
understand the complex nature of the consumer evaluation process. How do 
current customers and readers perceive a standardized response (the same re-
sponse given to every review)? On one hand, it shows that the service provider 
cares. On the other hand, a standardized response might lead customers and 
readers to think that the service provider is not devoting a lot of effort into re-
sponding or recovering the customer. This might challenge the optimal satisfac-
tion-productivity trade-off (Anderson et al., 1997).  
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1 Introduction 

With the advancement of Internet technologies, customers can share their 
opinions in ways that were not possible just a few years ago. Consumers now 
have the ability to express their thoughts and feelings openly after they consume 
a product or service. In particular, when customers experience dissatisfaction 
with a brand, they can post their negative reactions on an online public forum 
such as a company’s website, social networking sites, or third-party complaint 
websites. This negative word-of-mouth (NWOM) is observable not only by 
other customers, but also by the firm itself. Thus, these social media technolo-
gies motivate a firm to understand the sentiments and the consequences of these 
negative messages posted by its customers (Chevalier & Mayzlin, 2006; 
Fournier & Avery, 2011). This engagement also changes the power dynamics 
between a firm and a consumer in the sense that customers’ NWOM potentially 
influences other customers who read these expressions as well as the posters 
themselves (Pitt, Berthon, Watson, & Zinkhan, 2002).  

The phenomenon of electronic word-of-mouth (e-WOM) has spurred 
streams of recent research in consumer complaining behavior (CCB) and senti-
ment analysis. In the CCB literature, complaints are thought to be triggered by 
negative feelings or emotions from perceived dissatisfaction (Day, 1984; 
Landon, 1980), and such emotions are believed to affect attitudes toward 
brands, purchase intentions, and purchase decisions (Maute & Dubés, 1999; 
Riegner, 2007). However, previous studies examined NWOM in a less accurate 
manner by conducting a survey asking participants to rate negative emotions 
(e.g., anger, contempt, disgust, shame, sadness) that are typically associated 
with dissatisfying consumption experiences, or other psychological and behav-
ioral measures that could reflect customers’ post-consumption experience. 
Moreover, prior studies were not able to estimate the impact of negative emo-
tions on purchase behaviors. 

We consider customers' complaints posted on an online public forum as 
NWOM and investigate the effects of posting and viewing NWOM, and ex-
pressing different negative emotions. We address the aforementioned shortcom-
ings of previous studies by analyzing a unique dataset that comprises customers’ 
NWOM activities on a firm’s community website and their purchase and re-
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demption behaviors. In doing so, we conduct a sentiment analysis on the cus-
tomers’ NWOM messages and link the NWOM activities to their actual pur-
chase records. 

2 Online NWOM as Consumer Complaint and Its Effects 

2.1 NWOM as Consumer Complaint Behavior (CCB) 

One of the major areas of research regarding WOM is the effect of WOM 
valence (i.e., whether WOM is positive, negative, or neutral). (Liu, 2006). Liu 
(2006) argues that valence implies the cognitive consequence of consumers' 
attitudes toward a brand. Because positive WOM (PWOM) enhances expected 
quality and brand attitude, whereas NWOM dampens them, PWOM leads to a 
recommendation for product purchase and NWOM elicits product denigration, 
rumor, and private complaining (Liu, 2006, p. 76). In particular, scholars have 
shown that NWOM activities diminish purchase intentions and sales (Chevalier 
& Mayzlin, 2006; Huang & Chen, 2006). Some even demonstrated that the 
impact of NWOM on decreasing sales is greater than the impact of PWOM on 
increasing sales (Mittal, Ross, & Baldasare, 1998; Park & Lee, 2009), suggest-
ing how NWOM can critically harm product/service evaluations and revenue 
growth. 

Another stream of research that examines various aspects of NWOM is con-
sumer complaint behavior. NWOM has been considered to be a particular type 
of complaining behaviors in the CCB literature. Supplementing Hirschman's 
(1970) classic CCB model of exit (e.g., switching brands/store), voice (e.g., 
making a complaint to the seller), and loyalty (e.g., continuing to purchase from 
a dissatisfying seller or buy a disappointing product), more recent studies have 
included WOM or private (e.g., telling family and friends about the unsatisfac-
tory experience) and public complaints (e.g., NWOM expressed openly to the 
public via offline or online channels) as distinct constructs of CCB (Singh, 
1990; Ward & Ostrom, 2006). 

Although most CCB literature focuses on the definition and classification of 
complaining behaviors (Richins, 1983; Singh, 1988), types of complaints or 
complainers (Gregg & Scott, 2008; Harrison-Walker, 2001; Singh, 1990; 
Vásquez, 2011), or firms' strategies for CCB management (Davidow, 2003; 
Fornell & Wernerfelt, 1987; Tax, Brown, & Chandrashekaran, 1998), a few 
studies have found that engaging in complaining behavior reduces the level of 
dissatisfaction among complainers and mediates repurchase intentions 
(Davidow, 2003; Nyer & Gopinath, 2005). 
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2.2 Differentiating the Effect of Posting and Viewing NWOM 

What is less clear from the previous literature on NWOM or private/public 
complaining behavior is the distinction between the effect of posting (i.e., ex-
pressing) and viewing (i.e., receiving) NWOM. Studies on negative reviews 
have mainly looked at the effect of reading NWOM messages on their receivers 
(Basuroy, Chatterjee, & Ravid, 2003; Chevalier & Mayzlin, 2006; Liu, 2006). 
General consensus is that exposure to NWOM taints brand impressions and 
reduces product sales (Chevalier & Mayzlin, 2006; Liu, 2006). Other studies 
have elaborated the conditions under which NWOM reception has a positive or 
negative effect. For instance, Chan and Cui (2011) showed that attribute-based 
(i.e., product-evaluative) NWOM has an aggravating effect because it escalates 
dissatisfaction among those who were exposed to such negative messages from 
other customers (i.e., attitude polarization), while experience-based NWOM has 
an alleviating effect (i.e., downward comparison). Berger and his colleagues 
(2010) demonstrated that NWOM decreases purchase likelihood and actual sales 
for brands that already have broad awareness, whereas it positively affects sales 
for unknown products. 

Compared to reception studies, the effect of expressing NWOM has been 
less frequently investigated. Research on motivations of NWOM suggests that 
reasons for engaging in NWOM communications is (1) to prevent others from 
experiencing the same problem that they had encountered, (2) to vent their anger 
through NWOM as a way of reducing cognitive dissonance, (3) to retaliate 
against the offering company, and (4) to seek advice on how to solve their prob-
lems (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004; Sundaram, Mitra, & 
Webster, 1998). Nyer and Gopinath (2005) focused on the motivation for vent-
ing and investigated how the emotional release after successful venting affects 
subsequent complaining behavior and dissatisfaction level. They found that 
facilitating complaining behavior leads to venting, which in turn reduces subse-
quent NWOM behavior and dissatisfaction among complainers. Grégoire and 
his colleagues (2009) examined how revenge and avoidance desires of online 
complainers change over time depending on the strength of the customer-firm 
relationships (measured as trust, commitment, and social benefits) and the solu-
tion that the firm offers (e.g., apology or compensation). Their findings suggest 
that the desire to seek revenge decreases over time, but does so slowly among 
firms' best customers (what they called as a "love-becomes-hate effect"). They 
also found that when a firm offers a solution such as an apology or compensa-
tion after the online complaint, the customers who have strong relationships 
with the firm are more amenable to these recovery attempts than customers with 
weak relationships. This finding implies that the ex-ante strength of a customer-
firm relationship has a moderating effect. 
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2.3 The Role of Emotions 

What is also less explored in WOM research is the role of emotions ex-
pressed in WOM messages (Kim & Gupta, 2012). Because emotions are thought 
to be individuals’ subjective feelings, the affective processes in which emotions 
influence consumers’ reactions to their dissatisfying experiences have received 
little attention from scholars. Recent studies in cognitive psychology have sug-
gested that negative emotions triggered by customers' dissatisfaction with a 
product or service influence both NWOM senders and receivers' emotional state 
and the subsequent cognitive and behavioral stages (Ladhari, 2007; Maute & 
Dubés, 1999; Riegner, 2007). Also, several studies have classified negative 
emotions that are relevant to consumption experiences (Izard, 1977; Parrott, 
2001; Westbrook, 1987). Overall, these studies identified anger, contempt, dis-
gust, shame, guilt, sadness, fear, and surprise as a set of negative emotions asso-
ciated with dissatisfying consumption experience. 

According to the appraisal-tendency perspective, each emotion is defined by 
a set of central appraisal dimensions, and different emotions trigger a different 
set of responses that resolves the emotion-eliciting problem (Lerner & Keltner, 
2000). For example, Stephens and Gwinner (1998) showed how different ap-
praisal dimensions are associated with 10 different consumption emotions and 
suggested how each emotion, based on its appraisal dimensions, will affect 
consumers’ judgment and behavior. Bonifield and Cole (2007) examined how 
different negative emotions (anger and regret) have differential effects on con-
sumers’ retaliatory or conciliatory responses in a service failure context. 

To identify real-time emotions from empirical data, researchers employ a set 
of methodologies that are referred to as sentiment analysis. It has become in-
creasingly prominent in both academia and industries ranging from service 
management to online retail. Advertising and marketing researchers in particular 
apply these techniques to understand how positive, neutral, or negative emotions 
expressed in online WOM affect a consumer’s product evaluation (Berger et al., 
2010; Kim & Gupta, 2012). Managerial studies have also shown how analyzing 
online feedback data can reveal actionable strategies for firms to improve their 
brand image or service offerings (Pullman, McGuire, & Cleveland, 2005).  

3 Hypotheses and Research Questions 

Based on the previous findings on the effect of posting and viewing NWOM, 
we pose two separate hypotheses and one prediction concerning the effect of 
viewing NWOM and posting NWOM. Given the context of this study (i.e., 
online NWOM posted on a well-known loyalty program’s community website 
due to a policy change that affects all existing members), we argue that viewers 
of NWOM messages are more likely to be informed about the problems associ-
ated with the dissatisfying experience (i.e., policy change), share the public’s 
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sentiments, and decrease their purchase behaviors. We do not expect to see a 
positive effect of viewing. From the previous NWOM literature, a positive ef-
fect would only occur if (1) a brand is not well-known (i.e., negativity publicity 
effect as in Berger et al. 2010), and (2) if a NWOM receiver thinks other peo-
ple’s negative experience is worse than his own negative experience, lowering 
his evaluation criteria (i.e., downward comparison). In our study, the focal brand 
is well-known (over two-thirds of Canadian households are members of the 
brand). The event that triggered NWOM is a policy change, which has the same 
impact on everyone. Thus, it is not likely that people will make social compari-
sons among each other. Formally, we form the following hypothesis: 

H1: Viewing NWOM will decrease future purchase behavior. 

Regarding the impact of posting, we identify two contrasting forces. On the 
one hand, posting NWOM indicates the customer has a dissatisfying experience, 
which may lead to a decrease in subsequent purchases. On the other hand, ac-
cording to extant research, posting NWOM may help customers vent their nega-
tive feelings and resolve their desire to retaliate, which leads to an increase in 
purchase behavior. Thus, we predict that the two contrasting forces will lead to 
an insignificant change in behaviors. 

Prediction: The venting effect of posting NWOM counteracts the negative effect 
from the dissatisfying experience, and leads to an insignificant change in subse-
quent purchase behaviors.  

Finally, we examine the interaction effect between posting NWOM and re-
deeming points. In other words, even though a customer has experienced dissat-
isfaction, if he or she is reminded of the value of the brand, how would his or 
her subsequent purchase behaviors change? Similar to a recovery attempt 
(Grégoire et al., 2009), redeeming points is an activity that not only reinforces 
the value of the brand to a customer, but it is also an indicator of the strength of 
his engagement and length of his commitment with the firm. Thus, we argue 
that the positive effect of posting is greater among those who are more commit-
ted/loyal/engaged customers, and predict that the interaction between posting 
NWOM and redeeming points has a positive effect. 

H2: If a customer posts NWOM but extracts welfare from the firm through point 
redemption, his subsequent purchase behaviors will increase. 

We also explore the types of negative emotions that are expressed in 
NWOM messages and how different emotions influence future purchase behav-
ior. Since there have been few studies that link each emotion and its effect on 
purchase behavior, we pose the following research questions. 
RQ1: What types of negative emotions are found in customers’ NWOM mes-
sages? 
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RQ2: Is there a differential effect of each negative emotion on future purchase 
behavior?  

4 Data 

Our data came from a large coalition loyalty program that maintains a social 
media forum. Members can earn points for purchases at sponsors in different 
product categories including groceries, gas, and credit card. They may redeem 
them for a variety of rewards such as gift cards, merchandise, airline tickets, and 
hotel rooms. At the end of 2011, the loyalty program announced a policy change 
- earned points would expire after five years - that affected all existing custom-
ers and triggered NWOM on their community. The company provided us with 
transaction and redemption records of posters (N=75), viewers (N=713), and a 
control group (N=10,000), as well as records of posting (116 NWOM messages) 
and viewing activities (logs of page visits and views). The study period is 15 
weeks, dating back to four weeks prior to the policy change announcement to 11 
weeks after the announcement to account for the pre-announcement purchase 
and redemption behaviors of posters and viewers. The data offered a unique 
opportunity to measure the effect of posting and viewing online NWOM on 
purchase behaviors. 

5 Model Estimation 

5.1 Propensity Score Model 

Before we proceed with our main regressions that will test our hypotheses, 
we will address the possibility that customers who visit the company’s online 
forum tend to have certain pre-existing characteristics, e.g., they may be cus-
tomers with higher spending to begin with. These pre-existing characteristics 
could potentially affect both the customers’ online and subsequent purchase 
behaviors. Per practice in various fields such as marketing and education that 
examine observational data, we begin our analyses with a propensity score 
model, which predicts the relationship between forum participation and pre-
period purchase behaviors. Propensity scores for forum visit are estimated using 
a logistic regression, as specified in Equation (1): 

            (1), 

where  is the total points accumulated by individual i in the pre-period, and 
 is the total points used to redeem rewards by individual i in the pre-period. 

After estimating the logistic model, we calculate the propensity scores, which 
are the predicted probabilities of whether an individual would post or view on 
the company’s online forum. We then employ nearest neighborhood matching 
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without replacement, at a ratio of 1:1, i.e., 1 customer who posted or viewed on 
the forum to 1 customer who did not. In other words, instead of using the entire 
control sample, we only select the customers whose pre-announcement behav-
iors are similar to those of the forum visitors (Rosenbaum and Rubin 1985). 
After propensity score matching, we verify that covariate balance is improved 
by comparing the Q-Q plots of  and   before and after matching. We exam-
ine the propensity score distributions between the control group and the forum 
visitors, of all samples versus matched samples. As expected, the forum visitors’ 
distribution is much more similar with that of the matched control group than 
with that of the full control sample. Final sample consists of 732 forum visitors 
(i.e., posters or viewers) and 732 matched controls. 

5.2 Model 1 – Effects of NWOM 

After obtaining a propensity score for each individual in our matched sam-
ple, we continue with our regression models by incorporating it as a covariate. 
To determine whether posting or viewing NWOM influences future purchase 
behavior, we aggregate our transactional data up to a weekly level, and estimate 
the effects on points earned from purchases and/or promotional events with the 
following random coefficient model:  

 (2), 
where yit is the points from a purchase that a customer i makes in week t . We 
use points as a proxy for a customer’s spending because we do not directly 
observe the customers’ actual dollars spent. However, we can infer a customer’s 
expenditures from points, since 1 point is equivalent to every $30 spent. Values 
of t ranging from one to four represent the weeks prior to the announcement of 
the policy change, and 5 to 15 for after the announcement. Binary variables xit, 
rit, vit indicate whether customer i has posted, redeemed, or viewed respectively 
on or after week t. The regression is adjusted by the propensity score of each 
individual i, . Fixed effect  is the average across the population. To account 
for unobserved heterogeneous response from each individual i,  is the random 
effect that represent the unobserved heterogeneous response for each individual 
i. It is assumed to be independently and identically distributed (i.i.d.) with a 
normal distribution. To control for seasonality, the log weekly average points 
from the control group (i.e., who have neither viewed nor redeemed), is used 
( ). 
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5.3 Model 2 – Effects of Emotions 

In addition to determining whether posting or viewing NWOM causes a 
change in purchase behaviors, we are interested in examining how the emotions 
expressed in NWOM may also have an impact. The first step is to perform sen-
timent analysis on our NWOM texts. Since the explosion of “big data” and 
social media technologies, textual analyses have become increasingly important 
for both academics and practitioners in marketing and advertising. Conventional 
textual analyses use a simple scale that classifies a text’s sentiment as positive, 
neutral or negative. As illustrated in the following sections, we propose a meth-
od that analyzes texts by two dimensions – types of emotions and their intensi-
ties – instead of the simple scale. Finally, after identifying and quantifying these 
emotions, we incorporate them in linear regressions to determine their effects on 
subsequent purchase behaviors. 

5.3.1 Sentiment Analysis 

  Our goal is to identify the types of emotions that are embedded in NWOM 
and quantify the level of intensity of such emotions. Generally speaking, textual 
analysis involves two aspects – what is being expressed, and how much is being 
expressed (Manning & Schütze, 1999, p. 8). In our context, we are interested in 
identifying the types of emotions that are embedded in a word-of-mouth mes-
sage, as well as quantifying the level of intensity of such emotion. 

Consistent with previous findings that dissatisfied customers exhibit anger, 
disgust, sadness, and surprise (Izard, 1977; Parrott, 2001; Westbrook, 1987), we 
coded the following emotion categories: 1) anger, 2) disappointment, and 3) 
concern, i.e., doubt, surprise, confusion, and neutral comments. Two independ-
ent coders identified the emotion keywords for each post, and categorized it into 
one of the three emotions (Krippendorff’s alpha = .79). 57% of posts are classi-
fied with anger, 29% with disappointment, and 13% with concern.  

5.3.2 Sentiment Scoring 

For a given post, we then quantify the level of intensity of each emotion. In-
tensity is defined with two attributes – the number of emotional keywords a 
message contains (e.g., “this program is now useless to me” versus “this evil 
program is now useless to me”), and the rarity of the keyword (e.g., “I am an-
gry” versus “I am outraged”). Both of these attributes are captured by calculat-
ing word frequency. To be more precise with an example, if message a contains 
more emotional words than message b, the magnitude of the log-product of a’s 
keyword frequencies will be greater than that of b’s. Furthermore, a less fre-
quent keyword yields a higher negative log value, and hence will contribute 
more to a message’s emotion score than a common word. 
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Treating all the posts as one corpus, we first calculate the occurrence fre-
quency of each keyword that corresponds to anger, disappointment, or concern. 
Then, for each message, we compute its emotion score, which we define as the 
log-product of its keyword log-frequencies. Mathematically, it is expressed as:  

               (3), 
where  is the occurrence frequency of keyword i, and n is the number of key-
words a post contains. Since a post may contain keywords across different emo-
tions, it can have non-zero scores for more than one emotion. 

5.4 Model 2 – Effects of Emotions 

We apply the emotion scores from Equation (3) to a linear regression model, 
which is expressed as follows: 

           (4), 
where, similar to Model 1, yit is the reward points from a purchase that a cus-
tomer i makes in week t. The variable notxit is a binary variable: if it is equal to 
zero, it indicates that a given customer i has posted during or after week t. rit and 
vit are also binary variables, indicating whether a customer i has redeemed 
points for rewards or viewed NWOM posts respectively. Having observed a 
piecewise relationship between the sentiments and purchase behaviors, we rep-
resent each emotion using two variables. First, the overall effects are represent-
ed by the scores obtained from the textual analysis using Equation (3), angerit, 
disappointmentit, and concernit. For anger, disappointment, and concern scores 
greater than 3.8, 0.8 and 0.2 (i.e., the piecewise inflection points) respectively, 
we also include the high-sentiment effects, namely, angerPlusit, disappoint-
mentPlusit, and concernPlusit into the regression, where angerPlusit = 0 if an-
gerit < 3.8, otherwise it is 0 (and similarly for disappointmentPlusit, and con-
cernPlusit). The residuals are denoted as  as in our previous model in 
Equation (2). Again,  (i.e., the natural logarithm of weekly average points 
earned from the control group) is entered into the model to control for seasonali-
ty, and  is the propensity score for each individual. 

6 Results 

The propensity score model estimates the likelihood that an individual will 
post or view the company’s online forum. The estimate results show that both 
points accumulated and points used for reward redemption are positive and 
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significant, i.e., 0.36, p < 0.001 for ln ( +1) and 0.04, p < 0.05 for ln (  + 1).  
Modeling with the full dataset, the results suggests that on average, forum visi-
tors are more engaged with the firm to begin with. This finding also confirms 
that matching forum visitors with only the control individuals that exhibit simi-
lar a priori behaviors is necessarily to reduce confounding and self-selection 
bias.  

Model 1 quantifies how posting or viewing NWOM impact future purchase 
behaviors (i.e., points earned), and the results are summarized in Table 1. View-
ing NWOM has a significant negative effect (–0.15, p = < 0.001). Thus, Hy-
pothesis 1 is supported. The results also show that the effect of posting without 
redeeming is not significant, consistent with our prediction. Testing Hypothesis 
2, the interaction between posting and redeeming is positive and significant on 
points (+0.42, p < 0.05). Customers who post NWOM and redeem points are 
likely to increase weekly expenditures and purchase incidences, supporting 
Hypothesis 2. Both seasonality and pre-existing propensity to visit the forum 
have significant and positive impact.  

For our second model, anger has a significant and negative (–0.04 to –0.20, 
p < 0.05) effect on purchase behaviors. High-level of concern, on the other 
hand, has a positive and significant effect (+0.33, p < 0.05). These findings 
suggest that customers who experience intense negative emotions (e.g., anger), 
are likely to decrease spending at the firm. On the other hand, customers ex-
pressing high-degree of concerns (e.g., doubts, surprise, or questions) online 
tend to increase future purchases. This latter observation is consistent with theo-
ries related to customer engagement, which have been shown to increase cus-
tomer loyalty and mediate negative effects that have happened ex-ante. Finally, 
seasonality and pre-existing propensity to visit the company forum have signifi-
cant effects.  

Table 1: Model estimates 

Independent variables Model 1 (DV: points 
accumulated - logged) 

Model 2 (DV: point 
accumulated - logged) 

Intercept –0.81 (0.24) –0.78 (0.28)** 

Viewing –0.13 (0.03)*** –0.15 (0.36) *** 

Posting –0.12 (0.10)  

Redeeming –0.01 (0.04) 0.04 (0.04) 

Posting*Redeeming 0.39 (0.18)*  

Not posting  –0.21 (0.16) 
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Independent variables Model 1 (DV: points 
accumulated - logged) 

Model 2 (DV: point 
accumulated - logged) 

Anger score (overall)  –0.20 (0.08)* 

Anger score (high-sentiments)  0.16 (0.08)* 

Disappointment score (overall)  0.91 (0.60) 

Disappointment score (high-
sentiments) 

 –0.97 (0.59)+ 

Concern score (overall)  –2.83 (1.63)+ 

Concern score (high-
sentiments) 

 3.16 (1.59)* 

Seasonality (logged) 0.41 (0.07)*** 0.46 (0.07) *** 

Propensity score 18.57 (0.37)*** 18.66 (0.37) *** 

Random intercept covariance 0.46 (0.68) 0.46 (0.68) 

Notes. Standard errors are presented in parentheses. + p <.10, * p < .05, ** p < .01, *** p< .001 

7 Discussion 

This study found that (1) viewing NWOM has a negative effect on future 
purchases, (2) the positive effect of posting is moderated by redemption behav-
ior, and (3) expressing emotions, especially more intense emotions such as an-
ger tends to discourage purchase behaviors. The negative impact of viewing 
NWOM is consistent with previous findings (Chakravarty, Liu, & Mazumdar, 
2010; Chevalier & Mayzlin, 2006; Liu, 2006). The effect of posting NWOM is 
moderated by whether a customer is engaged with the brand or not (i.e., redeem-
ing). This tells us the importance of customer engagement when a complaining 
situation takes place. The positive interaction between posting and redeeming 
suggests that the positive impact of venting negative feelings and the chance to 
be reminded of a brand’s benefit (i.e., miles redemption in the case of loyalty 
program) produces a synergy effect. 

We also found that several distinctive negative emotions such as anger, dis-
appointment, concern, surprise, confusion, and doubt are expressed in NWOM 
messages. We demonstrated that different types of emotions may have differen-
tial effects on purchase behaviors. Anger tends to have a negative impact, 
whereas concern is more likely to have a positive impact. Research on cogni-
tive-appraisal theory and attribution theory suggests that different emotions are 
associated with different attribution routes and coping strategies (Bonifield & 
Cole, 2007; Lerner & Keltner, 2000; Stephens & Gwinner, 1998). Our findings 
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imply that the types of emotions a consumer expressed affect attribution routes 
and coping strategies, with different behavioral outcomes. 

This study has limitations and raise questions for future research. Our data 
did not allow us to see which particular message a customer is exposed to. The 
online forum is structured as a thread format, and viewers can only be identified 
by a thread, not individual posts. Thus, we were not able to see how reading 
particular emotional words impacts the viewer’s purchase behavior. Sample size 
is another limitation. With 116 messages created by 75 complainers, it was not 
possible to observe a variety of negative emotions and test their differential 
effects. With a larger sample size, we will be able to identify a wider range of 
emotions and their effects. Finally, this study used data from a company in a 
particular industry (e.g., loyalty program). The problem that triggered NWOM 
was also unique – policy change that influences all of its customers – compared 
to other NWOM research that looked at product or service reviews directed to 
unknown customers. Future research should investigate NWOM generated in a 
more general context from diverse industry types. 

Despite these limitations, this paper offers important implications and appli-
cations. Few studies have examined posting and viewing at the same time. By 
linking people’s expressions of sentiments and their purchase behaviors, we 
provided quantified evidence showing how posting or reading NWOM influ-
ences behaviors. We also demonstrated a scoring technique that quantifies in-
tensity levels of various emotions of a given post that differs from conventional 
techniques, which classify a textual message on a simple valence scale. Given 
the “big data” trend in advertising, this methodological demonstration should 
prove to be helpful. From a managerial standpoint, our findings suggest that 
companies should customize strategies to handle NWOM messages by the type 
of messages or customers. For example, for viewers, it is important to provide 
counter-arguments to the dominant opinions in NWOM messages on the online 
forum to help them make an informed judgment. Such intervention also shows 
how the company is timely in handling complaints and attentive to their cus-
tomers. For posters, companies should encourage them to be more participatory 
in their WOM activities, and at the same time, provide an opportunity that com-
plainers can be engaged with the brand and reminded of the benefits they gain 
using the focal brand. Lastly, brand managers should carefully monitor the sen-
timents expressed in NWOM (e.g., anger or frustration related words) and pro-
vide reactive interventions. 
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“I Believe More in Factual Reviews” – But not so Much when 
the Reviewer Is Similar to the Reader and the Product Is 
Hedonic 

Sonja Grabner-Kräuter 
Martin K. J. Waiguny 

1 Introduction 

It is increasingly common for consumers to consult online reviews before 
making their (online) purchase decision. Online reviews are a specific form of 
electronic word-of-mouth (eWOM) which can be defined as any positive or 
negative statement made by potential, actual, or former customers about a prod-
uct or company via the Internet (Hennig-Thurauet al., 2004). Due to its non-
commercial character, consumers usually are more receptive to word-of-mouth 
or user-generated content on the Internet compared to product information pro-
vided by companies (Bambauer-Sachse and Mangold, 2013; Bickart and 
Schindler, 2001) and they rely more on recommendations of other consumers 
than on recommendations from an expert (Huang and Chen, 2006). 

In recent years, considerable research has been directed at a better under-
standing of the preconditions and effects of online reviews (see e.g. De Bruyn 
and Lilien, 2008; Douet al., 2012; Sparks and Browning, 2011; Zhang et al., 
2010; Sparks et al., 2013). Information evaluation has been found to be a crucial 
determinant of (e)WOM adoption. According to traditional communication 
theories a recipient’s information evaluation results from an interaction of 
source characteristics (e.g., expertise, trustworthiness), message characteristics 
(related to message content, comprising factors such as valence, consistency, 
and quality), and receiver characteristics (e.g., attitudes, previous experiences) 
(Wathen and Burkell, 2002). From this range of factors that potentially deter-
mine the influence of eWOM on consumers’ decision-making especially mes-
sage valence and consistency and information volume have been frequently 
examined, with more or less conclusive findings (Sen and Lerman, 2007; 
Cheung and Thadani, 2012; Sparks and Browning 2011; Vermeulen and See-
gers, 2009; Floh et al., 2013). On the other hand, attributes of online reviews 
such as contents and quality represent an understudied aspect of eWOM (Kim 
and Gupta, 2012; Kozinets et al., 2010; Lee and Koo, 2012). Limited research 
attention also has been paid to source characteristics despite their importance as 
a criterion of assessing online information credibility (Dou et al. 2012). 

The goal of this study is to better understand the role of review style and 
source-target similarity in the evaluation of online reviews. An explanation will 
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be sought for the limited and ambiguous findings on the effects of these mes-
sage and source characteristics. More specifically, our study investigates how a 
more or less factually written review in conjunction with perceived similarity 
between reader and writer affects the evaluation of the reviewer, consumer’s 
trust in the review and the attitude towards the reviewed product. Furthermore, 
the moderating effect of product type on the relationships among review style, 
reader-writer similarity and evaluation of the reviewer and acceptance of the 
review is investigated.  

2 Theoretical Background 

2.1 Review Style 

A small but growing body of research suggests that the content and particu-
larly the style (language, content depth, reported experiences and attributes) can 
contribute to the evaluation of customer reviews and blog postings (Ludwig et 
al. 2013; Mudambi and Schuff, 2010; Crotts et al., 2009); Willemsen et al., 
2011; Xia and Bechwati, 2008). Willemsenet. al (2011) found argument density 
and diversity to be important predictors of the perceived usefulness of reviews. 
A qualitative study by Papathanassis and Knolle (2011) found that consumers 
prefer thematically structured, precise reviews that focus on simply describing 
the facts and refrain from extensively narrating the feelings of the reviewer. The 
study defined perceived factuality as the conciseness, standardization, and spec-
ificity of an online review and proposed that more structured and concise re-
views will more likely be utilized for holiday decision-making. At the same 
time, narrative and emotional expressions might be seen as a sign of subjectivity 
and thus reduce the perceived value of a review. In another recent study Lee and 
Koo (2012) found that the credibility of online reviews with objective infor-
mation was higher than that of online reviews with subjective statements. On 
the other hand, Bickart and Schindler (2001) argue that eWOM can be very 
influential because much of the information is presented in a narrative form and 
the emotional aspects of these narratives can be particularly persuasive. At the 
same time, attribution theory would suggest that consumers are likely to attrib-
ute positive emotional expressions in a review externally to the product and 
negative emotional expressions internally to the reviewer's personal disposition 
(for an overview see e.g. Campbell and Sedikides, 1999). Therefore, in a posi-
tive review emotions can serve as additional product information that can influ-
ence attitudes and product evaluations. For instance, an expression of pleasure 
in a positive review may imply better product quality than an otherwise identical 
review (Kim and Gupta, 2012). It can be suggested that, in the case of positive 
reviews, a review that includes emotional expressions has a stronger impact on 
the evaluation of the review than a factual written review. However, these het-
erogeneous arguments and prior findings prompt the consideration of some 
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moderating variables when researching the influence of review style (Ludwig et 
al., 2013). We assume that the influence of review style might interact with 
source characteristics and product context factors as further discussed, what 
might change if a more factual or a more emotional written review is more ef-
fective. 

2.2 Perceived Reader-Writer Similarity 

 Demographic similarity between source and target (i.e. homophily) refers to 
the degree to which individuals share similarities in attributes such as age, gen-
der, education and social status (Brown and Reingen, 1987). The literature re-
ports ambiguous findings about the influence of similarity (homophily) on the 
consumer’s decision-making. E.g., Brown and Reingen (1987) found that more 
homophilic ties are more likely to be utilized as sources of information, but this 
information is not perceived as more influential in decision-making. De Bruyn 
and Lilien (2008) found that electronic referrals from demographically dissimi-
lar ties had more influence than referrals from similar ones. On the other hand, 
(Steffes and Burgee, 2009) found that information from similar sources is also 
more influential over consumers’ decisions than information from dissimilar 
sources. The validity of the “like-me” principle also was confirmed in another 
recent study in which perceptual homophily proved to be crucial in determining 
credibility perceptions as well as attitudes toward user generated content (Ayeh 
et al., 2013). Naylor et al. (2012) found that a group of dissimilar fans of a brand 
on a social networking site produced significantly less brand liking than a group 
of similar (or heterogeneous) individuals, but they assume that in certain prod-
uct categories (such as luxury goods) postings from demographically dissimilar 
individuals may have a positive effect on brand evaluations and purchase inten-
tions. De Bruyn and Lilien (2008) as well as Racherla et al. (2012) suggest that 
the ambiguous findings about the influence of similarity result from its context 
dependence. Accordingly, demographic similarity may increase or decrease the 
influence of a WOM message depending on the circumstances. Based on this 
reasoning we expect an interaction effect of factuality and perceived similarity 
on the evaluation of the reviewer and the acceptance of the review. Reviews that 
focus on simply describing the facts and do not refer to the feelings of the re-
viewer might be even more influential over consumers’ decisions when the 
information source is perceived dissimilar, or, in other words, individuals may 
consider the advice of others who are “unlike-them” only if it is factually writ-
ten. On the other hand, a consumer might be more willing to utilize a review 
that comprises emotional expressions for her/his purchase decision when the 
message comes from a source like her/him, because people are more used to 
handle emotional encounters in homophilic relationships in a broader sense 
(McPherson et al., 2001). Hence we expect emotional written reviews to be 
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more influential when the reviewer is similar to the recipient. Concluding we 
hypothesize: 

 
H1: Perceived reader-writer similarity moderates the impact of factuality. Spe-
cifically, the effect of factuality on a) evaluation of the reviewer, b) trust in the 
review and c) attitude toward the reviewed product will be stronger (weaker) if 
the writer is dissimilar (similar) to the reader. 

2.3 Product Type 

Drawing on Holbrook and Hirschman (1982) and Chaudhuri and Holbrook 
(2001) we adopt the hedonic and utilitarian value of products as basic de-
scriptors of product types. Hedonic products have more nontangible or subjec-
tive features and a greater potential to evoke emotions and feelings of consum-
ers, whereas utilitarian products have more tangible or objective features and 
better correspond to rational and functional aspects of consumption. The aspects 
of hedonic and utilitarian consumption may also be reflected in the role of emo-
tions and factual reasoning in consumer decision-making. If subjective feelings 
and emotions are salient aspects of the consumption experience, readers might 
be more willing to attribute emotions to the product and consider these emotions 
in their buying decision process (Kim and Gupta, 2012). On the other hand, 
when reading reviews for more utilitarian products, consumers may rather rely 
on factual and functional arguments as these are regarded as prime arguments 
for the decision and discount the meaning of emotions to build a rational deci-
sion. Hence, we hypothesize that: 

 
H2: Product type moderates the impact of factuality. Specifically, the effect of 
factuality (emotions) on a) evaluation of the reviewer, b) trust in the review and 
c) attitude toward the reviewed product will be stronger for more utilitarian 
(hedonic) products.  

 
Finally the question arises if these moderating factors also interact. Based on 

our assumptions above we expect that in the case of reviews for hedonic prod-
ucts and if the writer is similar to the reader, more emotional written reviews 
should outperform a factual version. On the other hand, if the reader and writer 
are dissimilar and the review is for a utilitarian product, factual written reviews 
should generate more favorable outcomes and responses to the review. With our 
experiment we explore how these factors interact, considering three potential 
effect variables of reading online reviews: trust in the review, perceived exper-
tise of the reviewer, and attitude toward the reviewed product. Based on this 
exploration we subsequently investigate if the evaluation of the reviewer and 
trust in the review might be mediators for the effects of review style, perceived 
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similarity and product type on overall attitude towards the reviewed object or if 
only direct effects are observable. 

3 Study 

To test the proposed hypotheses an experimental study was carried out using 
a product search scenario and reviews for artificial hedonic and utilitarian prod-
ucts. 

3.1 Methodology 

Design: The experiment comprised a 2 style (factual vs. emotional) by 2 
reader-reviewer similarity (similar vs. dissimilar) by 2 product type (hedonic vs. 
utilitarian value) design. The style was manipulated within the text of the re-
view. In the factual condition the review was structured and purely related to 
facts while the emotional condition was less structured and filled with words 
like “awesome”, “legend” etc. At the end of the questionnaire we assessed how 
the participants perceived the review on a semantic differential (1 emotional to 7 
factual). This check yielded a significant difference (memotional=2.91, mfactu-

al=4.76, F(1,195)=77.701, p=.000). Reader-reviewer similarity was manipulated 
by showing the profile of the reviewer, including age, gender and occupation. In 
the similar condition the reviewer was a 25 years old student (male for male 
participants and female for female participants) and in the dissimilar condition a 
35 years old professional was shown, again of the same sex as the participant. 
To ensure perceived similarity we controlled for the age of the participants and 
checked if they are full time students. We assessed whether the participants 
perceive themselves as similar to the reviewer (1 not at all similar to 7 very 
similar) which yielded a significant difference between the groups (mdissimi-

lar=3.21, msimilar=5.38, F(1,195)=112.352, p=.000). For the product type manipu-
lation we first asked students in a pretest which consumer electronics they per-
ceive to be more related to utilitarian aspects of consumption (e.g. work issues) 
and which ones to be more related to hedonic aspects of consumption (e.g. used 
for recreational activities). Among others, the students perceived a laptop as a 
more utilitarian product whereas a TV was seen as a more hedonic product. The 
product type was manipulated in the scenario, by explaining what the product 
should be used for (mostly for their courses of studies vs. recreation during 
leisure time), and the product (laptop vs. TV) itself. 

Measures: All variables were measured on 7-point scales and taken from 
existing literature, furthermore mean scored and checked for scale reliability. 
Perceived expertise (comprising trustworthiness and competence measures) of 
the reviewer (REVAL: m=0.35, sd=1.168, alpha=.851) was measured by se-
mantic differential scale (-3 to +3) with 5 items adapted from Ohanian (1990). 
Trust in the review (RTRUST: m=3.17, sd=1.462, alpha=.938) was a 3 item 
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scale taken from De Wulf et al. (2001). Attitude towards the reviewed object 
(ARO: m=3.92, sd=1.411, alpha=.927) was measured with 3 items (Hwang et 
al., 2011). Considering their potential association with review acceptance and 
evaluation, attitudes toward online reviews served as covariates and were meas-
ured at two levels of generality (Liska, 1974): attitude toward online reviews in 
general, 3 items adapted from Lai and Li (2005), (AR: m=5.17, sd=1.472, al-
pha=.909) and attitude toward the use of reviews when buying products 4 items 
adapted from Park and Kim (2008), (AUR: m=4.21, sd=1.688, alpha=.906). 
Finally, as we used a screenshot from amazon.de as a real existing example, we 
assessed how often the participants use this platform from 1 never to 5 daily 
(UA: m=2.93, sd=.869). The usage frequency and attitude variables were in-
cluded as covariates in the analyses. 

Procedure: Participants were undergraduate and graduate students of a 
midsized Central European University. The students received an invitation 
email. After answering demographic questions about age and gender (to provide 
a review from a same sex reviewer) they were provided with a short introduc-
tion to a scenario to further manipulate the product type. The scenario in the 
utilitarian condition was describing that the students need a new notebook for 
their study, briefly outlining the advantages of a laptop in terms of mobility. For 
the hedonic value manipulation the scenario describes the pleasure of watching 
TV on a cold winter evening. Showing basic product information (picture and 
short description), and the review as well as the profile of the reviewer followed 
this scenario. Both products were fictitious, however we used amazon.de as the 
platform to show the review. After reading the reviews the participants complet-
ed questions regarding the dependent variables as well as control variables and 
the two manipulation checks at the end. 

Sample:  223 participants took part in the study, 26 were students over the 
age of 30 years and not full time students and therefore discarded from the anal-
yses to ensure the similarity manipulation. The final sample consisted of 197 
participants (mean age: 24.15 years, 28.4% male 71.6% female). Checks on the 
dependent and independent variables for an impact of gender found no signifi-
cant differences. 

3.2 Results 

To investigate the overall research question we run 3 ANCOVA analyses 
(table 1) with Style, Similarity and Product type as independent factors and 
REVAL, RTRUST and ARO as dependent variables. General attitude towards 
reviews (AR) as well as the attitude towards using reviews when buying a prod-
uct online (AUR) served as covariates. Furthermore, the frequency of using 
Amazon (UA) controlled for effects of platform knowledge. The following table 
shows the results of the ANCOVA analyses. 
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Table 1: Results of the ANCOVA analyses 

DV REVAL RTRUST ARO 
Source F p F P F p 
AR 2.290 .132 1.208 .273 4.09 .045 
AUR 0.818 .367 19.087 .000 4.218 .041 
UA 0.984 .323 0.745 .389 0.108 .743 
STYLE 25.364 .000 8.552 .004 6.506 .012 
SIM 0.469 .494 0.649 .422 0.370 .544 
PROD 3.256 .073 2.84 .094 9.894 .002 
STYLExSIM 1.975 .162 4.376 .038 2.445 .120 
STYLExPROD 0.871 .352 4.54 .034 2.757 .099 
SIMxPROD 0.340 .560 1.138 .288 0.106 .745 
STYLExSIMxPROD 3.431 .066 0.223 .638 2.238 .136 

 
Main effects of the independent variables: All three dependent variables 

showed a highly significant main effect of review style. Generally, the more 
factual a review is written the better is the evaluation of the reviewer (REVAL-
factual=.78, REVALemotional=.01, F(1,186)=25.364, p=.000), the higher the trust in 
the review (RTUSTfacutal=3.47, RTRUSTemotional=2.93, F(1,186)=8.552, p=.004) 
and the attitude towards the reviewed object (AROfactual=4.21, AROemotional=3.74, 
F(1,186)=6.506, p=.012). No main effects of reader-writer similarity were 
found. However, a main effect was found for product type. The ANCOVA 
resulted in significant differences between TV (more hedonic product) and 
Laptop (more utilitarian product) in REVAL and RTRUST on a p<.10 level and 
ARO on a p<.05 level. Generally, the reviewer (REVALutilitarian=.26, RE-
VALhedonic=.53, F(1,186)=3.256, p=.073) and the reviews for hedonic products 
(RTRUSTutilitarian=3.05, RTRUSThedonic=3.36, F(1,186)=2.840, p=.094) as well 
as the attitude towards the product (AROutilitarian=3.68, AROhedonic=4.27, 
F(1,186)=9.894, p=.002) were rated better if the participant was shown a review 
for the hedonic product. The findings for the main effects seem to generally 
confirm the view of Papathanassis and Knolle (2011) who argue for factually 
written reviews to be more effective. Furthermore it seems that reviews for 
hedonic products are perceived as more trustworthy and also result in higher 
product attitude scores. 

Hypothesis testing: Our experimental data show only for the evaluation of 
the reviewer REVAL a three-way interaction on a p<.10 level. The main effect 
that reviewers of factual reviews were significantly better evaluated was miti-
gated if the reader was similar to the writer - but only if it was a review for a 
hedonic product. In this condition factual written reviews do not lead to a higher 
evaluation of the reviewer expertise (figure 1). Although we found an expected 
interaction, the effect just mitigates differences between factual and emotional 
written reviews, while we originally expected that this would fully turn. Thus 
the data only partly support our assumptions in H1a and H1b. 
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Figure 1: REVAL as  function of Review style, Similarity and Product type 

For RTRUST two two-way interactions were found. Firstly, similarity mod-
erates the effect of review style. While in the dissimilar condition factual re-
views were seen as more trustworthy than emotional ones (RTRUSTfactual=3.74, 
RTRUSTemotional=2.82, F(1,186)=12.706, p=.000), again no difference was 
found in the similar condition (RTRUSTfactual=3.21, RTRUSTemotional=3.06, 
F(1,186)=.340, p=.561) (figure 2). Furthermore, the product type moderated 
review style. As expected in the utilitarian condition factual reviews were seen 
as more trustworthy (RTRUSTfactual=3.52, RTRUSTemotional=2.58, 
F(1,186)=13.984, p=.000) whereas in the hedonic condition (again) there was 
no difference observable (RTRUSTfactual=3.43, RTRUSTemotional=3.29, 
F(1,186)=.292, p=.590) (figure 3). Thus our data lend to support H1b and H2b 
but only for the factual written reviews which are perceived as more trustworthy 
for utilitarian products and in a dissimilar condition. Again, we just see a miti-
gating effect, at this stage from the product type, but not a greater influence of 
emotional written reviews. 

 

 
Figure 2: RTRUST as function of Review style and Similarity 
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Figure 3: RTRUST as function of Review style and Product type 

Finally, a similar pattern for the style - product type interaction was found 
for ARO, however, only on a marginally significant level. Obviously, when 
forming attitudes respondents might also take into account product attributes 
and other assumptions (like liking TV or Laptops in general) that influence 
attitudinal evaluation of the reviewed product besides the review. A two-way 
interaction between factuality and the product type on a p<.10 level was re-
vealed. In the utilitarian condition factual reviews resulted in a more favorable 
attitude compared to emotional ones (AROfactual=4.08, AROemotional=3.29, 
F(1,186)=9.704, p=.002), in the hedonic condition again there was no difference 
observable (AROfactual=4.35, AROemotional=4.18, F(1,186)=.367, p=.546). Over-
all, our data lend to only marginally support H2c and not to support H1c. 

We then proceeded to analyze if the effects of style, similarity and product 
type on attitude towards the reviewed object are mediated by the perceived 
expertise of the reviewer and trust in the review, or in other words, if both direct 
and indirect effects exist. We performed a conditional mediation analysis as this 
is seen superior to a regression approach and also cares for indirect effects on 
the final outcome variable even if no direct effects are observable in the first 
analysis (Preacher and Hayes, 2008; Zhao et al., 2010). We calculated model 12 
with 5000 boostraps following Hayes (2013) and using the PROCESS macro. 
Table 2 summarizes the conditional mediator model, and shows - in line with 
the ANCOVA analysis before- that there are effects of style and product type on 
the two proposed mediators as well as a two-way and three-way interaction for 
the proposed mediator REVAL. Furthermore, the model establishes a significant 
influence of the perceived expertise evaluation and trust in the review on the 
attitude towards the reviewed object with a variance explanation of R2=.59. 

The overall test for indirect effects reveals that the exogenous conditional 
factors influence attitude towards the reviewed object (ARO) via the expertise 
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evaluation of the reviewer. Trust in the review also was found to be a mediator 
in some conditions (see Table 3). 

Table 2: Results of the conditional mediation analysis 

DV REVAL (mediator) RTRUST (mediator) ARO (outcome) 
Source coeff p coeff P coeff p 
CONSTANT -.604 .227 .820 .170 1.674 .000 
AR .110 .132 .096 .273 .089 .169 
AUR .057 .367 .329 .000 .007 .905 
UA -.091 .323 -.094 .389 .116 .150 
STYLE .853 .005 1.232 .001 -.076 .783 
SIM -.262 .354 .348 .303 -.158 .527 
PROD .046 .877 .811 .023 .232 .381 
STYLExSIM .135 .747 -.600 .230 .126 .731 
STYLExPROD .281 .520 -.612 .243 .024 .951 
SIMxPROD .748 .077 -.219 .663 .389 .300 
STYLExSIMxPROD -1.1379 .066 -.347 .638 -.423 .437 
REVAL --- --- --- --- .494 .000 
RTRUST --- --- --- --- .369 .000 

 

R2=.213, 
F(10,186)=5.034, 

p<.001 

R2=.281, 
F(10,186)=7.269, 

p<.001 

R2=.592, 
F(12,184)=22.261, 

p<.001 

Table 3: Direct and indirect effects of the levels of factuality moderated by style and 
product type on attitude towards the reviewed product 

Effect of 
factuality 
on ARO 

via 

SIM PROD Indirect 
effect 

BCBCI (signifi-
cant if range does 

not include 0) 

 Direct 
effect from 
factuality 
on ARO 

p 

RTRUST Dissimilar Utilitarian .455 .183 to .857*  -.076 .783 
 Dissimilar Hedonic .229 -.013 to .565  -.052 .855 
 Similar Utilitarian .233 .020 to .564*  .051 .844 
 Similar Hedonic -.120 -.507 to .204  -.348 .230 
REVAL Dissimilar Utilitarian .421 .109 to .854*    
 Dissimilar Hedonic .560 .270 to 1.009*    
 Similar Utilitarian .488 .228 to .820*    
 Similar Hedonic .065 -.281 to .397    

 

 
Tables 2 and 3 show that with entering mediators in the conditional model the 
direct effect in all conditions gets insignificant. Furthermore, the effect of factu-
ality is mediated either via trust and perceived expertise of the reviewer or via 
both variables in most of the conditions. Only in the condition of similarity and 
hedonic products the style did not have any direct or indirect effect on the atti-
tude towards the reviewed object. For the other conditions a more factual style 
generally resulted in higher attitude scores as all coefficients are positive. How-
ever, the effect’s strength varies across conditions and it is mediated via the 
expertise evaluation of the reviewer or trust in the review. If the readers were 
exposed to a review for a hedonic product written by a dissimilar reviewer fac-
tuality had an indirect effect of .560 on the attitude towards the reviewed prod-
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uct. Reviews for utilitarian products and similar reviewers yielded an indirect 
effect of .488 while for dissimilar reviewers it was .421.  

For the second mediator trust we found a significant indirect effect of 
.455for more factual reviews if a dissimilar reviewer reviewed the utilitarian 
product, whereas in the case of a similar reviewer the indirect effect was only 
.255. The other conditions did not lead to significant indirect effects. Overall, as 
in the inclusive model none of the direct effects are significant but conditional 
significant mediation effects exist we can derive the finding that the positive 
effect of factuality is context specific to the product type and to the reader-
reviewer homophily. 

4 Discussion 

 Our paper provides some interesting findings and implications. Firstly, the 
results show that factual written reviews are better evaluated by the readers. 
However, secondly, in line with our expectations we found that context related 
factors interact with the review style. Our data suggest that reviewer-reader 
similarity impacts the perceived expertise of the reviewer as well as trust in the 
review. While we found evidence that in the case of dissimilarity factual re-
views are better evaluated, this effect is mitigated if the reader is similar to the 
writer. In addition, our data provide evidence that trust in the review and evalua-
tions of the reviewer’s expertise are also moderated by the product type. As 
expected, for the more utilitarian product the response to factual written reviews 
is better, while against our expectation for the hedonic product (again) no dif-
ferences between emotional and factual written reviews were found. Overall, we 
observed that a more factual style is beneficial for the evaluation of the review-
er’s expertise and important for the generation of trust in the review, however, 
this effect is mitigated for hedonic products as well as if the writer is similar to 
the reader. Thus our study provides some important findings for industry too.  

It seems that for more utilitarian products factual reviews are regarded as 
more trustworthy. Therefore, fostering communication that highlights product 
details that easily can be used by customers also to write up their reviews might 
be advisable. Furthermore, if companies that sell more hedonic products analyze 
their reviews they should be aware that there is almost no difference in the per-
ceived trustworthiness of factual and emotional written reviews. Another find-
ing of this study is that very emotional written reviews did not receive higher 
ratings in any condition, although the difference between factual and emotional 
written reviews was much smaller if the reader was similar to the reviewer. 
Thus having products with lots of emotional written reviews might not result in 
more favorable consumer responses to these reviews.  

Finally some limitations and areas for future research shall be mentioned. 
One limitation is that participants were only exposed to positively valenced 
reviews. In real life situations, consumers typically face a number of positive 
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and negative reviews for a given product. Prior studies showed that negative 
messages and two-sided messages that include both positively and negatively 
valenced information are perceived to be more credible than one-sided messages 
(Cheung and Thadani, 2012; Crowley and Hoyer, 1994). Thus the results might 
be different for negative and/or two-sided messages. Another limitation is the 
use of Amazon as the only platform. Although controlling for the frequency of 
amazon usage, trust or distrust in amazon might influence results. Future re-
search might use multiple platforms for online reviews. Finally, we only consid-
ered demographic similarity between reader and reviewer, the impact of motiva-
tional or psychographic similarity should be addressed in future studies. 
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1 Study Purpose  

The expanding presence of mobile devices offers marketers a new advertis-
ing channel for reaching consumers. Whereas both real-world practice and aca-
demia hail the advantages of personalizing advertising messages with location 
information, this research probes its negative effects. An exploratory field study 
that places ads on a social network reveals a sharp drop in advertising effective-
ness when an online ad includes location information. To explain these results, a 
subsequent experimental study demonstrates how location-based personalization 
can trigger feelings of vulnerability, which hamper online advertising effective-
ness.  

2 Introduction 

The number of people accessing the Internet via a mobile device, such as a 
smartphone or tablet, has surpassed the number using fixed devices, such as PCs 
(Gartner, 2012). The time consumers spend using mobile devices also has mul-
tiplied, at the expense of traditional media channels such as radio and television. 
These rapid shifts have been echoed by advertisers, who have shifted their ex-
penditures such that mobile advertising captured 22% of U.S. digital advertising 
expenses in 2013 and is likely to surpass desktop advertising by 2017 (eMarket-
er, 2013). The differences between fixed and mobile devices create some new 
opportunities for marketers, but they also prevent them from easily generalizing 
the research findings from fixed to mobile online settings (MSI, 2012). Anecdo-
tal evidence suggests that typical online advertising strategies are either not 
applicable or at least demand modification to be effective (Shankar and Bal-
asubramanian, 2009).  

Most advertising research assumes that the effectiveness of online ads de-
pends on their benefits for individual consumers. Tailoring advertisements and 
purchase experiences to individual tastes, on the basis of people’s needs, inter-
ests, and preferences, is personalization (Chellappa and Sin, 2005). It provides 
various customer benefits, including better preference matching (Vesanen, 
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2007), reduced cognitive overload, and greater convenience (Ansari and Mela, 
2003; Kleijnen, de Ruyter, and Wetzels, 2007), though recent research also 
notes its potentially negative effects (van Doorn and Hoekstra, 2013; White et 
al., 2008). For example, personalization can evoke feelings of vulnerability, in 
that consumers perceive the use of private data as a privacy violation and re-
spond by rejecting online ads (i.e., personalization paradox; Aguirre et al., 
2012). Extant research on fixed online devices informs understanding of these 
effects of mobile advertising, yet mobile devices still offer fundamentally dif-
ferent features.  

In particular, smartphones and tablets are truly resourceful devices: They 
guarantee both mobility and connectivity, while also providing convenient, 
entertaining experiences (Shankar and Balasubramanian, 2009). Personalization 
efforts linked to these devices can access data about a user’s current location, 
which represents a novel form of information about consumers for companies. 
By combining this information with personal data (e.g., demographics, prior 
purchases), firms can build extended consumer profiles to improve their market 
segmentation and tailor their promotions (King and Jessen, 2010). However, 
mobile devices also are considered very personal, as extensions of users’ selves 
(Shu and Peck, 2011). Location-based advertising using GPS functions to track 
people’s locations raises privacy concerns; ads tailored to individual locations 
also may provoke feelings of intrusion.  

Despite increasing popular reports of location-based advertising campaigns, 
evidence of their actual effects remains rare. To provide initial empirical evi-
dence, this article reports on an exploratory field study that involved placing 
personalized ads on a social network site. Two online ads for a cat food brand 
were posted for five days each, one ad with only interest personalization (“Dear 
cat lover!”) and another ad that featured both interest and location personaliza-
tion (“Dear cat lover in [city X]!”). The baseline ad achieved a click rate of 
.12% (with 78,444 impressions), whereas the click rate for the ad that also fea-
tured location personalization dropped to only .04% (with 49,186 impressions). 
The mechanism underlying this negative effect remains unclear though.  

This research therefore aims to shed light on this issue and enrich under-
standing of personalization for mobile advertising and its adoption by consum-
ers. By probing the effectiveness of location-based personalization and the rea-
sons for some potential negative effects, this study makes the several 
contributions to advertising literature. First, it operationalizes and validates 
location-based personalization and demonstrates its positive effect on attitude 
toward the ad and usage intentions toward an advertised service. Second, the 
proposed conceptualization of perceived vulnerability offers an alternative to the 
typically used notion of privacy concerns to explain the negative effects of loca-
tion-based advertisements. Third, an experimental study provides empirical 
evidence of how location-based personalization triggers consumers’ sense of 
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vulnerability and hampers advertising effectiveness, even when controlling for 
privacy concerns. 

3 Conceptual Framework and Hypothesis Development 

3.1 Personalization in Advertising 

Personalization is a customer-oriented marketing strategy that aims to deliv-
er the right content to the right person at the right time, to maximize business 
opportunities (Tam and Ho, 2006). Its applicability increases significantly in 
online environments, prompting its use in various online contexts. Online adver-
tisers provide behaviorally targeted advertisements, based on a user’s behavior 
on the Internet over time (Goldfarb and Tucker, 2011). Customers thus benefit 
from a better preference match (Vesanen, 2007) and reduced cognitive overload 
(Ansari and Mela, 2003); firms benefit from greater recall, higher content evalu-
ations, and more purchases (Tam and Ho, 2006), such that personalized ads are 
approximately twice as effective as non-personalized versions of similar ads 
(Aguirre et al., 2012).  

3.2 Personalization on Mobile Devices 

The unique features of mobile devices (always on and available) arguably 
should increase the success and acceptance of mobile advertising. Echoing 
commercial success of mobile services, researchers have recently dedicated 
more attention to the impact of mobile device features on the value creation of 
mobile services (Kleijnen, de Ruyter, and Wetzels, 2007; Mahr and Lievens, 
2012). Heinonen (2004) cites the importance of spatial value dimensions for 
evaluating offerings; accordingly, this study investigates mobile ads, whose 
delivery reflects the consumer’s current physical location. Gratton (2002) argues 
that such location personalization is an extension of common interest personali-
zation; it depends on a mobile device's position and context and seeks to add 
utility for the mobile user (Unni and Harmon, 2007). That is, companies provide 
mobile device bearers with relevant promotional information, based on their 
activities and their location. Therefore, the predicted impacts of location person-
alization on advertising outcomes are as follows:  

H1: Location-based personalization has positive effects on (a) consumers’ atti-
tude toward the ad and (b) intentions to use the advertised offer.  

To obtain these benefits, customers must disclose personal information. An 
ad that reveals some knowledge of their location information (as presented in 
the initial empirical evidence presented above) may surprise or remind users of 
data collection tactics, increasing their perceptions of privacy violations (Aguir-
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re et al., 2012; van Doorn and Hoekstra, 2013). Those perceptions even might 
be amplified in mobile settings, which place intimate data on personal devices. 
People’s emotional attachment to their personal data likely reflects their strong 
psychological ownership of private information, which they consider as an inte-
gral part of their selves (Shu and Peck, 2011). Intrusive advertisements violate 
this sense, invoking negative emotional responses, such that the consumer sens-
es a lack of control over the data. Baker et al. (2005) define such consumer 
vulnerability as a state of powerlessness, experienced when they lack control 
over the situation. This feeling of vulnerability could be triggered by location 
information displayed by an ad. Such an affective mechanism differs from the 
general privacy concerns that appear in prior studies on privacy though (Aguirre 
et al., 2012). Formally, regarding the negative impact of location-based ads on 
outcomes, this study hypothesizes: 

H2: Perceived vulnerability stemming from location-based personalization has 
negative effects on (a) consumers’ attitude toward the ad and (b) intentions to 
use the advertised offer. 

 
Figure 1: Hypothesized relationships  

4 Experimental Study 

The study tests whether location-based ads lead to positive effects (H1) and 
if perceived vulnerability triggered by the ads hampers their effectiveness (H2). 
In scenarios, respondents received a promotion, redeemable at either their pre-
sent location or a distant location. 

Location-based 
personalization

(a) Attitude toward 
mobile ad

(b) Intention to use 
advertised offer

Control variables:
- Privacy concerns
- Gender 
- Age

Perceived 
vulnerability

H2 (-)

H1 (+) 
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4.1 Method 

To test the hypotheses, this study manipulates the degree to which the adver-
tisement is personalized to the consumer’s location (low vs. high; Table 1). The 
manipulation check confirmed the effectiveness of this manipulation (95% of 
respondents correctly reported the location mentioned). The sample consists of 
79 participants.  

Table 1: Experimental manipulations  

Degree of personalization based on user location 
Low (n = 41) High (n = 38) 

“You receive a message delivering a 
50% discount coupon on your 
smartphone for a restaurant in Y.” 

 

“You receive a message delivering a 
50% discount coupon on your 
smartphone for the restaurant you are 
in front of.”  

 

You are walking in the city center of X, it is time to have lunch (around 12:30), and you 
are very hungry. You receive a message on your smartphone. 
*X and Y are cities in a Western European country, approximately 200 km distant from each other. 
 

The study relied on a convenience sample of respondents who were in aver-
age 25 years old, 53% of whom were men. After reading a scenario, respondents 
answered questions pertaining to the key measures: attitude toward the adver-
tisement, which measured their evaluative affect about the ad (Bauer et al., 
2005; Jong Woo and Sangmi, 2007; Nysveen et al., 2005); intention to use the 
advertised offer (Edwards et al., 2012); privacy concerns (Chellappa and Sin, 
2005); and a feeling of vulnerability (Aguirre et al., 2012). Table 2 contains the 
item list, means, standard deviations, and reliabilities.  

Table 2: Items in the questionnaire 

Construct (seven-point Likert 
scale) Mean Standard Deviation Cronbach’s 

Alpha 

Attitude toward the ad 4.23 1.47 0.92 
 

Please rate your attitude toward the advertisement you just received on your 
smartphone:  

  Bad → Good  
  Negative → Positive  
  Undesirable → Desirable  
  Unfavorable → Favorable  
How much did you like receiving the offer on your smartphone?  
  Not at all → Very Much  
Please indicate how much you agree or disagree with the following statements: I 
find the ad…  
  Convenient  
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  Beneficial  
  Relevant  

 

Intention to use advertised offer  4.05 1.62 0.83 
 

I would use the coupon provided on my smartphone.  
Based on this experience, I really like the ad.  
I would recommend the service (e.g., receiving this type of message on my 
smartphone).  

 

Privacy concerns  5.15 1.37 0.84 
I am sensitive about giving out information regarding my location.  
When the “Location Services” option of my phone settings is turned on, I have 
the feeling of being watched.  
When the “Location Services” option of my phone settings is turned on, I have 
the feeling that all my movements are being tracked and monitored.  
I am concerned that a person can find information about my past and real-time 
location.  

 

Feeling of vulnerability 3.93 1.20 0.90 
Please indicate the extent that receiving the advertisement on your smartphone 
made you feel…  
  Unprotected  
  Helpless  
  Exposed  
  Powerless  
  Manipulated  
  Unsafe  
  Susceptible  
  Vulnerable  

 

4.2 Results 

The PROCESS model, as suggested by Hayes (2013), served to test the hy-
potheses. In support of H1, the main effect of location-based personalization was 
significant; greater personalization led to stronger attitudes toward the ad (Mlow 
= 3.70, Mhigh = 4.81; beta = .62; t = 3.97; p < .01) and greater intentions to use 
the service (Mlow = 3.72, Mhigh = 4.39; beta = .44; t = 2.50; p < .05). Regarding 
the mediation predicted in H2, perceived vulnerability showed partial mediation, 
with negative effects on attitude toward the ad (effect = -.06, SE = .05; bootstrap 
confidence interval: LLCI = -.18, ULCI = -.01, 90% significance level) and 
usage intentions (effect = -.10, SE = .07; bootstrap confidence interval: LLCI = -
.23, ULCI = -.01, 90% significance level). General privacy concerns, gender, 
and age also appeared in the analysis as control variables, to rule them out as 
explanations for the results. 
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5 Discussion and Implications 

This study has sought to analyze the impact of location-based personaliza-
tion on consumer behavior and its influence on consumers’ perceived vulnera-
bility. In line with the predictions, matching the location cited in the ads with 
consumers’ current positions produces superior advertising outcomes. However, 
this match simultaneously can trigger a feeling of intrusion into consumers’ 
private sphere, which impedes ad effectiveness. 

By investigating this phenomenon, the study offers several implications for 
research and practice. First, it enriches research on mobile advertising and ser-
vices by operationalizing location-based personalization and distinguishing it 
from other personalization dimensions, such as interest or demographics. A 
location match has positive effects for attitude toward the ad that also spill over 
to the advertised offers. These findings suggest that firms should increase their 
investments in efforts to localize their offers on mobile devices, such as promo-
tions and coupons; location personalization can increase the utility of an offer 
while also overcoming the limitations of smaller screen sizes, compared with 
non-mobile devices. Second, perceived vulnerability offers an alternative expla-
nation, rather than the typically used privacy concerns, which ties in with recent 
literature pertaining to privacy and ownership and effectively explicates the 
negative effects of location-based advertisements. Just as Aguirre et al. (2012) 
indicated, perceived vulnerability is situational and might be triggered by the 
firm’s use of data, such as location data in this study. In practice, consumers 
occasionally report surprise when online ads provide offers based on their recent 
online browsing behavior or online communication. Firms thus should use vul-
nerability measures to test the extent of an ad’s intrusiveness, to reduce the risk 
of negative reactions from consumers. Third, the experimental study affirms that 
location-based personalization simultaneously increases advertising effective-
ness and triggers consumers’ vulnerability, which hampers advertising effec-
tiveness. The findings reveal the underlying mechanism. Firms using online 
advertising thus must recognize this simultaneity and balance the effects when 
using location-based advertising.  

This research also suggests interesting opportunities for research. Whereas 
the present study focuses on location information, additional research might 
disentangle the effects of interest, location, and time information to establish 
their relative influences. The utility and effectiveness of location-based person-
alization might also depend on the situation and the relationship which a con-
sumer has towards the firm and offered service. For example, help seeking con-
sumers might be more receptive for location-based offers matching their 
immediate needs (Moeller et al. 2013). Finally, a large-scale study using actual 
location tracking would offer more generalizable insights and clearer recom-
mendations for managers. 
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How Informative Are Chinese Television Commercials? 
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Carolus L. C. Praet 

1 Introduction 

Informativeness is the extent to which advertisements focus on consumers’ 
practical, functional or utilitarian needs for the product (Resnik and Stern, 1977; 
Mueller, 1991). Resnik and Stern (1977) developed a scheme of 14 information 
cues, which has become the de facto standard for examining advertising infor-
mation content and/or informativeness. Many follow-up studies have applied 
this framework (cf. Abernety and Franke, 1996). Since the start of the 21st cen-
tury, the geographic focus of studies on advertising informativeness has been 
increasingly shifting from industrialized nations to emerging markets. The 
emerging market that has received the most attention from advertising research-
ers is China. While studies on advertising in China have contributed to our 
knowledge on Chinese advertising, the advertising characteristics reported in 
these studies have been inconsistent. The inconsistencies in results are probably 
due to a) sampling issues and b) the fast-paced growth of China’s economy and 
increasing sophistication of consumers and advertising know-how. This sug-
gests that Chinese advertising is a moving target that requires constant monitor-
ing by researchers. This paper seeks to update our knowledge on the nature of 
Chinese advertising by concentrating on its informativeness. We also expand the 
Resnik and Stern coding scheme to capture more aspects of information content. 
We focus on television advertising because it is the most important advertising 
medium in China (Cheng and Chan, 2009). 

1.1 Advertising Informativeness 

Resnik and Stern (1977) contend that an advertisement can be considered in-
formative if it contains at least one of 14 objective information cues. Based on 
this criterion, the level of informativeness and the patterns and types of infor-
mation cues in advertisements have been reported by many cross-national and 
single-country studies on magazine ads (e.g., Stern, Krugman, and Resnik, 
1981; Madden et al., 1986; Biswas et al., 1992; Keown et al., 1992; Akan, 
2007), and television commercials (e.g., Aaker, 1984; Weinberger and Spotts, 
1989; Keown et al., 1992; Choi et al., 2006). A related criterion for evaluating 
the level of advertising informativeness is the average number of cues per ad, 
which has also been reported in a variety of studies of magazine ads (e.g., Stern, 
Krugman, and Resnik, 1981; Madden et al., 1986; Biswas et al., 1992; Akan, 
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2007) and television commercials (e.g., Dowling, 1980; Stern and Resnik, 1991; 
Choi et al., 2006). 

A smaller number of cross-national and single-country empirical studies 
have explored the informativeness of Chinese advertising. Keown et al. (1992) 
compared advertising from the U.S., Japan, South Korea and China across four 
media and found that 100% of Chinese magazine advertising was informative 
and contained an average of 3.27 cues per ad, whereas 92% of Chinese TV 
commercials were informative and contained an average of 1.9 cues per com-
mercial.  Rice and Lou (1988) reported that 100% of Chinese magazine ads 
were informative with an average of 2.26 cues per ad and that the top five cues 
were availability, performance, quality, price, and independent research. Chan 
(1995) reported that 58.3% of Chinese commercials were informative with an 
average of 1.5 cues per informative commercial. In a replicative study, Chan 
and Chan (2005) reported that 55.2% of Chinese commercials were informative 
with an average of 1.3 cues per informative commercial. In both studies, per-
formance, components, and quality constituted the top three information cues 
(Chan 1995; Chan and Chan 2005). 

1.2 Factors Affecting Advertising Informativeness 

Previous studies report variability in levels of advertising informativeness 
across countries, within countries over time, and across media. Many prior stud-
ies have identified product category as an important factor for explaining differ-
ences in levels of informativeness (e.g. Resnik and Stern, 1977; Stern, 
Krugman, and Resnik, 1981; Weinberger and Spotts, 1989; Abernethy and 
Franke, 1996; Choi et al., 2006; Akan, 2007). Alternative explanations include 
government control (e.g. Dowling, 1980; Zandpour et al., 1994; Akan, 2007), 
advertising medium (e.g. Stern, Krugman, and Resnik, 1981; Keown et al., 
1992; Abernethy and Franke, 1996; Choi et al., 2006), national culture (e.g. 
Biswas et al., 1992; Keown et al., 1992; Zandpour et al., 1994; Taylor et al., 
1997), advertiser execution strategy (e.g. Mueller, 1991), level of development 
of the advertising industry in a country (e.g., Zandpour et al., 1994; Chan and 
Chan, 2005), product life cycle (e.g. Stern and Resnik, 1991), differences be-
tween market and transition economies (Herpen et al., 2000), and research de-
sign and method effects (Abernethy and Franke, 1996). In this study we focus 
on the relationship between product category and advertising informativeness. 

1.3 The Influence of Product Category on Informativeness  

Previous research shows that product category not only affects advertising 
informativeness but also creative strategy, message, execution, and value ap-
peals. Although prior studies have employed a variety of criteria for categoriz-
ing products (Abernethy and Franke, 1996), one widely accepted categorization 
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scheme used in advertising informativeness studies is based on industry type 
(e.g., Resnik and Stern, 1977; Stern, Krugman, and Resnik, 1981; Aaker, 1984; 
Tom et al., 1984; Madden et al., 1986; Abernethy and Franke, 1996; Chan and 
Chan, 2005; Choi et al., 2006; Akan, 2007). These studies generally show the 
influence of product type on information content and levels of informativeness. 
This study adopts the same product categorization scheme to maintain compara-
bility with previous research. Based on the above review, we formulate the 
following hypotheses: 

 
H1a: The percentage of informative Chinese television commercials differs 
across product categories. 
H1b: The average number of information cues per commercial in Chinese tele-
vision commercial differs across product categories. 

 
A broader product classification scheme distinguishing between durable and 

non-durable goods is used in studies such as Keown et al. (1992), Abernethy 
and Franke (1996), and Choi et al. (2006). Results of these studies suggest that 
ads for durable goods provide more information than ads for non-durable goods, 
which is attributed to the fact that consumers tend to search for more infor-
mation for durable goods than for non-durable goods. Durable goods tend to be 
high-involvement goods whereas non-durable goods are usually low-
involvement goods (Abernethy and Franke, 1996). As a result, advertisers tend 
to offer more information to assist consumer decision-making for durable goods 
(Choi et al., 2006). We thus formulate the following hypotheses: 

 
H2a: The percentage of informative Chinese television commercials for durable 
goods is higher than that for non-durable goods. 
H2b: Chinese television commercials for durable goods on average contain 
more information cues than those for non-durable goods. 

1.4 The Influence of a Commercial’s Length on Informativeness 

Whereas common sense suggests that longer commercials would contain 
more information cues, previous studies have reported contradictory results. 
Zandpour et al. (1992) conducted a comparative analysis of French, Taiwanese, 
and U.S. television commercials and found that —regardless of country and 
product category— longer commercials (30 seconds) tended to contain more 
information than shorter ones (15 seconds). Nevett (1992) compared the differ-
ences of information content between U.S. and U.K. ads and found no associa-
tion between length and information content in both countries. In a study of 
Chinese television commercials, Chan and Chan (2005) too reported no associa-
tion between ad length and level of informativeness. Based on the findings by 
Chan and Chan (2005), we propose the following hypothesis: 
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H3a: There is no relationship between length of Chinese television commercials 
and their level of informativeness. 
H3b: There is no relationship between length of Chinese television commercials 
and the number of information cues they contain. 

2 Methodology 

2.1 Sample Collection 

Commercials were systematically collected during the entire year of 2010. 
We recorded once a week in an interval of 8 days, i.e. January 1st (Friday), 
January 9th (Saturday), January 17th (Sunday), and so forth. We selected Chan-
nel 1 and Channel 2 of China Central Television (CCTV), the largest national 
television broadcaster with coverage of over 97% of the PRC’s population. In 
order to cover the time slots with the highest audience concentration we record-
ed all programming during the six hours from 18:00 to 24:00. We adopt Stern 
and Resnik’s (1991) approach in making non-duplicated ads the unit of analysis 
to avoid sample bias towards high GRP advertisers. We excluded governmental 
ads and ads for TV programs. The final sample consisted of 1439 commercials. 

2.2 Coding Framework 

Resnik and Stern’s (1977) information content framework, described in de-
tail in Stern, Krugman, and Resnik’s (1981), forms the basis for this study. 
However, several studies have suggested that this framework is not exhaustive 
and fails to capture certain types of information that advertising commonly 
contains (e.g., Abernethy and Franke, 1996; Taylor et al., 1997). In response to 
this limitation, researchers have incorporated additional cues to measure types 
of information commonly used in specific markets, or to reflect recent develop-
ments in society, the advertising industry and media technology. Concrete ex-
amples are Taylor et al., (1997) who expanded the original framework to 30 
cues for use in South Korea, Herpen et al. (2000) who included ‘contest’, ‘ad-
dress’, ‘telephone number’, and ‘country of origin’ cues to measure information 
content in transition economies, Harmon, Razzouk, and Stern (1983) who added 
‘energy consumption,’ Choi et al. (2006) who incorporated ‘toll-free number,’ 
‘web address,’ ‘brand name/advertiser,’ and ‘disclaimer,’ and Akan (2007) who 
included a ‘variety of size, shape, color and taste’ cue to the original scheme. 
Based on a pre-test of the additional cues used in more recent studies on a sam-
ple of Chinese ads not included in this study, we decided to include the ‘varie-
ty,’ ‘telephone number,’ ‘homepage/keyword search,’ and ‘country of origin’ 
cues. The 18 information cues and their operational definitions are listed in 
Table 1. 
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Table 1: Information cues and operational definitions 

Information cues Operational definition 

Price-value a What does the product cost? What is its value-retention capability? 
What is the need-satisfaction capability/dollars? 

Quality a 

What are the product's characteristics that distinguish it from com-
peting products based on an objective evaluation of workmanship, 
engineering, durability, excellence of materials, structural superior-
ity, personnel superiority, attention to detail, or special services? 

Performance a What does the product do and how well does it do what it is de-
signed to do in comparison to alternative purchases? 

Components or 
contents a 

What is the product composed of? What ingredients does it con-
tain? What ancillary items are included with the product? 

Availability a Where can the product be purchased? When will the product be 
available for purchase? 

Special offers a What limited-time nonprice deals are available with a particular 
purchase? 

Taste a 
Is evidence presented that the taste of a particular product is per-
ceived as superior in taste by a sample of potential customers? (The 
opinion of the advertiser is inadequate). 

Nutrition a 
Are specific data given concerning the nutritional content of a 
particular product, or is a direct specific comparison made with 
other products? 

Packaging or shape a 
What package is the product available in which makes it more 
desirable than alternatives? What special shapes is the product 
available in? 

Guarantees and 
warranties a What post-purchase assurances accompany the product? 

Safety a What safety features are available on a particular product compared 
to alternative choices? 

Independent re-
search a 

Are results of research gathered by an “independent” research firm 
presented? 

Company research a Are data gathered by a company to compare its product with a 
competitor's presented? 

New ideas a Is a totally new concept introduced during the commercial? Are its 
advantages presented? 

Variety b Is the product available in different colors, sizes, shapes, flavors, 
tastes, etc.? 

Country of origin c In what country was the product manufactured, assembled, or 
designed? From what country were ingredients or parts sourced?  

Telephone number d Does the ad show a telephone number (toll-free or otherwise)? 

Homepage/ keyword 
search d 

Does the ad redirect consumers to the brand or company homep-
age, or does it encourage consumers to perform an Internet search 
using a product related keyword? 

a: Stern, Krugman, and Resnik (1981); b: Akan (2007); c: Herpen et al. (2000); d: Choi et al. (2006). 
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2.3 Coding Procedure 

Two bilingual Chinese native speakers coded the sample. Coders were 
trained with detailed written instructions in English and by coding 20 commer-
cials that were not part of the sample. Coders judged information cues in any 
part of the visual (e.g., on-screen descriptions, captions, characters’ body lan-
guage, background settings, visual symbols) and audial aspects (e.g. speech by 
on-screen characters, voice-over, musical lyrics) of the advertisements. To 
check intercoder reliability, coders independently coded 104 commercials 
(about 7%) randomly selected from the sample. Based on the proportional re-
duction in loss (PRL) approach suggested by Rust and Cooil (1994), the PRL 
reliability measures for all the coding variables were above 0.92. Therefore, 
coding reliability was deemed satisfactory. After discussing and resolving all 
discrepancies, coders each coded a different half of the sample. 

3 Results 

Table 2 presents the overall level of informativeness of Chinese television 
commercials. 76.3% of the sample contained at least one information cue, 
47.0% of the sample contained two or more information cues and 24.8% con-
tained at least three cues. We found a total of 2344 cues in 1439 television 
commercials, for an average of 1.6 cues per commercial (Table 3). 

Table 3 presents the extent to which each of the 19 information cues are used 
in Chinese television commercials. ‘Performance’ (39.1%), ‘Variety’ (27.0%), 
‘Components/contents’ (19.3%), and ‘Quality’ (14.5%) constitute the four most 
frequently used information cues. The top 8 information cues can be found in 
more than 5% of ads. 

Table 2: Information level of Chinese television commercials 

Cues per ad (n) ads (n) % (n=1439) 
No cue 341 23.7 
At least 1 cue 1098 76.3 
2 cues or more 675 47.0 
3 cues or more 357 24.8 
4 cues or more 147 10.2 
5 cues or more 46 3.2 
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Table 3: Information cues in Chinese television commercials 

Information cue Frequency (n) % (n=1439) 
Performance 562 39.1 
Variety 388 27.0 
Components/contents 278 19.3 
Quality 209 14.5 
Availability 175 12.2 
Homepage/keyword search 151 10.5 
Telephone No. 137 9.5 
Country of Origin 122 8.5 
Special offers 68 4.7 
New ideas 60 4.2 
Safety 50 3.5 
Nutrition 38 2.6 
Price 36 2.5 
Company research 26 1.8 
Packaging 16 1.1 
Independent research 14 1.0 
Guarantees/ warranties 10 0.7 
Taste 4 0.3 
Total 2344 162.9 

 
Table 4 presents the differences in information level across product catego-

ries. The percentage of informativeness ranges from 38.9% to 100% across 17 
product categories and these differences (H1a) are significant (X2=259.3, 
p<0.001, df=16). The average number of cues per commercial ranges from 0.8 
to 2.6 and these differences (H1b) are also significant (F=26.000, p<0.001, 
df=16). Hence, H1a and H1b are supported. Product categories exhibiting high 
levels of informativeness —operationalized here as more than 80% of ads in the 
category containing at least 1 information cue, in combination with an average 
number of information cues per ad of 2 or more— can be found in the personal 
care (98.0%, 2.6), detergents (96.7%, 2.2), food and beverage (93.6%, 2.5), IT, 
telecom and electronics (91.5%, 2.0), and automobiles and accessories (82.5%, 
2.1) categories. In contrast, five categories feature low informativeness —
operationalized as less than 70% of ads in the category containing at least 1 
information cue, in combination with an average number of information cues 
per ad of less than 1— i.e., the housing and decorating (38.9%, 0.6), financial 
and insurances (45.8%, 0.8), institutional (48.6%, 0.9), Others (55.6%, 0.9), and 
fashion (62.8%, 0.9) categories. 

To further investigate the relationship between informativeness of commer-
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cials and product categories we classified a total of 1130 commercials into two 
categories, durable goods (470 ads) and non-durable goods (660 ads). Ads for 
services were not included in this analysis as they are not goods. The percentage 
of informative ads tends to be slightly higher for durable goods (83.0%) than for 
non-durable goods (82.3%). However, the difference is not statistically signifi-
cant (X2=0.104, p=0.75, df=1). Thus, H2a is not supported. On the other hand, 
non-durable goods tend to feature a slightly higher average number of cues 
(1.84) than durable goods (1.77), which is in the opposite direction of H2b. This 
difference however, is also not significant (t= -0.826, p=0.409, df=1128). Con-
sequently, H2 is not supported. 

Regarding commercial length, Table 5 shows a range spanning from 5 sec-
onds to 105 seconds. The most frequently used commercial length in our sample 
is 15 seconds, accounting for 65.3% whereas 30-second commercials represent 
11.5%. To investigate the relationship between length and information content, 
we categorized all commercials into 2 groups based on length, i.e., commercials 
of 15 seconds and less (n=1260) and commercials longer than 15 seconds 
(n=179). Results indicate that longer commercials tend to be more often in-
formative than shorter ones (83.2% versus 75.3%). Since the difference is statis-
tically significant (X2=5.012, p=0.025, df=1), H3a is not supported. Further-
more, results show that longer commercials feature a higher average number of 
cues (2.15) than shorter ones (1.55) and this difference is statistically significant 
(t= -5.416, p<0.001, df=1437). Thus H3b is also not supported. To confirm this 
positive correlation between commercial length and information content, we 
also compared the differences in informativeness between 15-second and 30-
second commercials and found the same tendency, i.e., that longer commercials 
contain more information. However, these differences were not statistically 
significant. Thus, our results confirm the intuitively logical positive relationship 
between length and information content reported by Zandpour et al (1992), but 
contradict the results reported for Chinese advertising by Chan and Chan 
(2005). 
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Table 4: Information level by product category 

Product category ads 
(n) % informative a average 

cues b (n) 

Media 5 100.0 1.4 

Personal care 100 98.0 2.6 

Detergents 30 96.7 2.2 

Food and beverage 233 93.6 2.5 

IT, telecom and electronics 82 91.5 2.0 

Events 18 88.9 1.3 

Automobiles and accessories 206 82.5 2.1 

Health care products and services 91 82.4 1.4 

Home durable appliances 182 80.2 1.3 

Services 27 77.8 1.3 

Retailing 23 73.9 2.3 

Fashion 86 62.8 0.9 

Alcohol 120 57.5 1.0 

Others 9 55.6 0.9 

Institutional 37 48.6 0.9 

Finance and insurance 118 45.8 0.8 

Housing and decorating 72 38.9 0.6 

Total 1439 76.3 1.6 

Durable** 470 83.0 c 1.77 d 

Non-durable 660 82.3 c 1.84 d 
*Product category ‘Others’ is excluded from the analysis because of the diversity and the incon-

sistent characteristics of commercials in this product category. 
**Durable goods: automobiles & accessories, IT, telecom & electronics, and home durable ap-

pliances categories. Non-durable goods: alcohol, detergents, fashion, food & drinks, health care, 
personal care categories. 

a: Differences across 17 product categories are significant (X2=259.3, p<0.001, df=16).  
b: Differences across 17 product categories are significant (F=26.000, p<0.001, df=16).  
c: Differences between durable and non-durable goods are not significant (X2=0.104, p=0.75, 

df= 1).  
d: Differences between durable and non-durable goods are not significant (t= -0.826, p=0.409, 

df=1128). 
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Table 5: Information level by commercial length 

Length n % n with >=1 cue % informative 
5 sec. 174 12.1 112 64.4 
8 sec. 30 2.1 23 76.7 
10 sec. 116 8.1 69 59.5 
15 sec. 940 65.3 745 79.3 
20 sec. 3 0.2 2 66.7 
30 sec. 165 11.5 138 83.6 
45 sec. 3 0.2 3 100.0 
60 sec. 7 0.5 5 71.4 

105 sec. 1 0.1 1 100.0 
Total 1439 100 1098 76.3 

<=15 sec. 1260 87.6 949 75.3 
>15 sec. 179 12.4 149 83.2 

4 Discussion 

Compared to previous studies, results of this study indicate that the level of 
informativeness in Chinese television advertising is relatively high in spite of 
the fact that we calculated average number of information cues as a ratio of all 
commercials, whereas previous studies on Chinese advertising informativeness 
calculated this number as the ratio of informative ads (Chan, 1995; Chan and 
Chan, 2005). One reason for this result is that we expanded the coding scheme 
with four additional information cues. Inclusion of these additional cues in-
creases the average number of information cues to 1.6. If we only include the 
original 14 information cues, the average number of cues per commercial drops 
to 1.2, and the percentage of informative commercials drops from 76.3% to 
68.0%. In addition, an uneven distribution of ads across product categories in 
the sample as compared to other studies may explain this overall high level of 
informativeness. Product categories such as ‘Personal care,’ ‘Food and bever-
age,’ ‘Automobiles and accessories,’ and ‘IT, telecom and electronics’ which 
contain more information cues, contribute more to the average level of informa-
tiveness. Commercials from these four categories constitute 43% of the sample, 
but account for 60% of the total number of cues. Furthermore, there may be 
reasons universal to the product categories and reasons specific to China as to 
why these categories contain more information. Reasons of a general nature 
apply to the ‘IT, telecom and electronics,’ and ‘automobiles and accessories’ 
categories which are classified as high-involvement and thinking products under 
the FCB matrix (Ratchford, 1987; Weinberger and Spotts, 1989) and thus prone 
to contain more information cues. Moreover, these categories in China are in the 
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growth stage of the product life cycle, when advertisers tend to focus more on 
the product’s benefits and features to differentiate their products from those of 
competitors (Anderson and Zeithaml, 1984; Day, 1981). In addition, the majori-
ty of Chinese car buyers are first-time users and need more information on the 
characteristics and performance of products. With respect to the food and bever-
age category, in China a general trend toward heightened consumer health 
awareness in combination with the many recent food scandals has led to in-
creased consumer need for information on product contents and safety. Pew 
Research Center (2012) reports that after a number of high-profile food safety 
scandals in recent years, concerns about the safety of food have more than tri-
pled from 12% in 2008 to 41% in 2012. A recent trend in the high-involvement 
personal care and cosmetics category is that Chinese female consumers have 
been increasingly concerned about naturalness of product ingredients in addition 
to product performance (LabBrand, 2009; China Cosmetic Market Study, 2013). 
Thus, personal care and cosmetics advertising will need to focus on rational 
explanations of product, ingredients, and specific benefits (China Cosmetic 
Market Study, 2013). Our findings suggest that advertisers appear to be re-
sponding to the developments in these product categories.  

In this study we confirmed the influence of product category on the level of 
informativeness. However, results show that there are no significant differences 
between commercials for durable goods and non-durable goods. This contra-
dicts results of prior studies that ads for non-durable goods contain less infor-
mation cues (e.g., Stern et al., 1981; Choi et al., 2006; Akan, 2007). The above-
mentioned socio-economic environment and Chinese consumer needs in the 
personal care and food and beverage categories may explain this finding. The 
level of informativeness of these two product categories contributes to the high 
informativeness of non-durable goods found in this study. Durable goods are 
usually high involvement products, but non-durable goods are not necessarily 
low involvement products, especially in the current Chinese context. Consum-
ers’ purchasing involvement in a certain type of product may vary across na-
tional markets and may change over time. For instance, the food and beverages 
categories have usually been categorized as low involvement products. Howev-
er, the current situation in China where consumers cannot take food safety for 
granted, leads to a dramatic increase in consumer perceived risk of and in-
volvement with these categories.   

Results are also contrary to our third hypothesis that the level of informa-
tiveness is uncorrelated to commercial length. Previous research also reports 
contradictory findings. This study does however confirm the findings of the 
cross-cultural study by Zandpour et al. (1992) and thus corroborates the intui-
tively appealing logic that longer commercial contain more information than 
shorter ones. 
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This study updates Resnik and Stern’s (1977) framework with four addition-
al cues. The relatively frequent occurrences of these cues confirm the necessity 
of expanding the original framework. ‘Variety’ is even the second most fre-
quently used information cue. ‘Telephone No.’ and ‘Homepage/keyword 
search’ are two types of cue that redirect consumers to sources of more detailed 
information. ‘Country of origin’ plays an important role in Chinese consumers’ 
purchasing decision-making process as a symbol of trustworthiness and implicit 
assurance of product quality, especially for products made outside of China 
(Zhang, 1996). However, ‘Country of origin’ was used in only 8.5% of com-
mercials. Furthermore, closer inspection of our data set reveals that if only ref-
erences to foreign origin are counted, the percentage drops to 2.6%. This sug-
gests that Chinese manufacturers are increasingly becoming confident in 
referring to China as the source of products.  

One specific finding of this study is that, in spite of increased consumer 
needs for information on product safety, advertisers only sparingly used the 
safety cue (3.5%). This implies that companies that employ high product safety 
standards should consider providing safety information claims in their ads. One 
more example that is worthy of highlighting is the financial and insurance in-
dustry. Products related to credit cards, banking and life insurance are usually 
categorized as high involvement and think products under FCB grid and thus 
advertisements for them would be expected to contain a high level of infor-
mation content. However, the pattern is different in Chinese television commer-
cials where most ads in the finance and insurance category contain a relatively 
low level of information and focus more on brand or corporate image, presuma-
bly to establish an image of trust among consumers. The reason for this may be 
that in China for financial and insurance products corporate trust is more im-
portant than specific product details and benefits and that these products may 
have a higher emotional component. 

5 Future Research and Limitations 

Content analysis reflects the view of advertisers and marketers. Future stud-
ies should also investigate consumer information needs and perceptions. Due to 
space limitations we were not able to include analyses of information cue distri-
bution patterns by product category. This needs to be dealt with in a future 
study. Finally, limitations of the Resnik and Stern framework need to be ad-
dressed. One limitation is that the framework explicitly measures types of cues 
rather than instances of information (cf. Abernethy and Franke, 1996; Choi et al, 
2006), preventing researchers from measuring the actual information level as 
perceived by consumers. Another limitation is that it does not cover all types of 
information found in advertising. A thorough cross-cultural reevaluation, valida-
tion and expansion of the framework appear warranted.  
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Media Multitasking with Television News: The Interaction of 
Content and Audience Factors  

Vijay Viswanathan 
Hilde Voorveld 

1 Introduction 

News programs are an important source of revenue for the media and com-
munications industry. The FCC (2011) reports that advertising on news pro-
grams accounts for around 40% of a TV station’s revenue. A more recent report 
by the Pew Research Center (2013) points out that revenue from advertising 
expenditure on cable, local TV, and digital news platforms grew by at least 5% 
from 2011 to 2012. The report also reveals that while TV is still the dominant 
medium for obtaining news, consumers are increasingly using digital media to 
stay abreast of the latest news. In fact, recent studies have found that individuals 
across age groups frequently engage with multiple media platforms such as 
television and computers concurrently (Carrier, Cheever, Rosen, Benitez, & 
Chang, 2009; Roberts & Foehr, 2008; Voorveld & Van der Goot, 2013). From 
an integrated marketing communications point of view, the concurrent con-
sumption of television and other media platforms poses an interesting oppor-
tunity for news channels and their advertisers. While some firms have attempted 
to take advantage of the opportunity, few have done so effectively. For instance, 
Nielsen conducted an analysis of around 5,000 cross channel campaigns and 
found that while TV advertisements reached 63% of the target audience, online 
advertisements reached only 2%. Moreover, the overlap was only 5%, much 
lower than the objectives set for these campaigns (Urbanski, 2013). These statis-
tics suggest that firms have yet to gain a good understanding of the media con-
sumption behavior of the target audience before planning cross channel cam-
paigns. Campaigns that are developed and executed without a clear 
understanding of which consumer segments are likely to use multiple media are 
bound to be ineffective and expensive. Knowledge of the multiple media con-
sumption patterns of the target audience is therefore crucial to the future per-
formance of news channels and the media industry at large.  

The phenomenon of individuals engaging with multiple media concurrently 
has aroused the interest of scholars from various disciplines. Concurrent media 
consumption or “multiple exposures to various media forms at a single point in 
time for the same media consumer” has been termed as media multitasking 
(Pilotta et al., 2004). Previous studies have shown that multitasking is common 
and that approximately a quarter of one’s media day involves media multitask-
ing (Papper et al., 2004). While evidence suggests that media multitasking is on 
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the rise, only a few studies (e.g., Voorveld and Viswanathan, 2013) have at-
tempted to examine whether the phenomenon is prevalent across different gen-
res. This study builds on such work and examines how different segments of 
individuals engage in media multitasking with one specific genre. Specifically, 
since television is still the dominant medium for gathering news, the main ob-
jective of this study is to explain individual differences in engaging with multi-
ple media while watching television news.  

The article makes two key contributions to ongoing work on media multi-
tasking. Hitherto, some studies on media multitasking have examined the role of 
structural or situational factors (Voorveld and Viswanathan, 2013) and others 
have focused on the uses and gratifications framework (Wang and Tchernev, 
2013) to explain media multitasking. However, previous studies on media con-
sumption state that it is important to consider the interaction of structural and 
individual factors to understand media consumption (Webster & Wakshlag, 
1983). While structural factors do influence consumption of media to a large 
extent, studies that ignore audience factors implicitly treat all individuals as 
homogeneous (Cooper and Tang, 2009). Moreover, studies have found that 
individuals differ in their motivations for using different media and consuming 
content such as news (Ksiazek, Malthouse and Webster, 2010; Wonneberger, 
Schoenbach & van Meurs, 2011). Second, while most studies have relied purely 
on surveys or only on observational data e.g., Jordan, Trentacoste, Henderson, 
Manganello, & Fishbein, 2007; Mitchell, Macklin, & Paxman, 2007) to explain 
media multitasking, this study uses a combination of observational data and 
survey research. Audience factors such as uses and gratifications are obtained 
from a survey and included in the empirical analysis. To summarize, this study 
not only contributes to ongoing work on media multitasking but also provides 
news channels and advertisers a better understanding of the media consumption 
patterns of different segments of television news viewers. 

2 Theoretical Framework 

The section is laid out as follows. We conduct a brief review of prior work 
to gain a good understanding of the various factors that influence media con-
sumption. We then examine how these factors have been used in previous stud-
ies on media multitasking, specifically with news on television. As stated earli-
er, we focus on media multitasking with television news as evidence suggests 
that television is still the dominant information resource (Pew Research Center, 
2013). We then develop our theoretical framework to explain how the interac-
tion of audience factors and characteristics of news content interact with each 
other and influence the extent of media multitasking. The audience factors that 
we are interested for this study are television viewing motivations related to 
social interaction, relaxation and information. Finally, we propose our hypothe-
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sis to test whether there are individual differences in the extent of media multi-
tasking with television news. 

2.1 Factors Influencing Media Consumption 

Webster, Phalen, and Lichtly (2000) suggest two factors that broadly explain 
media use: audience factors and media factors. Examples of audience factors are 
socio-demographic and psychological factors (Jeong & Fishbein, 2007). Previ-
ous studies on age (Carrier et al., 2009; Voorveld & Van der Goot, 2013) have 
surprisingly found that multitasking varies little between younger and older age 
groups. Other studies have also found that females are more likely than males to 
combine media usage with non-media activities, and that sensation seeking and 
impulsivity influence multitasking (Jeong & Fishbein, 2007; Sanbonmatsu, 
Strayer, Medeiros-Ward, & Watson, 2013). 

An important audience factor in prior research on media use is uses and grat-
ifications. According to this approach, people are aware of their needs and 
choose media content that provides the gratifications they seek (Katz, Blumler 
& Gurevitch., 1974; McQuail, 1983; Rubin, 2002). In this study, we focus on 
three specific needs or motivations for watching television. The three needs, 
which are need for social interaction, need for relaxation and need for infor-
mation, have often been used in previous television uses and gratification stud-
ies. For instance, studies have found a positive relationship between need for 
relaxation and use of traditional media (e.g., Rubin, 1983). A similar relation-
ship has been found between the need for relaxation and use of digital media 
(e.g., Stafford, Stafford and Schkade, 2004).  

Media factors (Webster et al., 2000) comprise of structural media factors 
(e.g., media market) and individual media factors (e.g., media ownership). 
Cooper and Tang (2009) find that audience and structural factors are both influ-
ential in driving media consumption. Wonneberger et al. (2011) specifically 
examined consumption of television news and similarly found that both struc-
tural and individual factors have a significant effect on television news con-
sumption.  

2.2 Media Multitasking with Television News 

Studies on media multitasking too have investigated the role of audience and 
situational factors. For instance, Wang and Tchernev (2012) investigate various 
individual factors to explain media multitasking and find that factors such as 
cognitive needs and habitual needs significantly influence individuals’ decisions 
to engage in media multitasking. Voorveld and Viswanathan (2013) study the 
impact of several structural factors such as day parts, social viewing and media 
ownership, and find that they significantly affect the extent of media multitask-
ing.  
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From the point of view of this study, an important finding in the latter study 
is that the extent of media multitasking varies for different genres being viewed 
on television. For instance, they find that the extent of media multitasking is 
lower when individuals watch television news than when they watch sports on 
the television. Voorveld and Viswanathan explain the low amount of media 
multitasking with television news by integrating theories related to intentional 
exposure, cognitive load, limited information capacity and benefits sought. 
Specifically, news can be characterized as a genre that is watched intentionally 
and which provides the latest information to its viewers. Newscasts are general-
ly fast-paced and have tabloid style production qualities (Grabe, Zhou, Lang, & 
Bolls, 2000). Watching news can therefore be a highly complex and cognitively 
demanding process (Schaap, Renckstorf, & Wester, 2005). According to cogni-
tive load theory (Lang & Chzran, 2013; Lee, 2012), news is likely to draw more 
cognitive resources (Grabe et al., 2000) and combining it with another medium 
simultaneously could result in overload. It is also quite possible that media mul-
titasking with news results in lower processing of the news content as previous 
research suggests that multitasking with media results in lower levels of cogni-
tive task performance (Bowman et al., 2010; Ophir, Nass, & Wagner, 2009; 
Pool, Koolstra, & van der Voort, 2003). To summarize, it seems that watching 
television news is typically accompanied by low levels of media multitasking.  

2.3 Media Multitasking with News: Interaction of Audience and News 
Characteristics 

Previous studies on media multitasking have examined the role of audience 
factors and situational factors in isolation i.e., only main effects. However, a 
plethora of prior studies suggest that media exposure is a function of both grati-
fications sought by the individual as well as those obtained from consuming 
certain content. For example, Palmgreen, Wenner and Rayburn (1980) found 
that television news viewing is positively correlated to the strength of the rela-
tionship between gratifications sought by the individual and gratifications ob-
tained from the content. Content that largely succeeded (failed) to meet the 
gratifications being sought were often the most (least) viewed ones. We bridge 
these findings and our knowledge of the theories that influence media multitask-
ing to explain how television viewing motivations such as need for social inter-
action, relaxation or information influence the extent of media multitasking 
while watching television news in different ways. 

 In the previous sub-section we noted that media multitasking results in 
greater cognitive load and limits the information processing abilities of individ-
uals. Therefore media multitasking with news inhibits individuals who have a 
high need for social interaction and also those who have a high need for relaxa-
tion from achieving their needs. Individuals who have a high need for social 
interaction have little to gain from media multitasking with news. Similarly, 
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media multitasking with news requires greater cognitive resources and thus 
prevents individuals from relaxing. However, it is quite possible that individuals 
who have a high need for information are able to meet their needs from media 
multitasking with news. Since television news often only partially meets the 
information needs of its viewers (Palmgreen et al., 1980), media multitasking 
can result in additional information and thus satiate the needs of these infor-
mation seekers. While individuals do perhaps incur cognitive and information 
processing costs, the benefits obtained from media multitasking possibly over-
whelm the costs incurred. We therefore hypothesize that 

 
H1: A higher need for social interaction results in lower levels of media multi-
tasking while watching television news. 
H2: A higher need for relaxation results in lower levels of media multitasking 
while watching television news. 
H3: A higher need for information results in higher levels of media multitasking 
while watching television news. 

3 Research Design 

3.1 Data 

The Council for Research Excellence (CRE) is an independent group of re-
search professionals that have conducted a host of studies on media consump-
tion behaviors. For the analysis, we use data from the Video Consumer Mapping 
(VCM) study conducted from March 26, 2008 to July 24, 2008 (also see Voor-
veld and Viswanathan 2013). Nielsen initially provided CRE a list of former 
participants from their Peoplemeter panel. From this list, 495 U.S. adults were 
recruited from six Designated Market Areas (DMAs), specifically Dallas, Phila-
delphia, Atlanta, Seattle, Chicago, and Indianapolis, and were observed for an 
entire day. CRE took on the responsibility of training observers and providing 
them with “smart keyboards” and custom software. Custom software on the 
device presented a hierarchical menu system for coding the categories and activ-
ities.  These tools helped the observer to record the use of various media includ-
ing concurrent media usage at granular intervals of 10 seconds. Specifically, 
concurrent usage is said to occur when a participant uses two or more media 
simultaneously. Observers worked in eight hours shifts, and two shifts were 
sufficient to record a participant’s activities over the course of the day. A fol-
low-up survey was also conducted to obtain information on participants’ socio-
demographic profiles and background information. We included only those 
observations for the analysis where an individual watched television between 
6am and 11pm. The final sample for the analysis consists of 108,664 observa-
tions pertaining to 273 participants. 
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3.2 Independent Variables 

Observers from CRE recorded the genres that participants viewed on televi-
sion. The genre news includes local newscasts as well as 24 hours cable chan-
nels such as CNN and news programs such as 60 Minutes. Around 15% of the 
total observations were related to watching news. News viewing was a coded as 
a binary variable with a value of 1 if an individual’s primary attention was on a 
television news program and 0 otherwise. 

Panelists responded to a questionnaire designed to understand their motiva-
tions for watching television specifically (see Table 1). A factor analysis of the 
responses revealed the presence of three needs or motivations that explained 
58.5% of the total variance. The factors were named as the need for social inter-
action (Cronbach alpha = 0.829), the need relaxation (Cronbach alpha = 0.811) 
and the need for information (Cronbach alpha = 0.802). The table below shows 
the loadings obtained from the Varimax rotation. 

Table 1: Factor loadings from factor analysis with varimax rotation 

 Need for 

 Interaction Relaxation Information 

Find something in common with others .798 
Connect with friends, family or others .781   
It’s cool .598 .385  
I trust it .587  .339 

Feel that I am on the cutting edge of things .541  .540 

Feel completely immersed in the experience .506 .436  
It puts me in control .385 .348  
To be entertained  .795  
It helps me unwind  .755  
It’s fun  .740  
Pass the time  .677  
Satisfy my curiosity about something   .783 

Keep up with what’s going on in the world   .779 

Offers me things that are personally relevant   .740 

3.3 Media Multitasking 

Observers recorded the use of television and the concurrent use of six other 
media, if any. The six other media are video, audio, phone, print, gaming, and 
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others. Please refer to Voorveld and Viswanathan (2013) for a detailed descrip-
tion of specific devices included in the study. Consistent with the definition, 
media multitasking was operationalized as the number of different media plat-
forms used concurrently with television as the primary medium at each observa-
tion point. For example, an individual who watches a news program on televi-
sion and simultaneously surfs the internet at a certain instance of time has a 
media multitasking measure of 2 at that observation instance. In our data, 
around 84% of the observations have a media multitasking measure of 1 and the 
remaining 16% have a media multitasking measure of at least 2. 

3.4 Control Variables 

We included gender (operationalized as a dummy with male = 1), education 
(college or higher = 1 else 0), age, and income levels (coded 1 to 4, with 1 rep-
resenting the lowest income group and 4 representing the highest) as measures 
of individual demographics. Around 41% of the participants are male and 36% 
have at least a college education. The average age of the sample is around 49 
years (SD = 17.25) with a minimum age of 19 years and a maximum age of 88 
years. Finally, 33% of the sample has an income of less than USD 30K per 
annum, 16% has an income greater than USD 100K per annum, and the remain-
ing 50% are in between.  

Previous studies (Heeter, 1985; Yuan & Webster, 2006) suggest that audi-
ences with higher availability use more media. We therefore used the amount of 
time individuals spend watching news. To control for time of the day, television 
viewing from 6am to 12pm was classified as morning, 12pm to 6pm as after-
noon, and 6pm to 11pm as evening. Late night television viewing was not in-
cluded in this study due to the sparse number of observations in this day part. 
Morning television viewing comprised around 18% of the total observations, 
afternoon television comprised of 36%, and evening television comprised of the 
remaining 46%. 

We excluded media ownership from this study as all the respondents in the 
study had a television and most of the respondents had access to the internet and 
mobile phones. Ownership of media is also likely to be highly correlated with 
the motivations for media use. 

3.5 Results 

To test the hypotheses we used a univariate analysis of variance (ANCOVA) 
with news and uses and gratifications as independent variables and the number 
of media consumed simultaneously as the dependent variable. Estimation was 
done using Hochberg's GT2 correction. The model overall was significant (F = 
306.37, p < 0.01). Significant effects are reported using the 99% confidence 
interval. 
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Table 2: Effects of independent variables on media multitasking (ANCOVA) 

Source DF Type III SS F p 

News 1  5.18   31.28   0.00  

Day part 2  78.86  238.02   0.00  

Male 1  12.21   73.69   0.00  

College Education 1  2.47   14.88       0.00  

Income 3  96.41  194.01   0.00  

Age 1  3.12   18.82   0.00  

Interaction 1  58.93  355.73   0.00  

Relaxation 1  0.38   2.27       0.13  

Information 1  36.87  222.56   0.00  

Time with news 1  231.59  1,398.08   0.00  

News x Interaction 1  0.94   5.68       0.02  

News x Relaxation 1  14.49   87.46  0.00  

News x Information 1  0.01   0.04       0.83  

 
We first discuss the effects of the control variables pertaining to demograph-

ic variables and structural factors and then focus on the results pertaining to the 
hypotheses. The ANCOVA results in Table 2 suggest that gender and income 
differences between participants have a significant effect on media multitasking. 
Structural variables such as day parts, too, have a significant effect.  

We now report the results for the main effects for news and viewing motiva-
tions. The ANCOVA results find that television news has a significant effect on 
media multitasking. The extent of media multitasking while watching news (M 
= 1.18, SE = 0.00) is greater than while watching other genres (M = 1.16, SE = 
0.00). Two of the three motivations for watching television have a significant 
main effect on the extent of media multitasking. Individuals with a higher need 
for social interaction significantly engage with fewer media (M = 1.11, SE = 
0.00) than individuals with a lower need for social interaction (M = 1.23, SE = 
0.00). We do not find a significant difference in the extent of media multitasking 
between individuals with high or low need for relaxation. However, we do find 
a significant difference in the extent of media multitasking between individuals 
who have a high need for information and those who have a low need for infor-
mation. Individuals who have a high need for information engage with more 
media concurrently (M=1.20, SE=0.00) than those with a lower need for infor-
mation (M=1.14, SE=0.00). 

We now report the results for the marginal means for the interaction effects 
of viewing motivations and news content. First, we find that individuals who 
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have a high need for social interaction significantly engage with fewer media 
(M = 1.13, SE = 0.00) while watching television news than those who have a 
lower need for social interaction (M = 1.23, SE = 0.00). H1 is therefore support-
ed. Similarly, individuals who have a high need for relaxation significantly 
engage with fewer media (M = 1.15, SE = 0.00) while watching television news 
than those who have a lower need for relaxation (M = 1.21, SE = 0.00). There-
fore, H2 is also supported. Finally, individuals who have a high need for infor-
mation significantly engage with more media (M = 1.22, SE = 0.00) while 
watching television news than those who have a lower need for information (M 
= 1.15, SE = 0.00). H3 is also supported. The results from the ANCOVA there-
fore support all the three hypotheses. Figure 1 below provides a visual depiction 
of the marginal means reported above. 
 

 

Note: SE lines displayed for each bar plot  

Figure 1: The moderating effect of viewing motivations 

4 Discussion 

The main objective of the study was to study whether the interaction of me-
dia characteristics and motivations for watching television have a significant 
effect on media multitasking with television news. Previous studies have exam-
ined only one of these factors at a time to explain simultaneous use of multiple 
media. However, we find that the interaction of the two factors has a significant 
effect on media multitasking with television news and provides deeper insights 



138 Viswanathan and Voorveld  

on how different individuals engage concurrently with multiple media. A unique 
combination of observational data and survey responses helped us conduct the 
analysis and test the hypotheses. This study therefore answers the call of Rubin 
(1984) and Ruggiero (2000) to add observational data when studying media use.  

This study extends ongoing work on media multitasking and reveals im-
portant insights for academics and practitioners. Greater use of cognitive re-
sources and limited ability to process information does seem to inhibit the use of 
multiple media. As Voorveld and Viswanathan (2013) suggest, people are less 
likely to engage in media multitasking when a situation is cognitively demand-
ing, except when benefits can be expected from media multitasking. It is this 
context that the uses and gratifications approach plays an important role in de-
termining the extent of media multitasking. As the results suggest, individuals 
who have a high need for information were perhaps able to meet their needs 
while multitasking with news television and therefore engage concurrently with 
more media. Conversely, media multitasking with television news was of little 
use and came at a high cost to individuals who have a high need for interaction 
or relaxation. Broadly speaking, the results suggest that there exists heterogenei-
ty in individuals’ preferences for multitasking depending on their motivations 
for media use. Previous studies have pointed out the importance of studying the 
structural factors that influence media use. However, it is important to note that 
an examination of only the structural factors ignores the existence of heteroge-
neity or differences in people’s needs and preferences. It is therefore important 
that studies on media use include both structural factors as well as audience 
characteristics.   

The advent of the digital era and penetration of multiple digital devices 
across households has tremendously empowered consumers of information. 
While marketing managers can choose what information to share with the mar-
ket at large, individuals have greater control on decisions pertaining to what 
information to consume, which platform(s) to use, and when to consume it. This 
study therefore has important implications for practitioners in the communica-
tions industry. While the news industry rapidly increases its presence on digital 
media, it should be aware of which users are more likely than others to use a 
certain combination of media. Firms that seek to target the segment of infor-
mation seekers will be better off ensuring that their content across media plat-
forms are consistent and meet the needs of their viewers. On the other hand, 
news organizations or programs that cater to the segments of individuals who 
are looking for relaxation or social interaction can perhaps afford to be less 
vigilant. These segments seem to consume one medium at a time and do not 
perceive gaining any additional benefits from media multitasking. The study 
also has implications for firms that advertise on television news networks or 
programs. From an integrated marketing point of view, firms have to take into 
cognizance that some individuals may find certain content in a television news 
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program intriguing and consequently begin searching for related information on 
other media. Knowledge of these results can help advertisers be better prepared 
in how they manage their content over different media platforms. 

5 Conclusion 

The growing phenomenon of multitasking has aroused the interest of schol-
ars in various disciplines. While this study makes important theoretical and 
managerial contributions to ongoing work on media multitasking, more work is 
needed. Future studies on multitasking can examine how the characteristics of 
other genres interact with audience factors in influencing the extent of media 
multitasking. While the motivations for television viewing were captured as a 
snapshot in a survey, future work can attempt to use more innovative research 
designs where viewing motivations are captured at the onset of and/or during 
media consumption. There is increasing interest is in using technologies from 
medicine such as skin sensors, fMRIs and eye tracking cameras in the social 
sciences. Future studies could use data captured by these methods to understand 
how people allocate attention to different media (Brasel & Gips, 2011) and how 
this influences information processing (e.g., Jeong & Hwang, 2012).  

This study does suffer from certain limitations. As stated earlier, it would be 
ideal to have measures of gratifications sought and obtained at different viewing 
moments. While only 24% of individuals contacted agreed to participate in the 
study, this is understandable given the high level of involvement. The response 
rate is similar to those in most survey research. The observational nature of the 
study can raise concerns on whether participants only engaged in activities that 
were socially desirable a.k.a the Hawthorne Effect. Future research could use 
methods and technologies that are less intrusive to capture actual media con-
sumption behaviors and thus further our understanding of media multitasking. 
While we did not include social viewing as a structural variable in this study, 
robustness tests revealed little change in the results even after including this 
variable. 

In conclusion, our study provides important insights on how the extent of 
media multitasking with a certain genre varies depending on the viewing moti-
vations of an individual. Studies that consider the interaction of structural fac-
tors and audience factors not only improve our understanding of multitasking 
but also provide managers a better idea of who is in fact their audience. 
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1 Introduction 

Brand placement, the paid incorporation of brands and products in mass me-
dia content (Karrh, 1998), is an increasingly popular marketing communications 
tool. Previous research into the nature of this phenomenon, has revealed that its 
effects may vary depending on characteristics of the placement (e.g., Dens et al., 
2012), characteristics of the individual consumer (e.g., Lehu and Bressoud, 
2008) and contextual factors (e.g., Van Reijmersdal et al., 2010). However, not 
all these elements have received the same amount of academic attention. In 
particular, research concerning the impact of consumers’ context related percep-
tions on brand placement effectiveness has been sparse. This is surprising be-
cause brand placements are embedded in media content and often linked to the 
context in which they are represented (Russell, 1998). Although prior research 
has established that viewers’ responses to the context are of paramount im-
portance in determining their responses to placed brands (e.g., Russell and 
Stern, 2006; Van Reijmersdal et al., 2010), there is still a lot of ground to be 
covered in this area. 

Wiles and Danielova (2009) point out that a potential key factor in determin-
ing placement success is the perceived fit of the placed brand with its context 
(e.g., the movie in which it is placed, the endorser to which it is linked, etc.). 
The first contribution of the present study is that we examine how perceived fit 
between the placed brand and its context (fit with the movie itself and the asso-
ciated character) impacts consumer responses towards brand placement in a 
movie context.  

Our second contribution is that we propose and empirically test a model that 
integrates multiple contextual perceptions (attitude toward the character, fit with 
character, fit with movie and movie liking) with placement characteristics 
(prominence and plot connection) (Figures 1 and 2). Extant literature boasts 
only a few studies that explore the simultaneous impact of, and relationships 
between different context related perceptions in determining consumers’ re-
sponses to brand placement (e.g., Russell and Stern, 2006). Moreover, research-
ers have yet to answer the outspoken need for frameworks that integrate context 
factors with characteristics of the placement itself (Balasubramanian et al., 
2006). Our study extends this research by examining how brand responses are 
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influenced by multiple contextual perceptions, placement characteristics and 
their interaction.  

2 Literature Review and Hypotheses 

The impact of context-related attitudes on responses towards traditional print 
and television advertisements is well-documented. For these traditional forms of 
advertising, context appreciation has been shown to enhance brand recognition 
(De Pelsmacker et al., 2002). Hedonic contingency theory explains this relation-
ship (Côté, 2005). The positive state of mind caused by context appreciation 
improves people’s willingness to process information and store it in memory, 
because people are more confident of a positive outcome (De Pelsmacker et al., 
2002; Van Reijmersdal et al., 2010). These findings may transfer to brand 
placements. Two studies (Bressoud et al., 2010; Johnstone and Dodd, 2000) 
demonstrate that attitude towards the movie is positively associated with the 
salience and brand recall of brands placed in that movie. As predicted by hedon-
ic contingency theory, people with higher levels of appreciation for the movie 
will be more willing to process information (e.g., brands or branded products) 
and store it in memory, which should positively affect brand recognition. There-
fore we hypothesize that:  

 
H1a: Viewers’ movie liking positively impacts brand recognition for placed 
brands. 
 

Advertising studies in traditional media find that context-related evaluations, 
such as liking or attitude toward the program spill over to evaluations of brands 
that are embedded in the content (De Pelsmacker et al., 2002). Through the 
process of classical conditioning, affective responses to contextual elements of a 
movie or program can be associated with objects (e.g., brands and products) that 
appear in the movie or program (D’astous and Chartier, 2000). More recently, 
the spillover principle has also been validated in a brand placement setting. For 
instance, a study by Van Reijmersdal et al. (2010) finds that viewers who evalu-
ated a television program positively were more likely to positively change their 
brand attitudes after seeing the brand placement in that program. In accordance 
with these findings, we postulate the following hypotheses:  

 
H1b: Viewers’ movie liking positively impacts brand attitude for placed brands. 
 

In terms of brand placements, “context” not only refers to the program or 
movie itself, but also to the character(s) in the movie that are associated with the 
placed brands. As viewers become involved with the movie and the characters, 
they will develop attitudes towards the characters. Prior research indicates that 
the attitudes towards the characters associated with the placed brands positively 
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affect how brands are processed and stored in memory (Russell and Stern, 
2006). A positive relationship between the viewer and the character instigates an 
upward social comparison process in which the character is perceived as a refer-
ent other whose behaviors (e.g., consumption patterns) are aspired to by the 
viewer (Karrh, 1998; Russell and Stern, 2006). This process raises the viewers’ 
attention for brands that are placed around the character. This increased atten-
tion makes the placed brands more accessible in memory, and thus more easily 
retrievable.  

 
H2a: Viewers’ attitude towards the character associated with the placed brand 
has a direct positive impact on brand recognition. 
 

For brand placements, we expect that the attitude toward the character asso-
ciated with the placed brand, can spill over to the brand as well (Russell and 
Stern, 2006). In advertising, Mccracken (1989) explains this process as a mean-
ing transfer. Movie characters derive meaning from their environment and how 
they interact with it, and this meaning can be transferred onto brands and prod-
ucts that are part of the environment or that are used by the characters. This 
reasoning is consistent with associative learning theory (Till and Shimp, 1998). 
While consumers watch a movie, they learn about the characters from how they 
act in different social situations. Based on these experiences, viewers automati-
cally build a network of associations around the character, which will reflect in 
their attitude towards of the character (Teichert and Schöntag, 2010; Till and 
Busler, 2000). By linking a brand to the character, the character’s associative 
network becomes a source of information about the brand (Till et al., 2008). 
Consequently, moviegoers’ character evaluations may have a strong impact on 
their perceptions of the placed brands.  
 
H2b: Viewers’ attitude towards the character associated with the placed brand 
has a direct positive impact on brand attitude.  

 
A contextual factor that remains unexplored in a brand placement context is 

the perceived fit between the brand and the context in which it is embedded 
(Wiles and Danielova, 2009). Consumers learn to attach meaning to brands by 
observing their relationship with the movie context (Cooper et al., 2010). Con-
gruence or fit between the movie context and the placed brands is likely to facil-
itate this process and result in more favorable brand responses (Till and Busler, 
2000). This idea is consistent with literature on celebrity endorsement in adver-
tising, which generally finds that a perceived matchup between the endorser and 
the brand results in better brand recognition (Erdogan, 1999). Schema congruity 
theory (Meyers-Levy and Tybout, 1989) can explain this. A schema is a cogni-
tive representation of associations and knowledge structures relating to the at-
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tributes of a certain stimulus (Meyers-Levy and Tybout, 1989). Schemas struc-
ture the process of encoding, retaining and retrieving information. People ac-
quire context-relevant schemas when confronted with attitude objects (e.g., 
movies, characters, brands, …). When a brand or a product is placed in a movie, 
its schema can be implicitly compared to that of the movie itself. Similarly, 
when a brand is associated with a certain character, the schemas of the brand 
and the character are compared. Schema congruity theory predicts that infor-
mation that is congruent with existing schemas is more easily remembered 
(Meyers-Levy and Tybout, 1989). If a placed brand or product has a high per-
ceived fit with its context (i.e., the movie or the character), the congruity be-
tween the schemata of the brand and of the movie/character is likely to benefit 
information processing and the storing of new information in memory, resulting 
in better brand recognition (Misra and Beatty, 1990; Mittelstaedt et al., 2000). 
We expect that: 

 
H3a: The perceived fit between a placed brand and the movie positively impacts 
brand recognition.  
H3b: The perceived fit between a placed brand and the character positively 
impacts brand recognition.  
 

Apart from their attitude towards the movie and the character, consumers 
may also make inferences about the brand based on its fit with the character and 
the general context of the movie or program (Bhatnagar et al., 2004). Empirical 
findings confirm that a positive perceived fit between the brand and its context 
increases brand attitudes (e.g., Amos et al., 2008; Ohanian, 1991; Till and 
Busler, 2000). Although this existing research is primarily set in the field of 
celebrity endorsements in traditional advertising (Erdogan, 1999), it can be 
extended to brand placement. Because of its integrated nature, brand placement 
forges a cognitive link between the placed brands and their context. Schema 
congruity theory predicts enhanced brand attitudes when the brand’s schema is 
congruent with the schemas associated with the character and the movie 
(Kamins and Gupta, 1994; Misra and Beatty, 1990; Till and Busler, 2000). Con-
sequently, we hypothesize that:  

 
H3c: The perceived fit between the brand and the movie positively impacts 
brand attitude. 
 H3d: The perceived fit between the brand and the character positively impacts 
brand attitude.  
 

In the absence of consumer behavior data, researchers approximate such re-
sponse behavior using self-reported behavioral intention measures. Purchase 
intention is a frequently employed effectiveness measure in both consumer and 
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advertising research (Spears and Singh, 2004). Previous research firmly estab-
lished that (brand) attitudes are important determinants of behavioral (purchase) 
intentions (Fishbein and Ajzen, 1974; Spears and Singh, 2004; Van Ittersum, 
2012). Consequently, we expect that brand attitude will significantly predict 
purchase intention:  
 
H4: Brand attitude has a positive impact on purchase intention.  

2.1 The Mediating Role of Brand Recognition on Brand Attitude Formation 

Past brand placement research demonstrates that explicit memory measures 
are poor predictors of persuasion (e.g., Law and Braun, 2000; Russell, 2002). 
Consistent with the mere exposure principle, researchers argue that the impact 
of brand placement on brand attitude formation is rather implicit (Van 
Reijmersdal et al., 2007). The mere exposure principle predicts a positive atti-
tude resulting from a brief exposure to a brand, without explicit recognition, 
based on a misattribution of the increase in accessibility (implicit memory) for 
the brand as liking (Cowley and Barron, 2008; Zajonc, 1968). However, the 
recent findings of Dens et al. (2012) shed new light on the role of recognition in 
attitude formation. Their experiment on the effectiveness of brand placements in 
movies demonstrates a positive link between brand recognition and brand atti-
tude. Furthermore, their study shows that recognition partially mediates the 
impact of placement characteristics (i.e., plot connection) on brand attitude. In 
order to explain their results they invoke the accessibility-diagnosticity frame-
work (Herr et al., 1991). This theoretical framework argues that the likelihood 
that a piece of information is used to form judgments is a function of its accessi-
bility in memory and its diagnosticity (Ahluwalia and Gürhan-Canli, 2000). As 
argued above, we expect that positive context evaluations will augment the 
accessibility of brand placements in memory, making it more likely that the 
placement’s information will be used to make a judgment about the placed 
brand. Furthermore, the greater the shared associations between the brand and 
the context, the more diagnostic the info about the context will be for making 
judgments about the brand (Skowronski and Carlston, 1987). Thus, positive 
context perceptions can stimulate both the accessibility and diagnosticity of 
brand placements. According to this reasoning, the recognition of the brand in 
the movie is likely to trigger a more positive reaction to the brand if its context 
is positively evaluated. Consequently, we hypothesize that:  
 
H5: Brand recognition mediates the impact of movie liking, character liking and 
perceived fit between the brand and the movie/the character on brand attitude.  
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2.2 The Moderating Impact of Prominence and Plot Connection 

Previous research has identified a number of placement characteristics that 
influence how people respond to brand placements (e.g., Gupta and Lord, 1998; 
Homer, 2009). Two factors whose effects are well-established in literature are 
prominence (e.g., Cowley and Barron, 2008; Gupta and Lord, 1998; Van 
Reijmersdal, 2009; Van Reijmersdal et al., 2012) and plot connection (e.g., 
Dens et al., 2012; Russell, 2002). Prominence relates to how noticeably a brand 
is represented on screen. In sum it can be defined as the extent to which the 
brand placement possesses characteristics designed to make it a central focus of 
audience attention (Gupta and Lord, 1998). Prior research has operationalized 
prominence in many different ways, e.g., the relative size of a brand on the 
screen, its centrality in the screen, time on screen or the number of mentions, 
modality (visual, auditory, audiovisual) or character interaction (is the character 
shown using or handling the brand or actively mentioning the brand name?) 
(e.g., Cowley and Barron, 2008; Gupta and Gould, 2007; La Ferle and Edwards, 
2006). Regardless of how prominence is operationalized prior studies that as-
sessed its effects find that it positively influences brand recognition and brand 
recall (e.g., Bressoud et al., 2010; Gupta and Lord, 1998). We expect promi-
nence to reinforce the workings of hedonic contingency and associative learn-
ing. Because they are more noticeable, prominent placements could benefit 
more from positive context appreciation. We hypothesize that: 

  
H6a: The direct impact of movie liking, character liking and perceived fit be-
tween the brand and the movie/the character on brand recognition will be great-
er for prominently placed brands than for subtly placed brands.  
 

Prominence is shown to significantly boost brand memory, while it can be 
detrimental to brand attitude (Van Reijmersdal, 2009). This placement charac-
teristic can interact with context related perceptions in determining consumers’ 
responses to brand placement. Cowley and Barron (2008) show that prominent 
placements, as opposed to subtle placements, yield less favorable brand re-
sponses with people with high levels of program liking. They argue that promi-
nent brand placements may disrupt the engaged viewer from its ongoing interac-
tion with the program and trigger skeptical thoughts toward the advertiser, 
which results in less favorable brand attitudes. The skepticism evoked by prom-
inent brand placements might also reflect on context related perceptions. For 
example, overly prominent placements could reduce the overall liking for the 
movie, or lead to a lower attitude toward the involved characters, which can 
subsequently spill over onto attitudes toward the placed brands. Therefore we 
hypothesize that:  
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H6b: The direct impact of context perceptions on brand attitude will be greater 
for subtly placed brands than for prominently placed brands.  
 

Based on the accessibility-diagnosticity framework, we expect the indirect 
effects of context perceptions on brand attitudes through brand recognition to be 
positively influenced by prominence. As we hypothesized in H6a, we expect 
prominence to reinforce the positive impact of context perceptions on brand 
recognition. In turn, higher accessibility of the brand increases the likelihood 
that the adopted placement information will be used in attitude formation. In 
other words, brand information from prominent placements is more likely to be 
used in the brand attitude formation process. Consequently, we expect that:  
 
H6c: The indirect impact of context perceptions on brand attitude through 
recognition will be greater for prominently placed brands than for subtly placed 
brands.  
 

Plot connection is the degree to which a placement is connected with the plot 
or storyline of the movie or program in which it is embedded. Strongly plot 
connected brands are part of the narrative structure and story of movies and 
television programs and characterize a dimension of meaning (Russell, 2002). 
Plot connection implies a stronger link between the brand and the context in 
which it is placed. Consistent with associative network theory, highly plot con-
nected brands benefit from a stronger network of context relevant associations 
than lowly plot connected brands, which facilitates the retrieval of these brands 
from memory (Dens et al., 2012). Indeed, studies find that a high degree of plot 
connection improves brand recognition (Brennan et al., 1999). In the light of 
these findings, we expect plot connection to strengthen the impact of context 
perceptions on brand recognition.  
 
H7a: The direct impact of context perceptions on brand recognition will be 
greater for highly plot connected brands than for lowly plot connected brands.  

 
From the perspective of the viewer, it is easier to link context and brand spe-

cific cognitive schemas of highly plot connected brands, as opposed to lowly 
plot connected brands. In other words, it is easier to learn about the brand from 
its context when the placement is highly plot connected. Plot connection forti-
fies the link between brand and context, facilitating the transfer of context per-
ceptions on brand attitudes through classical conditioning. Therefore we hy-
pothesize that:  
 
H7b: The direct impact of context perceptions on brand attitude will be greater 
for highly plot connected brands than for lowly plot connected brands.  
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Connecting brands to the plot or the story of a movie increases their rele-
vance. A highly plot connected brand can be considered as “primary infor-
mation” (important information which is closely related to the story), whereas a 
weakly plot connected brand rather represents secondary (less important, pe-
ripheral) information, which is normally not retrieved from memory as well as 
primary information (Dens et al., 2012; Roberts et al., 1996). Because of its 
contextual relevance, information from highly plot connected brand placements 
is also of higher diagnostic value (Ahluwalia and Gürhan-Canli, 2000). As plot 
connection increases both the accessibility and diagnosticity of brand infor-
mation, we expect that:  
 
H7c: The indirect impact of context perceptions on brand attitude through 
recognition will be greater for highly plot connected brands than for lowly plot 
connected brands 

3 Method 

3.1 Procedure and Sample 

Our study was performed during two separate editions of ‘Ladies at the mov-
ies’, a monthly women-only event organized in several movie theatres in Bel-
gium. During this event a preview of a Hollywood blockbuster is shown. The 
movies shown on the night of the study were Bride Wars and The Women. Us-
ing a coding instrument based on La Ferle and Edwards (2006) and Ferraro and 
Avery (2000), both movies were content analyzed beforehand by two independ-
ent coders to categorize the brand placements according to their levels of prom-
inence and plot connection. Intercoder agreement on prominence level was 
91.8%, agreement on plot connection level was 93.9%. Cohen’s Kappa for the 
overall categorization was K = .755 (+ 1 indicates perfect agreement, 0 indicates 
no agreement other than expected by chance) (Cohen, 1960; Perreault and 
Leigh, 1989). E-mail addresses were collected just before the movie, and a web 
link containing the questionnaire was mailed a few days after seeing the movie. 
This yielded 187 completed questionnaires for Bride Wars (response rate: 
39.6%) and 103 for The Women (response rate: 45.6%). To be able to control for 
pre-existing brand attitudes (see discussion in Webb, 1979), a survey was also 
conducted with a control group of women (N = 85, movie: Last Chance Har-
vey’) to measure attitudes towards the selected brands in a group that had not 
been exposed to either of the two test movies. 

3.2 Measures 

First we measured respondents’ movie liking on a 7-point Likert scale con-
sisting of 7 items (α = .93). Second, the attitude toward the characters linked to 
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the placements was measured using a 9 item 7-point Likert scale (α = .95). An 
exploratory factor analysis with Varimax rotation confirmed that the items be-
longing to each construct loaded on the same factor, thus evidencing the con-
structs’ discriminant validity. In order to mitigate multicollinearity in our path 
models, we use the factor scores as input. Next the respondents completed two 4 
item 7-point scales that measure their perceived fit between the brands and the 
movie (α = .93), and the brands and the character (α = .93). Again, the expected 
factorial structure was confirmed, and we use the factor scores in the analyses. 
Subsequently, respondents were asked to mark the brands they recognized in the 
movie from a list that contained the brands placed in the movie and filler brands. 
The proportion of respondents who correctly recognized the brand after being 
exposed to the placement in the movie was reduced by the proportion who false-
ly remembered seeing the brand in the other movie (which in that case served as 
a control group), to arrive at a facilitated brand recognition score. This tech-
nique allows to control for false recall (cfr. Dens et al., 2012). Brand attitude 
(Ab) and purchase intention (Pi) were measured by means of a 4-item 7-point 
semantic differential scale (   .858). Brand attitude and purchase intention 
toward these brands were also measured in the control group, for the eight 
brands under study (   .883). For each brand, the control group’s mean Ab and 
Pi scores were subtracted from each individual’s post-exposure scores in the 
main group. This resulted in both Ab and Pi difference measures that are used in 
subsequent analyses. 

4 Results 

The hypothesized relationships were tested by means of a path model using 
structural equation modeling (SEM).  

Movie liking does not have an impact on brand recognition (β = .016,  p = 
.958) and brand attitude (β = -0.014, p = .653). Hypothesis 1a and hypothesis 1b 
are thus not supported. As predicted by hypothesis 2a, viewers’ attitude toward 
the character has a significant effect on brand recognition (β = .070, p < .001). 
However, we observe no significant impact of attitude toward the character on 
brand attitude (β = .010, p = .741), which disproves hypothesis 2b. Consumers’ 
perceived fit between the movie and the placed brand significantly impacts both 
brand recognition (β = .103, p < .001) and brand attitude (β = .176, p < .001). 
Our results are thus in full support of hypothesis 3a and hypothesis 3b. In con-
tradiction with hypothesis 3c, the perceived fit between the character and the 
placed brand does not have a significant influence on brand recognition (β = 
.009, p = .671). In support of hypothesis 3d, it does significantly impact brand 
attitude (β = .095, p = .004). The path between brand attitude and purchase 
intention is also significant (β = .679, p < .001). Hypothesis 4 is thus confirmed. 
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4.1 The Mediating Role of Brand Recognition 

Brand recognition has a positive significant impact on brand attitude (β = 
.141, p < .028). Contrary to what we expected, the indirect effect of movie lik-
ing on brand attitude is not significant (β = .001, p = .958). In line with our 
predictions the indirect effect of attitude toward the character on brand recogni-
tion is marginally significant (β = .010, p = .050). Perceived fit between the 
brand and the movie exerts a significant indirect effect on brand attitude , 
through brand recognition (β = .014, p = .038). The indirect impact of perceived 
fit between the brand and the character on brand attitude was not significant (β = 
.001, p = .676). Our findings partially support hypothesis 5. 

4.2 The Moderating Effect of Prominence and Plot Connection 

To gauge the moderating effect of prominence and plot connection on the re-
lationships within our model, we performed a multigroup analysis using the 
structural equation modeling module in JMP 10 Pro.   

With respect to prominence, our results support H6a for movie liking only. 
We found that the effect of movie liking on brand recognition is significantly 
greater for prominently placed brands (β = .067) than for subtly placed brands (β 
= -.077, t = 2.218, p = .027). Hypothesis 6b predicted that the direct impact of 
context perceptions on brand attitude would be greater for subtly placed brands 
than for prominently placed brands. In support of this hypothesis, we found that 
the effect of perceived fit between the brand and the movie is more positive for 
subtly placed brands (β = .235), than for prominently placed brands (β = .106, t 
= 1.961, p = .050). We found no support for hypothesis 6c. Prominence did not 
moderate the indirect effects of context perceptions on brand attitude, through 
brand recognition.  

Table 1: Results of the multigroup analysis 

 
 

   Prominence Plot connection  
   Subtle 

(n = 388) 
Prominent 
(n = 568) 

p diff. Low 
(n = 388) 

High 
(n = 568) 

p diff. Total 
sample 

p 

 
Brand 

recognition 

H1a Movie liking -.077 .067 .027 .097 -.082 .005 .016 .958 
H2a Att. character .127 .076 .402 .218 .116 .106 .070 <.001 
H3a Fit movie .170 .198 .658 -.032 .214 <.001 .103 <.001 
H3b Fit character .003 .089 .186 -.088 -.021 .301 .009 .671 

 
Brand 

attitude 

H1b Movie liking .021 -.039 .361 -.040 -.006 .607 -.014 .653 
H2b Att. character .009 .018 .892 .011 -.002 .836 .010 .741 
H3c Fit movie .235 .106 .050 .154 .174 .751 .176 <.001 
H3d Fit character .061 .074 .843 .108 .086 .746 .095 .004 

Indirect 
effects on 

brand 
attitude 

H5 Movie liking -.007 .006 .085 .013 -.002 .064 .001 .958 
H5 Att. character .012 .007 .562 .030 .003 .027 .010 .050 
H5 Fit movie .016 .017 .895 -.004 .005 .458 .014 .038 
H5 Fit character .001 .008 .309 -.012 .001 .097 .001 .676 
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Our analyses for plot connection shows two significant multigroup differ-
ences (see Table 1). Firstly, in support of hypothesis 7a, we find that the impact 
of perceived fit between the brand and the movie on brand recognition is more 
positive for highly plot connected brands (β = .214) than for lowly plot connect-
ed brands (β = -.032, t = 3.847, p < .001). Secondly, we observe that the effect 
of movie liking on brand recognition is stronger for lowly plot connected brands 
(β = .0.097) than for highly plot connected brands (β = -.082, t = 2.795, p = 
.005). This contradicts hypothesis 7a. Plot connection did not moderate the 
effects of context perceptions on brand attitude. Hypothesis 7b is thus rejected. 
The indirect effect of attitude toward the character on brand attitude is stronger 
for lowly plot connected brands (β = .029) than for highly plot connected brands 
(β = -.003, t = 2.210, p = .027). As this result is in contradiction with our expec-
tations, hypothesis 7c is rejected. 

5 Discussion, Limitations and Suggestions for Further Research 

Our findings show that a good fit between the brand and the movie in which 
it is placed enhances both memory for the brand and consumers’ brand attitude, 
and subsequently purchase intention. These effects can be explained by schema 
congruity theory. A strong congruence between a brand and the context in 
which it is embedded leads to an overlap in their respective cognitive schemas. 
This process facilitates information processing and storage (Misra and Beatty, 
1990), and the shared set of associative links creates a sense of belongingness 
that drives positive brand evaluations (Till and Busler, 2000). 

The attitude towards the character that is associated with the placement posi-
tively impacts brand recognition, but not brand attitude. These findings indicate 
that a positive attitude towards the character can raise attention for brands that 
are associated with that character. Because the viewer evaluates the character 
positively, an upward social comparison process is triggered that makes the 
viewer more mindful of the character and its environment (Russell, 1998; 
Russell and Stern, 2006). Consequently, brands that appear near the character 
are processed more attentively, resulting in better brand recognition. Contrary to 
our expectations, however, attitude toward the character does not spill over on 
brand attitude. The character is thus not used by movie viewers as a source of 
information about placed brands. Possibly, it is more important to look at the 
perceived fit  between the movie, the character and the brand, and how this 
influences brand attitude formation (Russell and Stern, 2006). Our results sug-
gest that in a movie context, placement effectiveness is rather influenced by 
perceptions of fit between placed brands and their context than general evalua-
tions of this context.  

Through multigroup analysis we studied whether context effects differ 
across two placement characteristics: prominence and plot connection. We ob-
served that the effect of movie liking on brand recognition is significantly 
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stronger for brands that are more prominently placed. Hedonic contingency 
theory predicts that a higher level of movie liking predisposes viewers to more 
willingly process information (De Pelsmacker et al., 2002). Yet, the positive 
state of mind created by movie liking only leads to better brand recognition 
when the brand is placed prominently. Remarkably, we found that the effect of 
movie liking on brand recognition is significantly negative for highly plot con-
nected brands, whereas it is positive for lowly plot connected brands. Possibly, 
this is because people with high levels of liking for the movie are more absorbed 
by the context (Cowley and Barron, 2008), which can diminish their direct at-
tention for stimuli that are an integral part of the context. Lowly plot connected 
brands are less integrated in the storyline and plot of the movie, and can thus 
distract viewers’ attention and direct it to the brand.  

In terms of brand recognition, highly plot connected brands benefit more 
from good fit with the movie than lowly plot connected brands. Highly plot 
connected brands are an integral part of the story and define the context of the 
movie (Russell, 2002). This level of integration effectuates the formation of a 
strong match between the cognitive schemas of the brand and the movie. Thus, 
plot connection further facilitates the processing and storage of information 
related to these brands.  

In addition, as shown in previous research, overly prominent brand place-
ments are likely to cause negative attitudinal reactions (e.g., Dens et al., 2012; 
Van Reijmersdal, 2009). Our study demonstrates that placement prominence 
interferes with the transfer of positive matchup effects between the brand and 
the movie to attitude towards the brand. This adds weight to the argument that 
placements should be carefully managed and preferably be subtle (Cowley and 
Barron, 2008; Dens et al., 2012).   

Our study also holds a few limitations that can be taken into account by fu-
ture research. Both movies were romantic comedies and our audience consisted 
of women. Gender differences with regard to the reaction to the placement of, 
for example, ethically-charged products have been established by Gould et al. 
(2000). The present study should thus be extended to other demographic seg-
ments and other genres (e.g., action movies, thrillers, alternative cinema) to see 
to what extent the results of this study can be replicated under different contexts.  

Lastly, brands placed in movies  are often well-known, and are thus familiar 
to the moviegoer  (Brennan and Babin, 2004). This is also the case in the present 
study. Familiar brands exhibit stronger associations with their product catego-
ries (Lee and Sternthal, 1999), making them more accessible in memory 
(Nedungadi, 1990). This may inflate recognition scores in general (Babin and 
Carder, 1996). At the same time, attitudes developed toward familiar brands 
may be relatively stable, and not easily changed by a single occurrence in a 
movie (Stammerjohan et al., 2005). Future research could study to what extent 
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brand placement techniques have different effects for familiar and unfamiliar 
brands. 
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1 Introduction 

From A (Absolute Vodka) to V (Visa), marketers are increasingly launching 
global campaigns to promote their products and services to consumers in every 
corner of the planet (PR Newswire, 2007; corporate.visa.com, 2009). There 
appears to be ample evidence that standardized advertising is more feasible than 
ever before (Mueller and Taylor, 2011). The benefits of a common marketing 
and, in particular, advertising strategy are manifold. However, the question 
regarding the degree to which standardized advertising executions can be em-
ployed, and under what circumstances, has not been definitively answered. 
Adherents of adaptation or localization point to a multitude of marketing blun-
ders that have resulted from not paying close attention to cultural differences 
between markets. Multinational marketers must clearly still take culture and 
country specific variance into account in planning advertising executions. At 
least four major frameworks have had influence on the academic literature and 
also have practical applicability. These frameworks have outlined a number of 
cultural dimensions that attempt to explain a significant portion of country-to-
country variance. By far the most prominent approach to cultural dimensions in 
marketing and advertising research is Hofstede’s typology of cultural values 
(Hofstede, 1980, 2001). Somewhat less frequently applied frameworks include 
Schwartz’s cultural values (1992, 1994 and 1999) and Inglehart’s World Values 
Survey (Inglehart, 1997; Inglehart, Basanez and Moreno, 1998; and Inglehart 
and Welzel, 2005). Most recently, a framework developed by House et.al (2004, 
2010) has proven a useful means of understanding societal-level cultural differ-
ences between and among consumers around the world. For a thorough compar-
ison of these various frameworks, see Terlutter et al. (2006, 2012) and Quigley 
et al., (2012). In what follows, we very briefly outline this alternative cultural 
framework – entitled Project GLOBE, and then move on to summarize the 
cross-cultural advertising research that has been conducted to date employing 
the GLOBE cultural dimensions. Finally, we suggest further application of the 
GLOBE framework in order to advance the advertising discipline.  
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162 Mueller, Diehl, and Terlutter 

2 Project GLOBE 

GLOBE (Global Leadership and Organizational Behavior Effectiveness Re-
search Program) as developed by House et al., (2004) offers an alternative to 
previous frameworks of cultural dimensions. The GLOBE Project was initially 
designed to analyze the relationship between societal values and practices, and 
leadership effectiveness. However, as it provides data on cultural values and 
practices in different countries, a number of authors have proposed that it may 
prove relevant for advertising purposes, as well (Terlutter et al., 2006, Okazaki 
and Mueller, 2007; House et al., 2010). GLOBE provides data for 62 cultures, 
based on a survey of 17,300 middle managers in 951 organizations.  Managers 
were drawn from three industries: financial services, food processing, and tele-
communications. Given data collection began after 1994, the GLOBE frame-
work is based on relatively current data. In recognizing the work of a large 
number of cross-cultural researchers, the GLOBE framework aims at providing 
a broader theoretical foundation for their cultural dimensions. Over 170 GLOBE 
researchers from different cultural backgrounds worked together on construct 
definition, construct conceptualization and on the measurement of the con-
structs.   

GLOBE outlines nine cultural dimensions: (1) assertiveness, (2) uncertainty 
avoidance, (3) power distance, (4) collectivism I (institutional collectivism), (5) 
collectivism II (in-group collectivism), (6) gender egalitarianism, (7) future 
orientation, (8) performance orientation, and (9) humane orientation. An im-
portant contribution of the GLOBE framework is that it explicitly differentiates 
between societal values and societal practices. The distinction between cultural 
values and cultural practices was incorporated to correspond with Schein’s 
(2010) concepts of artifacts vs. espoused values as two unique levels of culture 
(House and Hanges, 2004). Artifacts are the visible products, processes and 
behaviors of a culture. They mainly reflect the current status and how issues are 
handled in a society, and therefore, the cultural practices.  Espoused values are 
the individuals’ or society’s sense of what ought to be, as distinct from, what is.  
They primarily reflect how things should be and therefore, the cultural values.  
Both values and practices are often contradictory in a culture and are therefore 
seen as paradoxical values. Such paradoxical values are common in most cul-
tures.  For instance, a culture or an individual may value saving money, but that 
society’s or individual’s spending habits may reflect the exact opposite. Thus, 
though individuals well know that piling up credit card debt is unwise and that 
they should instead contribute to their savings account (values) they neverthe-
less enjoy shopping and purchasing the latest fashions with their credit cards 
(practices). Given the fact that values and practices in a society may be incon-
sistent and sometimes even contradictory, it is a major strength that GLOBE 
clearly distinguishes between both levels of cultures.   
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Another advantage of GLOBE is that it outlines a larger number of cultural 
dimensions -- nine in total.  In contrast, Hofstede identified only five value 
dimensions based on fundamental problems which all societies face. Schwartz 
outlined seven national-cultural domains, and Inglehart’s World Values Survey 
revealed that a wide range of attitudes and values are reflected in just two major 
dimensions – the polarization between traditional values and secular-rational 
values; and the polarization between survival values and self-expression values.  
Regarding GLOBE’s nine dimensions, House et al. (2010) suggests that they 
shed some light on cultures when considered separately, but for an even more 
complete picture of a given culture, the scores on practices and values for multi-
ple dimensions (or even all nine) should be considered together. House 
acknowledges the challenge in doing so. To provide a more meaningful consid-
eration of the 62 societal cultures in the GLOBE data sample, GLOBE cultures 
were grouped into a set of ten regional clusters (Gupta & Hanges, 2004). Based 
on a detailed conceptual and empirical process, these regional clusters were 
developed incorporating all nine dimensions, using both cultural practices and 
values. “These cluster profiles provide a convenient way of summarizing inter-
cultural similarities as well as intercultural differences” (Gupta & Hanges, 2004, 
p. 178). As such, the ten clusters may prove quite useful to international adver-
tising scholars as well as practitioners. For example, an understanding of these 
clusters could be of value to multinational marketers in segmenting consumers 
across multiple markets. Segmenting according to cluster provides very real 
benefits. Cross-border segments that transcend national boundaries may share 
other characteristics (such as needs, preferences, lifestyles, tastes and habits).  
Increasing convergence among consumer segments enables firms to formulate 
standardized marketing strategies for their brands. Conversely, an understanding 
of significant differences between (or perhaps even within) clusters might sug-
gest that adaptation or localization is the more prudent route. 

GLOBE provides data on the societal level, but not on the individual level.  
The items used in the GLOBE project are designed to reflect societal values and 
practices, not individual values and practices. But one should consider that as 
individuals are socialized through values that are held and behaviors that are 
practiced in their cultures, it is very likely that they adopt values and practices 
that are shared among members of their society (Markus and Kitayama, 1991). 
The values held and practices shown by members of a culture influence individ-
ual values and practices, as they enable the individual to behave according to 
social norms and rules and in a manner that is rewarded by other members of 
that group. Of course individual values and practices may also deviate from the 
values and practices held in a society. 
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3 Applications of the GLOBE Framework to Cross-Cultural 
Advertising Research 

The GLOBE project is useful to cross-cultural advertising researchers who 
wish to examine culture as an antecedent of individual perceptions of commer-
cial communications. In particular, the GLOBE dimensions are relevant to, and 
important for, international advertising scholarship. To date, virtually all of the 
cross-cultural advertising research incorporating GLOBE has focused on indi-
vidual cultural dimensions. GLOBE dimensions that have been explored include 
assertiveness (Terlutter et al., 2005, 2006 and 2010), performance orientation 
(Diehl et al, 2008), humane orientation (Diehl et al. 2012, 2013) and future 
orientation (Diehl et al. 2013). Each of these investigations will be explored in 
greater detail below. 

3.1 The Cultural Dimension of Assertiveness 

The very first attempt to apply GLOBE dimensions to international advertis-
ing research dates back to 2005. In this investigation, Terlutter et al. (2005, 
2006) examined the influence of assertiveness on the perception and evaluation 
of an advertisement. Assertiveness is defined as the degree to which individuals 
in societies are assertive, confrontational, aggressive, and straightforward. There 
are a number of reasons why this cultural dimension was chosen for analysis.  
Prior to this study, assertiveness had never been investigated in the context of 
international advertising – a rather surprising fact, given that assertiveness is an 
appeal commonly employed in commercial messages (consider Nike’s former 
“Just Do It” slogan, which commands consumers to be more assertive and take 
control of their fitness regimen). Assertiveness is generally perceived as an 
important trait – in the workplace as well as in daily life – and is even seen as a 
prerequisite for being successful. Indeed, the large number of publications as 
well as seminars which exist, whose primary goal is to assist individuals in 
become more assertive suggest that this dimension is generally viewed as a 
desirable goal for both the individual and society. With regard to assertiveness, 
consumers in five countries that differed in their societal values and practices in 
terms of assertiveness were surveyed (Terlutter et al., 2010). It was expected 
that perception of a higher level of assertiveness in an ad would lead to a more 
positive evaluation of that ad, regardless of country. One might expect that the 
country ranking highest in terms of assertiveness would most positively evaluate 
ads incorporating assertive appeals. However, individuals’ perceptions and 
evaluations of commercial messages are also based on that individual’s frame of 
reference. Theories that explain such context effects are known as reference 
value theories. Helson’s (1948) adaptation-level theory postulates that, based on 
all stimuli in a particular situation, the individual has a given adaptation-level, 
which serves as a comparison standard for the subsequent perception and evalu-
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ation of the stimuli. The adaptation-level is the typical representative value of 
the focal dimension and is used to represent the category. According to adapta-
tion-level theory, the sensorial strength of a stimulus is not based solely on the 
stimulus itself, but also influenced by individuals’ experiences with such stimuli 
as well as stimuli surrounding the focal stimuli. In addition, the theory suggests 
that a stimulus will be perceived as less strong if the surrounding stimuli are 
strong (accordingly it will be perceived as stronger if the surrounding stimuli are 
weak). The comparison standard can be regarded as the average of the experi-
ences and is described as a reference value to which the focal stimulus in a giv-
en situation is compared. Similarly, Parducci’s (1965) range-frequency theory 
also postulates that a given stimulus is related to a comparison standard. Range-
frequency theory posits that judgments are based on comparisons to specific 
category members, as well as on their range and distribution frequency. In terms 
of advertising, both theories suggest that the perception of assertiveness in 
commercial communications may be dependent upon the level of assertiveness 
surrounding the individual, which serves as a comparison standard for the per-
ception of that commercial. If the cultural environment is highly assertive and 
places importance on assertiveness, this level of assertiveness is likely to serve 
as the frame of reference. This means that in a culture with a high comparison 
standard regarding assertiveness, an ad designed to incorporate an assertive 
appeal may be viewed as only mildly assertive. Conversely, in a cultural envi-
ronment that is less assertive in nature, individuals have a lower reference value 
regarding assertiveness, and the very same ad may be viewed as highly assertive 
in nature. In other words, a consumer socialized in an assertive environment 
might perceive a given advertisement as significantly less assertive than a con-
sumer socialized in a relatively less assertive environment would evaluate that 
very same ad.  

In terms of the research design, a full-page ad was developed. The ad was 
for a fictional brand called “Milo” shoes. The ad contained the slogan “Your 
first choice.”  A non-student sample of 714 respondents took part in the main 
investigation (US: 140; Germany: 200; UK: 100; Austria: 124; Argentina: 150). 
A structured questionnaire was developed. In the first part of the instrument, 
questions regarding the level of the respondent’s assertiveness, as well as ques-
tions about the society in which they live were asked.  Subjects were then ex-
posed to the ad and asked to evaluate it. Individual and societal assertiveness 
levels were measured via three items adopted from GLOBE (House et al. 2004). 
Subjects were asked to rate the ad on four items in order to assess the level of 
assertiveness reflected in the ad. In-person interviews were conducted in each 
country. Interviewers in all countries received extensive training to ensure com-
parable interviewing situations. The evaluation of the ad was assessed with four 
items adapted from MacKenzie and Lutz (1989). 
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The results of this investigation suggest that, by incorporating an assertive 
appeal in commercial messages, advertisers may positively influence the evalua-
tion of those messages. As hypothesized, data revealed a significant relationship 
between the perceived level of assertiveness in an ad and the overall evaluation 
of the ad. This proved to be true for every country in this investigation, which 
differs significantly with regard to their cultural background. Because assertive-
ness is a positively held value in many countries, it can therefore be seen as an 
appeal type promising for cross-cultural standardized advertising campaigns. 
However, the results of this investigation suggest that a given, standardized ad 
incorporating an assertive appeal may well be evaluated quite differently in 
various markets. An important finding of this study is that it is not consumers 
from the country with the highest assertiveness scores (the US) that most posi-
tively evaluate advertisements incorporating assertive appeals. Instead, consum-
ers from the country who perceive the highest level of assertiveness in an ad 
tend to evaluate it most positively – and this study shows that they, in fact, are 
from the country with the lowest assertiveness scores (Argentina). The results 
suggest that advertisers attempting to achieve a specific level of assertiveness in 
their campaigns will need to adapt their commercial messages for various coun-
tries. In assertive markets, stronger assertive cues may be required if consumers 
are indeed to perceive the ads as assertive in nature. In less assertive countries, 
more subtle cues may be sufficient to obtain the same level of perceived asser-
tiveness. 

3.2 The Cultural Dimension of Performance Orientation 

Diehl et al. (2008) examined a second GLOBE dimension – performance 
orientation. Individuals with a high need for achievement tend to obtain pleasure 
from steady improvement. Performance orientation is seen as desirable among 
members of many societies. Countries exhibiting high levels of performance 
orientation achieve – though typically within several decades time – an above 
average increase in economic wealth (McClelland, 1967). On an individual 
level, according to Schwartz and Bilsky (1987), performance orientation gener-
ally results in increased social acceptance and the admiration of others. Perfor-
mance orientation also leads to increased status (Trompenaars, 1993). Hence, 
performance orientation is often viewed as something desirable at both the soci-
etal as well as the individual level. With regard to advertising, employing per-
formance-oriented appeals may therefore be an effective means of enhancing 
the success of a commercial. As with assertiveness, it is expected that the great-
er the level of perceived performance orientation in an ad, the more positive the 
evaluation of the ad. 

The relationship between the level of perceived performance orientation in 
an advertisement and the evaluation of the advertisement was expected to be 
positive in all countries, but as with assertiveness, its strength was expected to 
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vary depending on the importance that individuals in each country placed upon 
performance orientation. If performance orientation was perceived as an im-
portant value by individuals of a given country, then the level of perceived per-
formance orientation in an advertisement was expected to have a stronger influ-
ence on the evaluation of the advertisement. The greater the importance of 
performance orientation, the more central it became in the individual’s evalua-
tion of an advertisement. On the other hand, if performance orientation was 
perceived as less important by individuals in a particular country, then the level 
of perceived performance orientation likely played a less significant role in the 
judgment of that advertisement. Therefore, it was expected that in those nations 
in which individuals placed greater importance on performance orientation, 
influence of the level of perceived performance orientation in an advertisement 
on the evaluation of that advertisement would be stronger, compared with those 
nations in which individuals placed less importance on performance orientation. 

As with assertiveness, it was argued that the perception of performance ori-
entation in commercial communications may be dependent upon the level of 
performance orientation surrounding the individual, which serves as a compari-
son standard for the perception of performance orientation in a given commer-
cial. It was thus expected that, given a standardized ad designed to incorporate a 
performance oriented appeal, individuals in highly performance-oriented cul-
tures would perceive a lower level of performance orientation in that ad than in 
less performance-oriented cultures.  

A non-student survey of 698 individuals was conducted in five countries, the 
U.S. (n=180), Germany (n=142), France (n=100), Spain (n=100) and Thailand 
(n=176). In-person interviews were conducted in each country. A structured 
questionnaire was developed.  Subjects were exposed to a full-page advertise-
ment for a fictional brand of wristwatch (“Schwartz”). The ad portrayed a team 
on a sail boat, successfully maneuvering through strong swells, thereby demon-
strating performance-oriented behavior. The slogan “Every performance counts” 
supported performance orientation in the ad. All variables were measured using 
multiple item scales adapted from literature. Measurement equivalence across 
the five countries of the variables was supported. Relationships in the conceptu-
al model were tested using multi-group SEM. 

The results of this investigation suggest that, by incorporating a perfor-
mance-oriented appeal in commercial messages, advertisers can positively in-
fluence the evaluation of those messages.  As expected, data revealed a signifi-
cant relationship between the perceived level of performance orientation in an 
ad and the overall evaluation of the ad. This proved to be true for every country. 
Because performance orientation is a positively held value in many countries, it 
can therefore be seen as an appeal type suitable for cross-cultural standardized 
advertising campaigns. Results also revealed that overall, a higher individual 
value of performance orientation increased the strength of the impact of percep-
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tion of performance orientation as well as ad evaluation. Multi-group structural 
equation modelling revealed that the influence of the perceived level of perfor-
mance orientation on the evaluation of the ad was highest in Thailand, followed 
by Spain and the US, and was lowest in Germany and France.  

However, as with assertiveness, results of this investigation suggest that a 
given standardized ad incorporating a performance-oriented appeal may well be 
perceived quite differently in various markets. Here too, it is not consumers 
from the country with the highest performance orientation scores who perceived 
the highest level of performance orientation in the standardized advertisement. 
Instead, the countries with higher performance orientation in terms of societal 
practices perceived lower levels of performance orientation in the ad, and vice 
versa. The study’s country scores of societal practices suggest that Thailand and 
the U.S. are the nations with the highest level of performance orientation, 
whereas Germany, Spain, and in particular, France, tend to have lower scores on 
societal practices.  In line with expectations, U.S. subjects perceived the lowest 
level of performance orientation in the standardized ad, whereas the French, 
Spanish and Germany subjects perceived higher levels of performance orienta-
tion. The results for Thailand however were inconsistent – with Thais perceiv-
ing a much higher level of performance orientation than expected. It is of im-
portance to note that in assessing performance orientation in this investigation, 
based on GLOBE measures, major differences were found in the societal prac-
tices of one country, underscoring the importance of replicating the cultural 
dimension in question for each investigation to be undertaken.   

3.3 The Cultural Dimension of Humane Orientation 

Humane orientation is the third GLOBE dimension examined to date (Diehl 
et al, 2012, 2013). Societies that score high on humane orientation “place im-
portance on others (i.e. family, friends, community and strangers); believe that 
people are motivated by the need for belonging and affiliation; give high priori-
ty to values of altruism, kindness and generosity; and expect people to promote 
patronage norms and paternalistic relationships. Societies scoring low on this 
dimension believe that self-interest is important; that power and material pos-
sessions motivate people; people are expected to solve problems on their own; 
formal welfare institutions replace paternalistic norms and patronage relation-
ships; and the state sponsors public provisions and sectors…” (House et al., 
2010, p. 122). At the corporate level, altruism, caring and generosity are closely 
associated with efforts by advertisers to highlight their socially responsible 
activities. Today, more than ever, a company’s reputation in the global market-
place is related to its social, as well as its financial performance. Consumers 
increasingly expect companies to be socially engaged (IB Times, 2011). Indeed, 
several recent marketplace polls have confirmed that a firm’ social actions play 
a significantly greater role than anticipated in forming consumer impressions of 
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companies (see Nielsen Survey, 2012; Cone Communications/Echo Research 
2011 Cone/Echo Global CR Opportunity Study; and Edelman good purpose 
Report, 2009). These surveys suggest that corporate social responsibility (CSR) 
as a marketing imperative has global consumer appeal. However, the findings 
also revealed important nuances by country – with consumers in some markets 
expressing significantly greater concern over CSR – and their willingness to act 
on these concerns – than those in others.  This suggests that corporations must 
recognize that corporate responsibility strategies may well be perceived and 
evaluated differently in local markets. One explanation for the variation in con-
sumer responses to the issue of CSR may be differences in their level of humane 
orientation. In this study, the influence of humane- oriented ad appeals on con-
sumer attitudes toward the ad, as well as toward the product were examined.   

As with assertiveness and performance orientation, it was proposed that per-
ception of a higher level of humane orientation in an ad would lead to more 
positive evaluations of that ad. This relationship was expected to hold true in all 
countries examined, but that its strength would once again vary depending on 
the importance which individuals in each nation placed on this GLOBE dimen-
sion (individual humane orientation values). Further, it was proposed that the 
perception of a higher level of humane orientation in the ad would lead to a 
more positive attitude toward the product.  

A non-student survey of 663 subjects (United States: 199, France: 163; 
Germany: 151, and Switzerland: 150) was conducted. A full-page ad was devel-
oped. Here too, the advertised product was a wristwatch employing the fictional 
brand name (“Schwartz”). One way of bringing together socially responsible 
behavior and consumption is cause-related marketing (CRM). In CRM cam-
paigns, companies commit to donate a certain amount of money to a cause or 
charity per product sold. Nan and Heo (2007) demonstrated that an ad with an 
embedded CRM message elicited more favorable attitudes toward the company, 
as compared with one lacking such a message. The primary visual in the stimu-
lus ad portrayed a young woman engaging with small children in a playground 
setting. The children appear to be from a developing country. The headline read 
“We take responsibility.” The body copy read: “Social responsibility is im-
portant to us at SCHWARTZ. And for that reason, we support children in Kin-
dergarten and grade school in developing countries with the sale of each of our 
watches.” In this way a cause-related marketing message was both visually and 
verbally woven into the ad. A shot of the watch was also included. A structured 
questionnaire was developed and administered. Individual humane orientation 
values were conceptualized based on House et al (2004) and Kabasakal and 
Bodur (2004). Perceived level of humane orientation in the ad was measured via 
five question derived from descriptions of humane orientation provided by 
House et al (2010) and Kabasakal and Bodur (2004). Attitude toward the ad was 
assessed with four items adapted from MacKenzie and Lutz (1989). Attitude 



170 Mueller, Diehl, and Terlutter 

toward the product was assessed with four items adapted from Mitchell and 
Olson (1981).  

The results of this investigation once again revealed a significant relation-
ship between the perceived level of humane orientation in an ad, and the overall 
evaluation of that ad. The higher the perceived levels of humane orientation in 
the ad, the more positive were the attitudes of subjects toward the ad. This held 
true for every nation in this investigation, which differed significantly with 
regard to their cultural background. Because it appears that humane orientation 
is regarded positively in many markets, it can be seen as a promising appeal 
type for standardized cross-cultural advertising campaigns. Partial confirmation 
was found for the moderating role of level of importance individuals place on 
humane orientation (individual humane orientation values) between perception 
of humane orientation in the ad and attitude toward the ad. Results also suggest 
that incorporation of CSR elements (i.e. here humane-orientated appeals) in an 
effort to increase ad evaluation appears to be particularly promising in those 
countries where individuals place greatest importance on humane orientation. It 
is of interest to note that similar results were found for the two German-
speaking countries in this investigation (Germany and Switzerland), while the 
results for France and the US were significantly different. Finally, results also 
demonstrated that a higher perception of humane orientation in the ad also led to 
more favorable attitudes toward the advertised product. 

3.4 The Cultural Dimension of Future Orientation 

The most recent GLOBE dimension examined is future orientation (Diehl et 
al, 2013). The human species has always been fascinated with the concept of 
time. That cultures vary significantly in their conceptions of time has been noted 
by a variety of researchers from a number of different disciplines (Hall, 1959, 
1983; Kluckhohn and Strodtbeck, 1961; Hofstede, 1980; and most recently 
House, 2004, 2010). Time orientation impacts a number of important consumer 
behavior related issues, including attitudes toward saving and spending. As 
such, the time orientation that dominates in a particular culture may influence 
consumer attitudes toward commercial messages that promote delaying spend-
ing versus those that encourage more impulsive (present-oriented) consumption 
behavior. As conceptualized by GLOBE investigators, cultures that report high-
er scores on future orientation show a propensity to save for the future, value the 
deferment of gratification and place a higher priority on long-term success. 
Societies reporting comparatively lower scores on this dimension have a pro-
pensity to spend now (rather than save), and value instant gratification (Ash-
kanasy et al. 2004). 

This exploratory investigation examined the role that the GLOBE dimension 
of future orientation plays in consumer responses to advertisements. As previ-
ously mentioned, a major strength of the GLOBE framework is that it explicitly 
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distinguishes between societal values versus societal practices. While cultures 
may value planning and saving, its members may instead adopt “buy now, pay 
later” behaviors. Based on a non-student sample in two countries with distinct 
saving versus spending mindsets (Germany and the U.S.), attitudes toward an 
advertisement employing a future-oriented appeal were measured. Initial results 
indicate that, overall, future-oriented appeals were positively perceived in both 
countries, but surprisingly, appeared to be particularly promising in communi-
cating with American consumers. 

4 Modelling Culture’s Influence on Reponses to Advertisements 

As a starting point for further understanding of the processes by which socie-
tal culture influences responses to advertising, House et al. (2012, p. 78-81) 
propose three models. The first is a cross-level mediated effects model, in which 
societal cultures drives evaluation of the advertisement and intention to pur-
chase through mediating effects. The second model outlined is a cross-level fit 
model. Here the authors suggest that an individual’s perceptions of an adver-
tisement are independent of the effects of societal culture – but that these per-
ceptions must be consistent with their view of their societal culture in order for 
the ad to be evaluated positively. The third model (the cross-level complex fit 
model) draws on the roots of the original GLOBE project and examines how 
implicit leadership theory can be applied in an advertising context. This model 
includes two variables based on implicit leadership theory: the culturally en-
dorsed theory of the advertising message’s subject matter and individual-level 
perceptions of this culturally endorsed theory. It should be noted that none of 
these models have been tested to date.   

Terlutter et al. (2010) also propose a culturally-based conceptual model that 
attempts to explain the role of GLOBE dimensions on the perception and evalu-
ation of an advertisement. The basic concept of this model is that a given stand-
ardized advertising stimulus is likely to be perceived and evaluated differently 
in various cultures, dependent upon the level of importance that individuals 
place on a given cultural domain (the individual-level cultural value), and on the 
practices regarding the given cultural domain in the environment surrounding 
that individual (the societal-level cultural practice). Thus, the model explicitly 
differentiates between cultural dimensions on an individual level versus cultural 
dimensions on a societal level, and also incorporates the differentiation between 
cultural values and cultural practices. In contrast to the previous models, this 
one has been empirically tested. Figure 1 presents this conceptual model em-
ploying the dimension of assertiveness. Data from five countries (the United 
States, Germany, Great Britain, Austria and Argentina) confirmed the model to 
a large extent. The model was tested again, examining performance orientation 
and data were collected in the U.S, Germany, France, Spain and Thailand. 
Overall the conceptual model was supported by the data here as well. 



172 Mueller, Diehl, and Terlutter 

 

 
Figure 1: Conceptual Culture Based Model: Responses to assertive appeals 

5 Directions for Future Research 

In the academic investigations summarized above, just four of the nine 
GLOBE cultural dimensions have been explored. Without question, the remain-
ing dimensions are deserving of attention as well. Future studies should examine 
the role of power distance, uncertainty avoidance, institutional collectivism, in-
group collectivism and gender egalitarianism on consumer responses to com-
mercial messages. To date, the number of product categories investigated has 
been quite limited (shoes and wristwatches). Only one service has been incorpo-
rated in the studies (banking). Globe dimensions should be analyzed in the con-
text of ads for a wider variety of products (including both high and low in-
volvement goods). The role of cultural dimensions in response to messages for 
services also deserves attention. Though a good number of markets have been 
explored to date (The United States, the United Kingdom, Germany, Austria, 
France, Switzerland, Spain, Argentina and Thailand), additional Latin American 
and Asian (both Southern Asian and Confucian Asian) markets should be exam-
ined, as well as countries that represent Eastern Europe, Africa, and the Middle 
East.   

House et al. (2010) developed five research questions that address the ways 
in which the GLOBE study might be applied in future investigations: “1) What 
are the cross-level linkages between societal culture, organizational advertising 
practices and perceptions of global advertising effectiveness at the individual 
level? 2) Would the fit/match between advertising methods, societal expecta-
tions regarding communication and societal culture be an important predictor of 
advertising effectiveness? 3) Given that advertising often appeals to consumers’ 
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aspirations, is it more important to consider the practices or values associated 
with societal culture dimensions in advertising communication? 4) What is the 
influence of multiple dimensions of culture on advertising effectiveness? and 5) 
How does consideration of the cultural differences between the ten country 
clusters identified by GLOBE shed light on standardization vs. localization 
debate in the global advertising literature?” (House et al., 2010, p. 129 – 131).  

Above and beyond examining GLOBE dimensions not explored to date, in-
corporating a wider range of products and/or services, and a more varied list of 
markets, in addition to addressing the questions outlined by House et al. (2010) 
above, future investigators would do well to test the models proposed by House 
et al. (2012) as well as to apply the model developed by Terlutter et. al. (2010) 
to additional dimensions and in additional countries. International advertising 
researchers are also encouraged to expand upon these proposed models. 

6 Summary 

The development of culturally-based models contributes to the development 
of a more general theory of culture’s impact on advertising, which was identi-
fied as a key area for future research in international advertising (Taylor, 2005, 
2007, 2010). The GLOBE cultural dimensions framework, as well as the models 
presented above are invaluable to international advertising researchers and prac-
titioners alike. As culture is a highly complex construct, it seems likely that 
efforts to better understand cultural dimensions and their impact on advertising 
will continue for years to come. 
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Advertising Adaptation versus Standardization Effectiveness 
in Open and Closed Markets 
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1 Introduction 

“The primary international advertising topic over the past five decades is the 
question of whether, and to what degree, advertising can and should be stand-
ardized” or adapted to be effective (Ford et al., 2011, pp. 27). The extent of 
adaptation of advertisement to the local environment of a society is a critical 
decision, as it can largely impact the effectiveness of advertising campaigns (De 
Pelsmacker and Geuens, 1998; Ko et al., 2007; Okazaki and Taylor, 2013). The 
levels of advertising adaptation have been defined on a continuum “ranging 
from worldwide standardization to national customization” (Merz et al., 2008; 
Ritzer, 2004). Advertising standardization uses a uniform advertising strategy 
for different countries (Kitchen and De Pelsmacker, 2004; Vrontis et al., 2009). 
This approach can reinforce a brand’s global identity and lead to cost reduction 
through economies of scale (Akaka and Alden, 2010; Zou and Volz, 2010). On 
the other hand, the differences between nations and consumers' tastes around the 
world encourage marketers to tailor (adapt) their advertising to local cultures 
and tastes (Fastoso and Whitelock, 2010). A number of studies reveal that (at 
least some degree of) adaptation of advertising can benefit consumers’ attitudes 
and purchase intentions (e.g., Butt and De Run, 2011; Noriega and Blair, 2008).  

This experimental study aims to fill two gaps in the literature on advertising 
adaptation. First, research has so far related the effectiveness of adverting adap-
tation vs. standardization to a number of individual-level moderators, such as 
ethnocentrism (Nijssen and Douglas, 2011), education (Hsu and Nien, 2008), or 
age and gender (Witkowski, 1998). We argue that besides these individual-level 
characteristics, the environmental variable of national openness to foreign mar-
kets has a strong predictive capability for consumer responses to advertising 
adaptation, which marketers can use for macro level segmentation and position-
ing. Openness to foreign markets is an environmental measure of the extent of a 
nation’s economic, social and political contact with foreign societies, in other 
words the extent of its globalization. It depends on several environmental fac-
tors such as worldwide investments, production, marketing, advances in tele-
communication technologies, the Internet, increase in world travel and growth 
of global media (Alden et al., 2006; Dreher et al., 2008; Özsomer and Simonin, 
2004). A relevant measure of a nation’s openness to foreign markets is the KOF 
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Index (KOF stands for “Konjunkturforschungsstelle” — Swiss Economic Insti-
tute), that measures a nation’s economic, social and political dimensions of 
openness to foreign markets. The index is based on actual economic flow, eco-
nomic restrictions, data on information flows and personal cultural proximity 
(Dreher et al., 2008). To the best of our knowledge, the relationship between a 
country’s openness to foreign markets and consumer responses to different 
degrees of advertising adaptation is an unexplored research topic. 

The present study was conducted among consumers in two countries with 
different levels of openness to foreign markets: Belgium (high openness) versus 
Iran (low openness). Iran represents an emerging market which has not received 
a lot of attention in the literature. Figure 1 shows the theoretical framework of 
the study.  
 

 

Figure 1: Study framework 

Thus, the study contributes to research on the effectiveness of advertising 
standardization and adaptation levels (Melewar et al., 2009; Westjohn et al., 
2012) and on the effect of national openness to foreign markets on responses to 
advertising. From a practitioner point of view, it aims to explore national open-
ness to foreign markets as a determinant of the effectiveness of varying levels of 
advertising adaptation on consumer responses. The results can help marketers to 
select an optimal degree of advertising adaptation when approaching specific 
markets.  
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2 Literature Review 

2.1 Consumer Responses to Advertising Adaptation versus Standardization 

For nearly five decades, the effectiveness of advertising adaptation to cultur-
al boundaries or its standardization across national borders has been a contro-
versial issue in international marketing (Akaka and Alden, 2010; Elinder, 1965; 
Papavassiliou and Stathakopoulos, 1997). The controversy centers on whether 
ads need to be adapted to the cultural values and symbols of different societies 
(and so differ across different markets) to be effective. Advertising standardiza-
tion uses a uniform advertising strategy for different countries (Kitchen and De 
Pelsmacker, 2004; Vrontis et al., 2009), which can be efficient by cost reduc-
tions through economies of scale (Akaka and Alden, 2010; Schilke et al., 2009; 
Zou and Volz, 2010) and creates a global brand identity (Akaka and Alden, 
2010). Global Market Strategy (GMS) theory supports standardization as an 
efficient strategy because of its ability to exploit ideas on a global scale (Zou 
and Volz, 2010). In support of this idea, a number of experiments showed that 
consumer responses to a given ad are not affected by national cultural character-
istics (Polyorat et al., 2005; Wilcox et al., 1996) and suggested that standardiza-
tion could be used in several countries because culture does not seem to act as a 
cognitive and affective filter in individuals’ judgments of ads.  

However, a review of marketing literature including theoretical (e.g., Akaka 
and Alden, 2010; Alden et al., 2006; De Pelsmacker et al., 2007) and experi-
mental (e.g., Aaker et al., 2000; Brumbaugh, 2002; Forehand et al., 2002) stud-
ies shows more evidence in favor of adaptation than against it. As a result, man-
ifestations of culture (i.e., values, heroes, rituals, and symbols) will affect 
individuals’ reactions to advertising (Hofstede and Mccrae, 2004). The differ-
ences between consumers’ tastes around the world make it unlikely that the 
same ad can be equally effective in all countries (Fastoso and Whitelock, 2010; 
Rugman, 2003). The majority of studies find that the same ad elicits significant-
ly different consumer responses from consumers in different cultures (Bjerke 
and Polegato, 2006; De Pelsmacker and Geuens, 1998; Koslow and Costley, 
2010).  

Based on a meta-analysis, Hornikx and O'keefe (2009) reported that in most 
of the studies conducted in North America and Asia, adapted advertising ap-
peals are more persuasive than standardized appeals. The effectiveness of adapt-
ing advertisements to the cultural characteristics of the target market has been 
explained in the literature by theories like self-congruity (e.g., Lee et al., 2002; 
Martin et al., 2004; Noriega and Blair, 2008), self-construal level (e.g., Aaker 
and Schmitt, 2001; Lau-Gesk, 2003; Wei and Yu, 2012), ease of information 
processing (e.g., Berger and Fitzsimons, 2008; Chattaraman et al., 2010) and 
consumer culture theory (e.g., Alden et al., 2006; Cleveland et al., 2011; 
Cleveland and Laroche, 2007). For example, Aaker et al. (2000) showed that 
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when the ad content (i.e., endorser, ad copy, symbols and signs) has characteris-
tics that differ from those of the viewer (e.g., an endorser with a different ethnic-
ity than the viewer), individuals may infer that their tastes and preferences are 
different from that of the intended target group, and thus fail to develop favora-
ble attitudes. This result is also supported by other studies in consumer psychol-
ogy (Brumbaugh, 2002; Forehand et al., 2002).  

2.2 National Openness to Foreign Markets 

The results of previous studies show that openness to foreign markets can 
positively affect consumer orientation to products with foreign images. For 
example, Alden et al. (2006) show that consumers’ exposure to values, beliefs 
and lifestyles of foreign or out-group cultures can positively affect their orienta-
tion toward global product consumption. Consumers in societies with more 
exposure to global values hold positive attitudes to brands with a global image 
while societies that are isolated or deprived from the exposure to global values 
are more likely to evaluate products on the basis of the congruity between the 
image of the product and their own values (Westjohn et al., 2012). This can be 
explained by construal level theory. This theory proposes that the more distant 
an object is from the individual, the more abstract it will be thought of. In this 
theory, psychological distance (i.e., temporal, special and social) is associated 
with a higher level construal (Kim and John, 2008). Exposure to foreign values 
in societies with open markets reduces the consumers’ perceptual distance with 
products having foreign images. In contrast, isolation from foreign values in 
societies which are not open to foreign markets increases their perceptual dis-
tance with products advertised with foreign images. Closed societies are more 
likely to prefer their own symbols and values over the cultural manifestations of 
other societies, to protect their own cultural purity (Huntington, 1993; Machida, 
2012). Consequently, if a standardized ad is targeted to an isolated society, the 
individuals in that society will consider it as a distant object; they will process it 
with lower involvement and a higher level of abstract processing. By contrast, 
ads that are adapted to the environment of these societies are  processed con-
cretely, and perceived as more relevant (Lavine and Snyder, 1996), more im-
portant (Lee et al., 2000), and will be elaborated more thoroughly (Petty et al., 
1983). Consumers in closed countries will prefer higher degrees of advertising 
adaptation to their local culture over standardization of advertisements because 
adapted advertisements are more congruous with their dominant national cultur-
al value system(Wei and Yu, 2012). We hypothesize:  

 
H1: Under low openness to foreign markets, individuals’ responses (i.e., attitude 
to ad (Aad), brand (Ab) and purchase intention (Pi)) are more positive for 
adapted advertising appeals than for standardized advertising appeals. 
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Highly open-to-foreign-markets nations are in frequent contact with the val-
ues and norms of foreign cultures. In a study of 44 countries, Machida (2012) 
found that a nation’s openness to foreign markets renders individuals “more 
tolerant toward foreign influences” (cultural integration) (Machida, 2012, p. 
456) and results in cultural integration. In this scenario, foreign cultural mani-
festations are not considered as a threat to the local culture’s purity or superiori-
ty (Pieterse, 2004), causing consumers to cooperate with foreign cultures and to 
disregard ethnic differences when making judgments. In support of this idea, 
Alden et al. (2006) report positive effects of individuals’ travelling, mass media 
usage, and immigrant exposure on their attitude toward global brand consump-
tion. This means that, in open markets, the adaptation of advertisements to the 
local cultural value system should not necessarily contribute to the formation of 
more positive attitudes and behavioral reactions compared to standardized ap-
peals. In accordance with construal level theory, we do not expect any differ-
ences between adapted and standardized advertising with respect to their impact 
on consumer attitudes and purchase intentions in nations with a high openness 
to foreign markets. 

 
H2: Under high openness to foreign markets, individuals’ responses (i.e., Aad, 
Ab and Pi) do not differ between adapted and standardized ad appeals.  

3 Research Method 

3.1 Country Selection 

To measure a nation’s openness to foreign markets, we rely on the KOF in-
dex of globalization (Dreher, 2006). The KOF index measures the social aspect 
of openness by data on personal contact (i.e., outgoing telephone traffic, inflow 
and outflow of goods and services (transfers), international tourism, foreign 
population), information flow (i.e., telephone mainlines, Internet hosts, Internet 
users, cable television, daily newspapers, radios) and cultural proximity (i.e., the 
amount of contact of the individuals of a nation with multinational companies 
like McDonald’s). The economic aspect of openness is measured by data on 
actual flows (i.e., trade, foreign direct investment, portfolio investment, income 
payments to foreign nationals) and data on economic restrictions (i.e., import 
barriers, mean tariff rate, taxes on international trade). The political aspect of 
openness is measured by data on political engagement with other countries (i.e., 
embassies in country, membership of international organizations, participation 
in UN Security Council missions) (Dreher, 2006). The index has been used in 
earlier research as a measure of national openness to foreign markets (Machida, 
2012) and has a number of characteristics that makes it suitable for this study. 
First of all, it considers the social, the political as well as the economic dimen-
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sions of a nation’s openness to foreign markets. Second, the index is updated 
annually, which ensures that it is an up-to-date measure.  

We selected two countries to represent the two extremes of openness to for-
eign markets, as measured by the KOF index (Dreher et al., "KOF Index of 
Globalization. ," 2012): Belgium, as a country with a high KOF rank (KOF = 
92.76, rank 1st/187), and Iran, with a low KOF rank (KOF = 40.69, rank 
156th/187).  

3.2 Pretest 

A pretest was conducted with 20 respondents in both countries. The first 
purpose of the pretest was to identify an appropriate product category for use in 
the main study. Previous research indicated that consumer durables offer a high 
potential for standardization across different markets (Melewar and Vemmervik, 
2004). Therefore, in the pretest, we measured popularity (4 items – commonly 
used product category, I like the product category, most [Iranians/ Belgians] like 
the product category, most [Iranians/ Belgians] use the product category, 

.82) (adapted from Duncan and Nelson, 1985) and product category in-
volvement (4 items – means a lot, important, decision requires a lot of thought, 
matters to me, .96) (adapted from Dens and De Pelsmacker, 2010) for sev-
eral durable products. A home cinema system scored highly on popularity in the 
three countries involved in our study (MBelgium= 5.20; MIndia= 5.07; MIran= 5.80) 
and at least moderately on involvement (MBelgium= 3.59; MIndia= 4.79; MIran= 
4.79). We therefore selected a home cinema system as the test product in our 
main study to ensure that the product category itself would be sufficiently at-
tractive and involving, so as to avoid that advertising strategies would not have 
any impact because of low involvement. 

3.3 Procedure 

We invented a fictitious brand of home cinema systems, TFX, to avoid po-
tential confounds of prior brand associations. Through discussion with Iranian 
and Belgian consumers, we ensured that the letter combination “TFX” did not 
entail any specific associations. We then created three advertisements, one fully 
standardized appeal (which was the same for both countries), and one adapted 
appeal per country. We operationalized the advertisements by manipulating two 
executional elements, the celebrity endorser and the verbal cues. The celebrity 
endorsers were chosen based on a pretest (n = 20 per country), in which we 
controlled for endorser characteristics that may bias the results (e.g., Till and 
Busler, 2000). Respondents rated a list of five local celebrities (adapted for each 
country) and five international celebrities (Hollywood actors) on seven-point 
Likert scales for endorser familiarity (3 items) (Kumar, 2005), attractiveness (3 
items) (Ohanian, 1990), likeability (3 items) (Till, 1998) and match with the 
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advertised product (a home cinema system) (3 items) (Till and Busler, 2000). 
By means of a series of t-tests for the difference between the locally adapted and 
international celebrity’s characteristics for each country, we selected Leonardo 
DiCaprio (international celebrity), Koen De Bouw (local Belgian celebrity) and 
Mohammad Reza Forootan (local Iranian celebrity). These celebrities are highly 
and equally familiar, attractive and likeable and show an equal match with the 
advertised product category in the two countries under study. 

The standardized appeal was drafted in English, mentioning three interna-
tional metropolitan cities (New York, London and Brussels/Tehran) and refer-
ring to a standardized website “tfx.com”, and included Leonardo DiCaprio. The 
adapted appeal for Belgium was in Dutch, naming three local cities (Antwerp, 
Brussels, Ghent) and referring to a local website “tfx.be”. As mentioned, it 
showed the local celebrity Koen De Bouw. The adapted appeal for Iran included 
a picture of Mohammad Reza Forootan, was in Farsi, named three local cities 
(Tehran, Esfahan and Shiraz) and referring to the local website “tfx.ir”. The 
layout of the ads was identical (see Appendix). In order to ensure meaning 
equivalence, the ads were translated and back translated by four native speakers 
from each country.  

Through an online survey, 217 respondents (Belgium: n=112; Iran: n=105), 
were randomly assigned to the standardized or adapted advertising appeal (see 
Table 1 for sample description). 

Table 1: Sample characteristics 

Country 
(Sample size) 

Belgium  
(112) 

Iran 
(105) 

Gender Male 34.8% (39) 41.0% (43) 
  Female 47.3% (53) 46.7% (49) 
 Not reported 17.9% (20) 12.4% (13) 
Age 18 - 28 years 30.4% (34) 12.4% (13) 

29 - 42 years 28.6% (32) 51.4% (54) 
43 - 65 years 23.2% (26) 21.9% (23) 
Not reported 17.9% (20) 14.3% (15) 

Education High school diploma 34.8% (39) 14.3% (15) 
Bachelor’s degree 18.8% (21) 41.0% (43) 
Master’s degree or higher 28.6% (32) 32.4% (34) 
Not reported 17.9% (20) 12.4% (13) 

 
The survey was conducted in Dutch for Belgium and in Farsi for Iran. Fol-

lowing Okazaki & Mueller’s (2007) suggestion, the questionnaires were trans-
lated and back translated by four native Farsi and Dutch speakers to ensure 
meaning equivalence. The dependent measures (i.e., Aad, Ab and Pi) were 
measured on multi-item seven-point semantic differential or Likert type scales. 
The participants were randomly exposed to one of the test advertisements and 
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then answered questions about their Aad(8 items) (Williams and Drolet, 2005) 
with eight items, Ab (3 items) (Chattopadhyay and Basu, 1990) and Pi (3 items) 
(Putrevu and Lord, 1994). Scores on different items were averaged to compute 
the construct scores (all constructs have excellent reliabilities: α> .90).   

4 Results 

The data from the three countries were combined for analyses. A 2 (Iran 
(low KOF or openness to foreign markets) vs. Belgium (high KOF)) x 2 (adver-
tising adaptation vs. standardization) full-factorial MANOVA is run with the 
attitude toward the ad (Aad), the brand (Ab) and purchase intention (Pi) as the 
dependent variables. The MANOVA shows a multivariate significant main 
effect of national openness to foreign markets (F = 3.21, p = .024) and advertis-
ing adaptation vs. standardization (F= 2.77, p = .042). The two-way interaction 
of national openness to foreign markets and advertising adaptation (Figure 2) 
does not reach the level of significance (F = .993, p = .397). Planned compari-
son tests of the two way interaction are performed to test the hypotheses (Table 
2 shows the means and standard deviations of consumer responses in the two 
countries). Considering that our hypotheses are one sided, the p-values were 
corrected for one-tailed hypotheses tests. 

H1 states that responses of individuals from a nation with a low openness to 
foreign markets are more positive towards adapted compared to standardized 
ads. Results show that, in Iran, an adapted ad (MAad = 4.79, MAb = 4.07, MPi = 
4.02) indeed receives more positive responses than a standardized ad(MAad = 
4.00, MAb = 3.40, MPi = 3.45) on Aad (p <.001), Ab (p = .026) and Pi (p =.025). 
H1 is supported.  
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Figure 2: Advertising adaptation x national openness to foreign markets interaction on 

Aad. 

H2 states that when national openness to foreign markets is high, consumer 
responses do not differ between standardized and adapted appeals. As expected, 
the results for Belgium show that consumer responses to an adapted ad (MAad = 
4.34, MAb = 4.08, MPi = 3.75) and a standardized ad (MAad = 4.13, MAb = 4.00, 
MPi = 3.45) do not differ on Aad (p = .207), Ab (p = .379) and Pi (p = .134). H2 
is accepted.  

Table 2: Cell means and sizes per condition 

National 
openness High (Belgium) 

 
Cell 
sizes 

Low (Iran) 
 

Cell 
sizes Depend-

ents Aad Ab Pi Aad Ab Pi 
Adapta-

tion 
4.34 

(1.30) 
4.08 
(.94) 

3.75 
(1.08) 58 4.79 

(1.38) 
4.07 

(1.58) 
4.02 

(1.48) 52 

Standardi-
zation 

4.13 
(1.28) 

4.00 
(1.39) 

3.45 
(1.43) 54 4.00 

(1.42) 
3.40 

(1.52) 
3.45 

(1.81) 53 

Note: Figures between brackets indicate the standard deviation. 

5 Discussion, Conclusion and Implications 

In the current study, we investigate consumer responses toward advertising 
adaptation and standardization in two national environments that differ in terms 
of openness to foreign markets, which itself is a function of economic flows, 
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information flows, travelling and absence of economic restrictions (Dreher, 
2006). The results support the fact that openness to foreign markets is a signifi-
cant determinant of the consumers’ attitudinal and behavioral responses to 
adapted versus standardized advertising appeals. Individuals’ responses from 
societies open to foreign markets are indifferent to the degree of advertising 
adaptation. Although the adaptation of advertising appeals to the cultural envi-
ronment of the targeted society has long been considered to be an effective 
strategy (Butt and De Run, 2011; Fastoso and Whitelock, 2010), the results of 
this study show standardization can be equally effective for a nation with a high 
level of openness to foreign markets. In societies with a high openness to for-
eign markets, individuals have frequent contact with the norms and values of 
other cultures. According to Machida (2012), this kind of environment promotes 
cultural integration and tolerance for foreign cultures. In line with this idea, our 
study shows that in a country with a high openness to foreign markets, consum-
er responses do not differ significantly between standardized and adapted ads. 
This finding contradicts older studies which suggest that openness to foreign 
markets may lead to the rejection of foreign cultures or a “clash of civiliza-
tions”(Holton, 2000; Huntington, 1993; Kellner, 2002). Societies isolated from 
the values and norms of global culture consider foreign values and norms as 
perceptually distant (Wei and Yu, 2012). In these societies, standardized ads 
with international elements are less positively received than completely adapted 
ad appeals. Individuals from these societies experience trouble finding a connec-
tion between their tastes and preferences and the international context of stand-
ardized ads, and therefore fail to develop favorable attitudes and behavioral 
intentions. 

As our results support that national openness to foreign markets can have a 
substantial effect on the effectiveness of advertising adaptation, we suggest 
multinational companies to consider this factor in their advertising strategies. 
The national openness to foreign markets, as measured by the KOF index, is a 
more useful tool than individual-level characteristics to segment markets, as an 
up-to-date score is freely available (Dreher et al., "KOF Index of Globalization," 
2012), and the score can be used for an entire nation, rather than for targeting 
individuals within one nation. 

Approaching a country with a high national openness to foreign markets, 
like Belgium, does not require a noteworthy amount of adaptation of the adver-
tisement (Roth, 1995). In these countries, marketers can benefit from the ad-
vantages of standardization. However, societies with a low openness to foreign 
markets, like Iran, do require a complete adaptation of advertisements. 

6 Suggestions for Further Research 

Future studies are recommended to investigate the effects of semi-adaptation 
(i.e., glocalization) compared to standardization for nations with different levels 
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of openness to foreign markets. The results of this study can be replicated by 
considering other nations with a high and low openness to foreign markets. The 
results of this study are mainly confined to promotional strategies and cannot be 
generalized to brand image strategies that are long term oriented and mostly 
related to quality and prestige of global brand names.  Future research is rec-
ommended to explore the impact of adaptation and standardization of brand 
names in addition to other visual and verbal appeals on consumer responses.  
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The Advertising Literacy of Primary School Aged Children 

Suzanna J. Opree 
Esther Rozendaal 

1 Why Study Children’s Advertising Literacy? 

Cohort studies have revealed that today’s children are watching more 
television than ever before (Rideout, Foehr, & Roberts, 2010). An average child 
will spend two hours per day in front of the television screen (SKO, 2012). Most 
of this time is spend watching shows on commercial channels like Disney XD 
and Nickelodeon (Sikkema, 2012). The amount of advertising on commercial 
channels like these is restricted by law, but may still take up to 20% of the 
broadcasting time (Europe.eu). Hence, for each hour a child is watching 
television, he/she could be exposed to 12 minutes of advertising. While this is 
beneficial to companies trying to sell their products, many discard child-directed 
advertising as an unethical practice (Mayo & Nairn, 2009). Opponents of child-
directed advertising claim that companies should not be allowed to target 
children. Their main argument is that, because children’s literacy is still 
developing, they lack the ability to defend themselves against the persuasive 
appeal of advertising (Nairn & Fine, 2008). 

This ethical debate has inspired many researchers to focus on children’s ad-
vertising literacy (see John, 1999). Recently, Rozendaal et al. have provided a 
theoretical framework into the different dimensions of children’s advertising 
literacy (Rozendaal, Lapierre, Van Reijmersdal, & Buijzen, 2011), and also 
introduced a practical tool to measure these (i.e., the Advertising Literacy Scale 
for Children, see Rozendaal, Opree, & Buijzen, forthcoming). According to 
Rozendaal et al. (2011), children’s advertising literacy consists of three dimen-
sions: (1) conceptual advertising literacy (i.e., the ability to recognize and un-
derstand advertising messages), (2) attitudinal advertising literacy (i.e., having a 
critical attitude toward advertising), and (3) advertising literacy performance 
(i.e., the ability to actually use the conceptual and attitudinal advertising literacy 
when confronted with advertising).  

The aim of this book chapter is two-folded: first, to provide insight into how 
children’s performance on the three dimensions of advertising literacy progress-
es with age; second, to investigate the extent to which children’s scores on the 
dimensions are interrelated. In order to achieve these goals, the data of Rozen-
daal et al. (forthcoming) have been re-analyzed. For a description of the scales 
used to measure the dimensions of children’s advertising literacy, readers are 
referred to their article. The analyses in this chapter are conducted on a sample 
of 785 children aged 8 to 12 years old (51.7% boys; Mage =  9.83; SDage = 1.16).  

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
Academy, DOI 10.1007/978-3-658-08132-4_14, © Springer Fachmedien Wiesbaden 2015
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The children were divided into four groups, according to their grade level 
(Ngrade3 = 143, Mage = 8.30, SDage = 0.49; Ngrade4 = 222, Mage = 9.21, SDage = 
0.54; Ngrade5 = 224, Mage = 10.17, SDage = 0.54; Ngrade6 = 196, Mage = 11.26, SDage 
= 0.51).  

2 Conceptual Advertising Literacy 

Children’s conceptual advertising literacy refers to their recognition of advertis-
ing, understanding of selling intent, recognition of advertising’s source, percep-
tion of intended audience, understanding of persuasive intent, and understanding 
of persuasive tactics (Rozendaal et al., 2011). In this study, the 21-item Concep-
tual Advertising Literacy subscale for children was used to measure children’s 
scores on the conceptual advertising literacy dimension and its underlying six 
components (see Rozendaal et al., forthcoming).  
 
Table 1: Children’s Conceptual Advertising Literacy (ANOVA’s; DF1 = 3, DF2 = 781) 

Components Mean SD F Sig. 
1. Recognition of  
Advertisinga  

3.73 0.25 20.15 .000 

2. Understanding of selling 
intent  

3.45 0.49 0.75 .525 

3. Recognition of  
advertising’s source  

0.83 0.38 1.44 .230 

4. Perception of 
intended audience  

0.78 0.27 2.08 .101 

5. Understanding of persua-
sive intent  

3.43 0.52 .37 .775 

6. Understanding of persua-
sive tactics  

3.15 0.53 .35 .789 

Overall Conceptual Adver-
tising Literacyb 

0.00 0.52 2.66 .047 

Note. The scores on the components 1, 2, 5, and 6 vary from 1 (low) to 4 (high). The scores on the 
components 3 and 4 vary between 0 (low) and 1 (high). In order to compute children’s overall 
score on conceptual advertising literacy, the scores on the subscales were standardized and aver-
aged. 
a As suggested by Rozendaal, Buijzen, and Valkenburg (2010) this analysis is an ANCOVA, in 
which children’s recognition of programs is included as a covariate. 
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Table 2: Children’s Conceptual Advertising Literacy (means and SD’s) 

Components Grade 3 Grade 4 Grade 5 Grade 6 

1. Recognition of      adver-
tising  

3.70 (.29) 3.72 (.25) 3.74 (.26) 3.76 (.23) 

2. Understanding of selling 
intent  

3.42 (.54) 3.44 (.50) 3.45 (.49) 3.49 (.45) 

3. Recognition of     adver-
tising’s source  

0.83 (.38) 0.81 (.40) 0.80 (.40) 0.87 (.33) 

4. Perception of      intended 
audience  

0.76 (.29) 0.76 (.29) 0.80 (.26) 0.81 (.23) 

5. Understanding of persua-
sive intent  

3.43 (.52) 3.45 (.53) 3.40 (.52) 3.44 (.51) 

6. Understanding of persua-
sive tactics  

3.14 (.49) 3.14 (.52) 3.14 (.50) 3.18 (.58) 

Overall Conceptual Adver-
tising Literacy 

-0.06 (.60) -0.04 (.53) -0.01 (.50) .08 (.48) 

 
Table 1 shows the means and standard deviations for each of the compo-

nents of conceptual advertising literacy for the entire sample. In general, these 
are quite high, exceeding the mid-points of the scales. Table 1 also contains the 
outcomes of the ANOVA’s in which children’s scores on the components were 
compared across grade levels. Significant differences were found for children’s 
recognition of advertising and their overall level of conceptual advertising liter-
acy. Bonferroni post-hoc comparisons indicated that for recognition of advertis-
ing children in the sixth grade scored significantly higher than those in the third 
and fourth grade (Mdiff = .10, p < .001; Mdiff = .08, p < .01), and that children in 
the fifth grade scored higher than those in the third grade (Mdiff = .07, p < .05). 
Furthermore, post-hoc tests indicated that children in the sixth grade scored 
higher on overall conceptual advertising literacy than children in the third grade 
(Mdiff = .14, p = .082). In Table 2, the means and standard deviations per com-
ponent are presented separately for each grade level. 

3 Attitudinal Advertising Literacy 

Children’s attitudinal advertising literacy refers to their understanding of ad-
vertising’s bias, skepticism toward advertising, and disliking of advertising 
(Rozendaal et al., 2011). In this study, the 16-item Attitudinal Advertising Liter-
acy subscale for children was used to measure children’s scores on the attitudi-
nal advertising literacy dimension and its underlying three components (see 
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Rozendaal et al., forthcoming). Table 3 shows the means and standard devia-
tions for each of the components of attitudinal advertising literacy for the entire 
sample. As the table shows, children’s scores on the separate components of 
attitudinal advertising literacy are only slightly higher than the mid-points of the 
scales. Table 3 also includes the outcomes of the ANOVA’s in which children’s 
scores on the components were compared across grade levels. It can be derived 
that children’s understanding of advertising’s bias, skepticism toward advertis-
ing, disliking of advertising, and overall attitudinal advertising literacy varied 
across the grade levels. 

Bonferroni post-hoc comparisons indicated that children in the sixth grade 
had higher understanding of advertising’s bias than children in the third grade 
(Mdiff  = .16, p = .002) and fourth grade (Mdiff  = .14, p = .002); that children in 
the sixth grade had higher skepticism toward advertising than children in the 
third grade (Mdiff  = .24, p = .000) and fourth grade (Mdiff  = .22, p = .000); chil-
dren in the sixth grade had higher disliking of advertising than children in the 
third grade (Mdiff  = .19, p = .002) and fourth grade (Mdiff  = .17, p = .002); and, 
finally, that children in the sixth grade scored higher on overall attitudinal ad-
vertising literacy than children in the third grade (Mdiff = .43, p = .000), fourth 
grade (Mdiff = .38, p = .000), and fifth grade (Mdiff = .22, p = .024), and that chil-
dren in the fifth grade scored higher on overall attitudinal advertising literacy 
than children in the third grade (Mdiff = .21, p = .094). The exact means and 
standard deviations on the different components of attitudinal advertising litera-
cy are presented per grade in Table 4. 

Table 3:  Children’s Attitudinal Advertising Literacy (ANOVA’s; DF1 = 3, DF2 = 781) 

Components Mean SD F Sig. 
1. Understanding of adver-
tising’s bias  

2.40 0.41 5.89 .001 

2. Skepticism toward adver-
tising  

2.66 0.48 10.05 .000 

3. Disliking of           adver-
tising  

2.82 0.47 6.10 .000 

Overall Attitudinal   Adver-
tising Literacy 

0.00 0.81 11.09 .000 

Note. The scores on the components 1, 2, and 3 vary from 1 (low) to 4 (high). In order to compute 
children’s overall score on attitudinal advertising literacy, the scores on the subscales were stand-
ardized and averaged. 
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Table 4:  Children’s Attitudinal Advertising Literacy (means and SD’s) 

Components Grade 3 Grade 4 Grade 5 Grade 6 

1. Understanding of advertising’s bias  2.33 (.39) 2.35 (.41) 2.41 (.40) 2.49 (.41) 

2. Skepticism toward advertising  2.55 (.47) 2.58 (.53) 2.68 (.43) 2.79 (.45) 

3. Disliking of advertising  2.75 (.48) 2.77 (.47) 2.82 (.46) 2.94 (.45) 

Overall Attitudinal Advertising Literacy -0.18 (.81) -0.13 (.84) 0.03 (.74) 0.25 (.79) 

4 Advertising Literacy Performance  

According to Rozendaal et al. (2011), advertising literacy performance refers 
to children’s ability to actually use their conceptual and attitudinal advertising 
literacy when confronted with advertising.  One way to operationalize children’s 
advertising literacy performance would be their use of resistance strategies. 
Resistance strategies are strategies that people can use to defend against persua-
sion attempts, such as advertising (Zuwerink Jacks & Cameron, 2003).  Previ-
ous research shows there are seven strategies to resist persuasion: (1) selective 
exposure (i.e., paying no attention to advertisements), (2) counter arguing (i.e., 
rebutting the arguments in advertisements), (3) attitude bolstering (i.e., generat-
ing thoughts that are consistent with one’s own attitude), (4) negative affect 
(i.e., getting irritated or angry), (5) assertions of confidence (i.e., asserting that 
the advertisement could never change one’s opinion), (6) source derogation (i.e., 
dismissing the validity of the source of the advertisement), and (7) social valida-
tion (i.e., bringing to mind important others who share one’s original attitude; 
Zuwerink Jacks & Cameron, 2003). In the current research, each strategy was 
measured with two items (see Rozendaal et al., forthcoming).   

Table 5:  Children’s advertising literacy performance (ANOVA’s; DF1 = 3, DF2 = 781) 

Strategies Mean SD F Sig. 
1. Selective exposure  2.30 0.68 14.93 .000 
2. Counter arguing  2.00 0.60 11.20 .000 
3. Attitude bolstering  2.08 0.59 3.37 .018 
4. Negative affect  2.53 0.71 10.74 .000 
5. Assertions of confidence  1.92 0.77 7.10 .000 
6. Source derogation  1.47 0.57 1.82 .143 
7. Social validation  1.52 0.56 1.05 .371 
Overall Advertising Literacy 
Performance 

0.00 0.66 11.57 .000 

Note. The scores on the strategies vary from 1 (low) to 4 (high). In order to compute children’s 
overall score on resistance strategies, the scores on the subscales were standardized and averaged. 
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From the means presented in Table 5, it may be derived that, generally 
speaking, children did not frequently apply resistance strategies. With the ex-
ception of negative affect, all means are below the mid-points of the scales. 
However, the ANOVA’s in Table 5 indicate that children’s selective exposure, 
counter arguing, attitude bolstering, negative effect, assertions of confidence, 
and overall advertising literacy performance differed across the grade levels. A 
series of Bonferroni post-hoc comparisons was conducted in order to determine 
which group scores were significantly different from each other. 

With the post-hoc tests it was found that for selective exposure, children in 
the sixth grade scored higher than those in the third grade (Mdiff  = .41, p = .000), 
fourth grade (Mdiff  = .38, p = .000), and fifth grade (Mdiff  = .19, p = .018), and 
that children in the fifth grade scored higher than those in the third grade (Mdiff  
= .21, p = .017) and fourth grade (Mdiff = .18, p = .025). For counter arguing it 
was found that children in the sixth grade scored higher than those in the third 
grade (Mdiff = .35, p = .000) and fourth grade (Mdiff = .19, p = .004), and that 
children in the fifth grade scored higher than those in the third grade (Mdiff = .27, 
p = .000). For attitude bolstering children in the fifth grade scored higher than 
children in the third grade (Mdiff  = .19, p = .018). For negative affect, children in 
the sixth grade scored higher than those in the third grade (Mdiff = .32, p = .000) 
and fourth grade (Mdiff = .31, p = .004), and children in the fifth grade scored 
higher than children in the third grade (Mdiff = .26, p = .004) and fourth grade 
(Mdiff = .25, p = .001). 

 

Table 6:  Children’s advertising literacy performance (means and SD’s) 

Strategies Grade 3 Grade 4 Grade 5 Grade 6 

Selective exposure  2.13 (.66) 2.16 (.63) 2.34 (.66) 2.54 (.72) 

Counter arguing  1.79 (.62) 1.94 (.62) 2.07 (.56) 2.14 (.57) 

Attitude bolstering  1.99 (.64) 2.06 (.55) 2.18 (.64) 2.06 (.54) 

Negative affect 2.37 (.68) 2.38 (.69) 2.63 (.68) 2.69 (.74) 

Assertions of confidence  1.72 (.78) 1.86 (.72) 1.98 (.76) 2.08 (.77) 

Source derogation  1.39 (.58) 1.47 (.59) 1.48 (.54) 1.53 (.56) 

Social validation  1.46 (.58) 1.54 (.57) 1.51 (.54) 1.56 (.56) 

Overall Advertising Literacy 
Performance 

-0.21 (.70) -0.08 (.68) 0.08 (.59) 0.16 (.64) 
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For assertions of confidence, children in the sixth grade scored higher than 
those in the third grade (Mdiff = .36, p = .000) and fourth grade (Mdiff = .22, p = 
.017), and children in the fifth grade scored higher than those in the third grade 
(Mdiff = .25, p = .012). Finally, children in the sixth grade scored higher on over-
all advertising literacy performance than those in the third grade (Mdiff = .38, p = 
.000) and fourth grade (Mdiff = .25, p = .001), and children in the fifth grade 
scored higher than those in the third grade (Mdiff = .29, p = .000) and fourth 
grade (Mdiff = .16, p = .057).  In Table 6 the means and standard deviations for 
each of the resistance strategies underlying children’s advertising literacy per-
formance.  

5 Linking Conceptual Advertising Literacy, Attitudinal Advertising 
Literacy, and Advertising Literacy Performance  

It is generally believed that children with higher conceptual and attitudinal 
advertising literacy will score higher on advertising literacy performance (Ro-
zendaal et al., 2011). However, the results in Table 7 contradict this thought. 
Looking at the total sample of children, no correlation between children’s con-
ceptual advertising literacy and advertising literacy performance was found. 
Still, a moderate correlation was found between children’s attitudinal advertis-
ing literacy and advertising literacy performance: the higher children’s attitudi-
nal advertising literacy, the greater the likelihood that they will engage in one or 
more resistance strategies when confronted with advertising.  

Analyzing the data per grade level yields similar results: No correlations 
were found between children’s conceptual and attitudinal advertising literacy 
(rgrade3 = .09, rgrade4 = -.05, rgrade5 = -.10, and rgrade6 = -.05), or between children’s 
conceptual advertising literacy and their advertising literacy performance (rgrade3 
= -.09, rgrade4 = -.03, rgrade5 = -.10, and rgrade6 = -.01). However, no matter which 
grade they are in, children’s attitudinal advertising literacy is positively related 
to their advertising literacy performance (rgrade3 = .30, rgrade4 = .45, rgrade5 = .39, 
and rgrade6 = .34). 

In addition to the previous analysis, Table 8 provides the correlations be-
tween the different components of children’s conceptual advertising literacy and 
attitudinal advertising literacy on the one hand and children’s advertising litera-
cy performance on the other hand. The only components of children’s conceptu-
al advertising literacy that are related to their advertising literacy performance 
are their understanding of advertising’s selling and persuasive intent. Although 
the relation is weak (r  .11), children who understand that advertising aims to 
sell and persuade, are more likely to engage in counter arguing, attitude bolster-
ing, and negative affect. Remarkably, a few negative correlations were found 
between children’s conceptual advertising literacy and their advertising literacy 
performance. Finally, all components of children’s attitudinal advertising litera-
cy are positively related to their advertising literacy performance.   
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Table 7:  Correlations between conceptual advertising literacy, attitudinal advertising 
literacy, and advertising literacy performance 

 
Conceptual 

Advertising Literacy 
Attitudinal 

Advertising Literacy
Advertising Literacy 

Performance 
CAL -   
AAL -.01 -  
ALP -.04 .40*** - 

* p < .05. ** p < .01. *** p < .001. 

Table 8:  Linking children’s conceptual and attitudinal advertising literacy with 
advertising literacy performance 
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Recognition of advertising  .05 .00 .02 .06 .03 -.07 -.06 
Understanding of selling 
intent  

.03 .07* .11** .09* .01 -.04 -.07* 

Recognition of advertising’s 
source  

.06 .00 .01 .03 .03 -.03 -.06 

Perception of intended 
audience  

.01 -.02 -.05 .00 -.04 -.07* -
.13*** 

Understanding of persuasive 
intent  

-.01 .04 .13*** -.02 .00 -.06 -.06 

Understanding of persuasive 
tactics  

-.04 -.03 -.08* -.10** -.07 -.11** -.10** 

Understanding of advertis-
ing’s bias  

.22*** .29*** .01 .28*** .15*** .26*** .08* 

Skepticism toward advertis-
ing  

.29*** .41*** .09* .37*** .22*** .29*** .03 

Disliking of  advertising  .41*** .24*** -.03 .58*** .19*** .18*** -.02 

* p < .05. ** p < .01. *** p < .001. 

6 Discussion  

The first aim of the study presented in this book chapter was to provide in-
sight into how children’s levels of conceptual advertising literacy, attitudinal 
advertising literacy, and advertising literacy performance progress with age. The 
results of the study showed that children between the ages of 8 and 12 did not 
differ in their level of conceptual advertising literacy, except for their recogni-
tion of advertising. Specifically, the children from grade 5 and 6 (10-12 years) 
were better able to differentiate commercials from programs then children from 
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grade 3 and 4 (8-10 years). Overall, the children scored relatively high on all six 
conceptual advertising literacy components, indicating that they have a fairly 
good recognition and understanding of television advertising. This finding cor-
roborates with earlier research on children’s conceptual advertising literacy (see 
John, 1999, Rozendaal et al., 2010; Rozendaal, Buijzen, & Valkenburg, 2011). 

Our study also demonstrated that children’s level of attitudinal advertising 
literacy increased significantly with age. Results showed that the children from 
grade 6 (11-12 years) had more critical attitudes than the younger children. 
Overall, the children scored moderately on all three attitudinal components, 
indicating that they hold moderate critical attitudes toward television advertis-
ing. This is in line with findings of earlier research (see John, 1999).  

In addition, significant age differences were observed for children’s level of 
advertising literacy performance. That is, the older children (grade 5 and 6; 10-
12 years) engaged in resistance strategies more often than the younger children 
(grade 3 and 4; 8-10 years). Our results showed that children use a broad range 
of resistance strategies when confronted with advertising. The two most often 
used strategies were negative affect and selective exposure. However, overall 
the children scored relatively low on all seven performance components, indi-
cating that they do not engage in resistance strategies when confronted with 
advertising that often.  

The second aim of this study was to investigate the relation between the 
three dimensions of children’s advertising literacy. The results showed that the 
conceptual dimension is not related to the attitudinal and performance dimen-
sion. This implies that children with higher levels of advertising recognition and 
understanding do not hold more critical attitudes toward advertising and do not 
engage in resistance strategies more often than children with lower levels of 
advertising recognition and understanding. This finding is in line with earlier 
research on the link between children’s conceptual advertising literacy and their 
susceptibility to advertising (e.g., Nairn & Fine, 2008; Rozendaal, Buijzen, & 
Valkenburg, 2009; Waiguny & Terlutter, 2011). The findings also showed that 
the attitudinal and performance dimension do positively relate to each other, 
which means that children who hold more critical attitudes toward advertising 
more often engage in resistance strategies. 

In addition to this overall pattern, we also looked at the correlations between 
all individual conceptual and attitudinal advertising literacy components and all 
individual resistance strategies. The findings demonstrated a positive relation-
ship between all three attitudinal advertising literacy components and six out of 
seven resistance strategies. This once again indicates that children who hold 
more critical attitudes toward advertising also engage in resistance strategies 
more often. In addition, the findings showed that most correlations between the 
conceptual advertising literacy components are non-significant. Remarkably, 
there are a few correlations that indicate a negative relationship between certain 
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conceptual advertising literacy components and the use of resistance strategies. 
For example, children who have a better understanding of persuasive tactics, 
engage less in resistance strategies (i.e., attitude bolstering, negative effect, 
social validation and source derogation). This could be explained by the fact that 
children who have better persuasion knowledge, feel more like an ‘advertising 
expert’ and therefore do feel less need to engage in resistance strategies (see 
also Rozendaal et al., 2009, Sagarin, Cialdini, Rice, & Serna, 2002). 

In conclusion, our findings have yielded important theoretical and societal 
insights. The study contributes to our theoretical understanding, as relating 
children’s conceptual and attitudinal advertising literacy to their advertising 
literacy performance increases our understanding of the role of advertising liter-
acy in children’s processing and susceptibility to advertising. It also contributes 
to the public debate about children and advertising. Insights into children’s 
levels of children’s advertising literacy are needed to inform the ongoing debate 
on the fairness of advertising aimed at children. In many Western societies, 
public and political attention is increasingly drawn toward methods of reducing 
children’s susceptibility to advertising, including advertising educational inter-
ventions aimed at increasing children’s advertising literacy. Our study suggests 
that advertising interventions should not only focus on the conceptual dimension 
of advertising literacy, but also on its attitudinal dimension. In addition, adver-
tising interventions should focus on stimulating and facilitating children’s use of 
resistance strategies. 
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To Drink More Water or Less Coke? Promoting Healthy  
Eating among Children Using Regulatory Fit Theory 

Benjamin Ka Lun Cheng  

1 Introduction 

Childhood obesity has become a focus of attention for policy makers, na-
tional administrators and health care providers around the world. A recent health 
report by the World Health Organization found that worldwide, over 42 million 
children aged under five years were overweight (World Health Organization, 
2013). In the US, one third of children were found to be obese or overweight 
(Lobstein & Jackson-Leach, 2007). In China, around a quarter of children aged 
12 years were found to be overweight (Bardsley, 2011). Although the problem 
among European children is slightly less severe, 20% of children were neverthe-
less categorized as overweight or obese (van der Kruk et al., 2013).  

Previous studies have suggested that obesity is more than just a physical 
health problem. Psychologically, overweight children are more likely to experi-
ence discrimination and stigmatization leading to negative consequences such as 
lower self-esteem (e.g. Wallace et al., 1993). Obesity also creates a national 
financial burden. It is estimated that around 25% of US health care costs are 
related to obesity, while in Canada, the costs attributed to obesity accounted for 
12% of national health expenditure (Batrina, 2013).  

The mass media have been rigorously challenged for promoting unhealthy 
food consumption and undesirable food-related behavior (e.g. Harris et al., 
2008). The bulk of the studies adopting content analysis suggest that food with 
poor nutritional values dominates most food advertising air-time during chil-
dren’s TV programs (e.g. Kline, 2011). Exposure to these advertisements not 
only stimulates immediate post-viewing snack food consumption (e.g. Halford 
et al., 2004), but also prompt children to pester their parents to purchase the 
unhealthy food items that they have seen on TV (e.g. Yavas & Abdul-Gader, 
1993). TV advertising of unhealthy food has been criticized for undermining 
parents’ attempts to feed their children with healthy diets (McDermott et al., 
2006).  

Given the prevailing problem of childhood obesity and the significant influ-
ence of the mass media on children’s food consumption, this study adopts the 
regulatory focus and regulatory fit theories to test the interactive effects between 
the individual’s focus, message focus and celebrity focus on children’s respons-
es to the promotion of healthy eating. This study is an innovative attempt to 
apply these theories to child consumers by directly measuring their regulatory 
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focus and its effects on responses to advertising. The study aims to encourage 
health promoters to develop an effective strategy for message design.  

2 Theoretical Framework 

This study adopts the regulatory focus and regulatory fit theories as its theo-
retical framework. Both theories have been gaining prominence in consumer 
research for the past two decades (e.g. Aaker & Lee, 2001; Pentina & Taylor, 
2013). These theories have informed scholars in advertising and persuasion on 
how to improve effective message design by considering and matching the regu-
latory focus of the audience, the nature of products and the frames of persuasive 
messages.  

2.1 Regulatory Focus Theory 

Regulatory focus theory suggests that individuals, objects and messages can 
be classified as either promotion- or prevention-focused. People who are promo-
tion-focused often use the ‘ideal-self’ as their reference. They are more motivat-
ed to achieve goals, aspiration and dreams. These individuals are more attentive 
to information that is positively framed (e.g. doing physical exercise helps en-
hance body functioning), and prefer to use approach strategies to complete a 
task (e.g. to gain more points in a course assessment). Promotion-focused indi-
viduals are more hedonistic, more ready to take risks and more impulsive. Indi-
viduals who are prevention-focused often use the ‘ought-self’ as their reference. 
They are more motivated to fulfil duties, obligations and responsibilities. These 
individuals are more attentive to information that is negatively framed (e.g. not 
doing sufficient physical exercise will weaken body functioning), and prefer to 
use avoidance strategies to complete a task (e.g. completing a course assessment 
carefully to avoid losing points). Prevention-focused individuals are more 
pragmatic, more risk-averse and have better self-control.  

2.2 Regulatory Fit Theory 

Regulatory fit theory is an extension of regulatory focus theory. It suggests 
that people are more motivated to complete a task and place higher value on 
objects and outcomes when they adopt strategies that fit their regulatory focus 
(e.g. Idson et al., 2000). People are better persuaded when they are exposed to 
regulatory fit messages (e.g. Pentina & Taylor, 2013). Followers also feel they 
are valued when leaders exhibit behavior that fits their followers’ regulatory 
focus (e.g. Hamstra et al., 2014).  

Regulatory fit theory underpins the majority of studies that inform effective 
and persuasive message design by manipulating the message frame of a cam-
paign. Aaker and Lee (2001) found that promotion-focused individuals were 
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more effectively persuaded by a gain-frame message, i.e. a promotion-focused 
message, to promote a brand of grape juice (e.g. highlighting the benefits of 
energy supply and immunity strengthening). Prevention-focused individuals, in 
contrast, were better persuaded by a non-loss-frame message, i.e. a prevention-
focused message, to promote the same brand of product (e.g. emphasizing the 
benefits of antioxidants and preventing cardiovascular disease). A money-saving 
benefit (a prevention-focused message) to promote Groupon was found to be 
more persuasive among prevention-focused individuals, whereas a value-adding 
benefit (a promotion-focused message) was perceived to be more persuasive 
among promotion-focused individuals (Pentina & Taylor, 2013).  

The theory has also been applied to studying social communication cam-
paigns. In an experiment that tested the effectiveness of an anti-smoking cam-
paign, greater motivation for anti-smoking behavior was generated in a regulato-
ry fit condition (Zhao & Pechmann, 2007). Promotion-focused individuals 
displayed greater motivation when they were exposed to a gain-frame message 
(e.g. gaining more friends by remaining smoke-free) whereas the reverse trend 
was observed among prevention-focused individuals (e.g. annoying others by 
smoking). Nan (2012) found that promotion-focused young adults were more 
motivated to take the HPV vaccine when they were exposed to a gain-framed 
message (e.g. ‘by getting the HPV vaccine, you may make it less likely for you 
to develop genital warts and/or cervical cancer’), whereas prevention-focused 
young adults were more motivated when they were exposed to a loss-framed 
message (e.g. ‘by not getting the HPV vaccine, you may make it more likely for 
you to develop genital warts and/or cervical cancerʼ).   

These studies generally support the notion of the regulatory fit theory that a 
fit condition generates better persuasive outcomes. Previous studies that have 
adopted regulatory fit theory have generally classified individuals, messages, 
and objects into two regulatory focuses. This study makes an innovative contri-
bution by classifying celebrity endorsers of a campaign as either promotion- or 
prevention-focused (celebrity focus) and testing the interactive effects between 
celebrity focus, the regulatory focus of children (individual’s focus) and the 
message frame (message focus) on children’s responses to the promotion of 
healthy eating.  

3 Hypotheses  

As described above, this study aimed to test the interactive effects between 
the regulatory focus of children (individual’s focus), message frame (message 
focus) and the image of celebrity endorsers (celebrity focus) on children’s re-
sponses to the promotion of healthy eating. This section overviews the key vari-
ables and presents the hypotheses informed by the regulatory focus and regula-
tory fit theories.  
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3.1 Independent Variables  

The first independent variable is children’s individual’s focus. Previous 
studies using regulatory focus and regulatory fit theories exclusively targeted 
young adults such as undergraduate students and adolescents aged 15 years or 
above (e.g. Zhao & Pechmann, 2007) or working people (e.g. Sue-Chan et al., 
2012). This study investigated the regulatory focus of children using a well-
established measurement instrument developed by Lockwood et al. (2002). The 
children were classified as either promotion- or prevention-focused.  

The second independent variable is celebrity focus. This study proposes that 
celebrity endorsers can be classified as either promotion- or prevention-focused, 
depending on their public image. Some celebrities may be perceived as more 
fun loving, spontaneous and hedonistic. These celebrities may project an image 
of being vigorous, lively, outgoing and mischievous. These images and person-
alities are consistent with the characteristics of promotion focus. Other celebri-
ties may be perceived as deliberate, steady and dependable and may project an 
image of being staid and giving others a sense of security. These traits are con-
sistent with the characteristics of prevention focus.  

The third independent variable is message focus. As previously reviewed, 
the regulatory focus of a message can be manipulated by altering the frame of 
the message. In the context of healthy eating promotion, a message can be pre-
sented in a gain-frame (e.g. consuming a variety of fruit helps to strengthen the 
immune system) or a non-loss frame (e.g. not eating too much food with a high 
fat content helps to maintain a desirable body weight). This study adopted this 
approach to manipulate the message focus.  

3.2 Dependent Variables  

Previous studies have suggested that in regulatory fit conditions, people re-
member informative data better (see Higgins, 1998 for a review), associate more 
positive feelings with a job (Idson et al., 2000), display more interest in a prod-
uct (Werth & Förster, 2007), are convinced more effectively (e.g. Asker & Lee, 
2001) and are more motivated to adopt behavior consistent with an advocated 
position (e.g. Zhao & Pechmann, 2007). Building on these results, this study 
tested the effects of regulatory fit on children’s cognitive and affective respons-
es to an advertisement, and their behavioral intent to take action in line with the 
advocated position on healthy eating. ‘Cognitive responseʼ refers to the evalua-
tion of an advertisement in terms of its perceived usefulness, whether it is worth 
remembering and how easily it is forgotten. ‘Affective responseʼ refers to an 
individual’s subjective feelings about an advertisement, such as how much he or 
she likes it, is interested in it and has good feelings about it. In this study, these 
variables were measured by modelling after the study by Chan (1996), which 
investigated viewers’ attitudes towards advertising. ‘Behavioral intentʼ refers to 
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the motivation of a person to take action towards an advocated position after 
being exposed to an advertising message. Based on the regulatory fit theory, the 
following hypotheses are proposed. 

 
H1-3: A regulatory fit between (1) the individual’s focus and the message focus, 
(2) the individual‘s focus and the celebrity focus and (3) the celebrity focus and 
the message focus will generate: (a) better cognitive response, (b) better affec-
tive response and (c) higher behavioral intent to adopt healthy eating than a non-
fit condition.  
H4: Cognitive and affective responses and behavioral intent to adopt healthy 
eating are expected to be best when the individual’s focus, message focus and 
celebrity focus function synergistically (i.e. there is a three-way interaction 
effect). 

4 Methodology  

To test the hypotheses, a 2 (individual’s focus) x 2 (message focus) x 2 (ce-
lebrity focus) factorial experiment was conducted. Prior to the main study, two 
focus groups, a screening test and a pilot study were conducted.  

4.1 Stimuli 

Eight versions of print advertisements (gender of celebrity x celebrity focus 
x message focus) were produced and adopted as the stimuli for the experiment. 
The four celebrities (promotion-focused male, prevention-focused male, promo-
tion-focused female and prevention-focused female) were selected after two 
focus groups and a screening test. Fifteen focus group participants aged 13-15 
were asked to suggest Hong Kong local celebrities whom they regarded as ei-
ther ‘vigorous and livelyʼ (promotion-focused) or ‘steady and staidʼ (prevention-
focused). The names of 39 celebrities were suggested. Of the celebrities, 12 
were selected for the screening. In the screening, 88 participants aged 11-15 
years recruited from two churches and one junior high school were asked to rate 
each of the 12 celebrities on a 5-point semantic differential scale according to 
the perceived image of the celebrities (1=steady and staid; 5=vigorous and live-
ly). The male and female celebrities who scored the lowest were selected to 
represent prevention focus (male: Chilam Cheung, M=2.18; female: Fala Chan, 
M=2.17), whereas the male and female celebrities who scored the highest were 
chosen to represent promotion focus (male: Sammy Leung, M=4.40; female: 
Kandy Wong, M=4.19). These celebrities were featured in the print advertise-
ment to advocate either a promotion-focused message or a prevention-focused 
message.  

To identify messages that represented the two regulatory focuses, and to en-
sure ecological validity, a search was conducted on the official website of the 
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Health Department of the Hong Kong government. This unit is responsible for 
health promotion in Hong Kong, including a series of healthy eating promotions 
among schools. Promotion-focused messages such as ‘eat more fruits and vege-
tablesʼ, ‘drink more water and juiceʼ and ‘diversify food choicesʼ were identi-
fied and adopted. These messages represented the ‘approachʼ promotion focus. 
The message ‘you will strengthen your health and achieve a desirable body 
weightʼ was also included as the ‘gainʼ of a desirable outcome. To make the 
poster stimulus complete, a headline ‘Three dos in healthy eatingʼ was added.  

For prevention focus, messages including ‘don’t take excessive salt and sug-
arʼ, ‘don’t eat excessive fried foodʼ and ‘don’t practice picky eating’ or ‘don’t 
over eatʼ were identified as the ‘avoidanceʼ strategic inclination. The message 
‘you will avoid becoming ill and avoid being overweightʼ was included as ‘non-
lossʼ of the desirable outcome. A headline ‘Three don’ts in healthy eatingʼ was 
added. All of the messages were presented in Chinese as the first language of 
the target respondents.  

4.2 Instrument of Measurement 

The experiment was administered through a set of questionnaires. The first 
part of the questionnaire consisted of 18 items that measured the regulatory 
focus of the participants (5-point Likert scale, 1=do not agree at all; 5=agree 
very much). These items were adopted from the study of Lockwood et al. 
(2002). Nine of the items measured promotion focus (e.g. ‘I often think about 
the person I would ideally like to be in the futureʼ) and the other nine measured 
prevention focus (e.g. ‘I frequently think about how I can prevent failures in my 
lifeʼ). These items were created in English and translated into Chinese. The 
terms were then back-translated into English by the researcher and a research 
student. The Chinese version was adopted as Chinese was the first language of 
the child participants.  

After responding to the 18 items, the participants were randomly exposed to 
one of the eight versions of the print advertisement. The participants were then 
asked to rate the items in the exposed print advertisement to measure the de-
pendent variables. All of the items were measured on 5-point Likert scales 
(1=totally disagree; 5=totally agree). Five items (e.g., ‘The ad is useful to meʼ) 
measured participants’ cognitive responses and three items (e.g., ‘I feel good 
about this ad’) measured their affective responses. The item ‘I will follow the 
suggestion of the ad to adopt healthy eating in the coming three weeksʼ was 
included to measure behavioral intent. As a manipulation check, participants 
were asked to evaluate the perceived image of the celebrity to whom they were 
exposed on a semantic differential scale (1=steady and staid; 5=vigorous and 
lively). Demographic data including gender, age and year of study were collect-
ed in the final part of the questionnaire.  
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5 Results 

5.1 Sample Profile and Manipulation Check 

Seven hundred and eighteen children aged 11-17 were recruited from two 
secondary schools in Hong Kong. There was an almost even distribution of girls 
and boys. All of the multi-item measurements were found to be reliable (α=.72-
.84). The data associated with the same-focused celebrities of the two genders 
were combined to form one factor (celebrity focus). For the manipulation check, 
the result of an independent samples t-test showed that the promotion-focused 
celebrities (M=4.0, SD=0.95) were rated significantly higher than the 
prevention-focused celebrities (M=2.5, SD=0.95, t=21.8, p<.001). The 
manipulation was found to be valid.  

5.2 Hypotheses Testing  

Hypotheses 1-3 predicted that the regulatory fit condition between (1) the 
individual’s focus and the message focus (2) between the individual’s focus and 
the celebrity focus and (3) between the celebrity focus and the message focus 
would generate (a) a better cognitive response, (b) a better affective response 
and (c) a higher behavioral intent to adopt healthy eating than in a non-fit condi-
tion. To test these hypotheses, two-way analyses of variance (ANOVAs) were 
performed. There were no significant interaction effects between the individu-
al’s focus and the message focus, between the individual’s focus and the celebri-
ty focus or between the celebrity focus and the message focus for each of the 
dependent variables (p>.05). Therefore, H1-3 were rejected.  

Hypothesis 4 predicted that cognitive and affective responses and behavioral 
intent to adopt healthy eating would be highest when the individual’s focus, 
message focus and celebrity focus functioned synergistically (i.e. a three-way 
interaction effect). To test this hypothesis, a three-way ANOVA was conducted. 
No significant interaction effects were found for any of the dependent variables 
(p>.05). H4 was rejected.  

Given the rejection of all of the proposed hypotheses, and also because this 
was one of the few studies to apply the regulatory fit theory to studying child 
consumers as a group, it was worth testing the effects of other factors. Previous 
studies have found that the gender of the celebrity and of the young consumer 
affected young consumers’ self-identification and social comparison processes 
(e.g. Chan, 2010). It is therefore possible that the young participants in the ex-
periment may have reacted to the celebrities’ gender rather than to their focus 
(operationalized as image). Therefore, the data for the two celebrities with the 
same gender were combined to form a new factor, ‘celebrity gender’.  
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A two-way ANOVA was used to test the effects of individual’s focus and ce-
lebrity gender on the dependent variables. There was a significant interaction 
effect for cognitive response (F=7.2, p<.01, eta=.01) but not for affective re-
sponse (p=.17) or behavioral intent (p=.13). Although the effect size was rather 
small, the result shows that promotion-focused participants gave better cognitive 
responses to advertisements that featured a male celebrity (M=3.0, SD=0.8) than 
to advertisements that featured a female celebrity (M=2.8, SD=0.9). The reverse 
was true among prevention-focused children, who gave a better cognitive re-
sponse to advertisements that featured a female celebrity (M=2.9, SD=0.8) than 
to advertisements that featured a male celebrity (M=2.8, SD=0.7) (see Table 1). 
Planned contrasts revealed that the mean difference in cognitive responses to 
male and female celebrities was non-significant among the promotion-focused 
participants (t=1.65, p=.09), whereas it was significant among the prevention-
focused participants (t=-2.18, p=.03).  

Specifically, the results of the two-way ANOVA showed that the participants 
found the advert more worth remembering (F=4.2, p<.05, eta=.006), more effec-
tive (F=8.2, p<.01, eta=.01) and more useful (F=7.5, p<.01, eta=.01) in these 
conditions.  

Table 1: Mean value of the cognitive response, affective response and behavioral intent 
depending on the gender of the celebrity and the individual’s focus (n=682) 

 Promotion-
focused  

individuals 

Prevention-
focused  

individuals 

p-value for 
the interac-
tion effect 

Gender of  
celebrity 

Male  
n=169 

Female 
n=167 

Male 
n=185 

Female 
n=161 

 

Cognitive 
response 

3.0 
(0.8) 

2.8 
(0.9) 

2.8 
(0.7) 

2.9 
(0.8) 

0.007** 

Affective 
response 

2.8 
(0.9) 

2.9 
(0.9) 

2.7 
(0.8) 

3.0 
(0.9) 

0.17 

Behavioral 
intent 

2.8 
(1.0) 

2.7 
(1.1) 

2.6 
(1.0) 

2.7 
(1.0) 

0.13 

*p < .05; **p < .01 (standard deviations in parentheses) 

A two-way ANOVA was used to test the effects of celebrity gender and mes-
sage focus. There was a significant interaction effect between the factors for 
cognitive response (F=4.2, p<.05, eta=.006) but not for affective response 
(p=.20) or behavioral intent (p=.12). Although the effect size was rather small, 
the results show that a promotion-focused message endorsed by a female celeb-
rity elicited a better cognitive response (M=2.9, SD=0.9) than that endorsed by a 
male celebrity (M=2.8, SD=0.9). A prevention-focused message endorsed by a 
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male celebrity elicited a better cognitive response (M=2.9, SD=0.8) than a mes-
sage endorsed by a female celebrity (M=2.8, SD=0.7) (see Table 2). Planned 
contrasts revealed that although the interaction was significant, the mean differ-
ence in cognitive responses between male and female celebrities failed to reach 
a conventional level of significance in both message conditions. In these posi-
tive conditions, specifically, participants found the advertisement more worth 
remembering (F=4.1, p<.05, eta=.006) and less easy to forget (F=5.0, p<.05, 
eta=.007).  

A three-way ANOVA was used to test the interaction effects of the three fac-
tors (celebrity gender, the individual’s focus and the message focus) on the de-
pendent variables. No interaction effects were found for cognitive response 
(p=.57), affective response (p=.72) or behavioral intent (p=.10).  

Table 2: Mean value of the cognitive response, affective response and behavioral intent 
depending on the message focus and the gender of the celebrity (n=712) 

 Promotion-focused 
messages 

Prevention-focused 
messages 

p-value for 
the interac-
tion effect 

Gender of 
the celebri-
ty 

Male  
n=185 

Female 
n=171 

Male 
n=187 

Female 
n=169 

 

Cognitive 
response 

2.8 
(0.8) 

2.9 
(0.9) 

2.9 
(0.8) 

2.8 
(0.7) 

0.04* 

Affective 
response 

2.7 
(0.9) 

2.9 
(0.9) 

2.8 
(0.8) 

2.8 
(0.8) 

0.20 

Behaviour 
al intent 

2.7 
(1.0) 

2.8 
(1.1) 

2.6 
(1.0) 

2.6 
(1.0) 

0.12 

*p < .05; **p < .01 (standard deviations in parentheses)  

6 Discussion  

Although none of the proposed hypothesis was confirmed in this study, a 
surprising result was the presence of interaction effects between the individual’s 
focus and the gender of the celebrity. Promotion-focused children found an 
advertisement more worth remembering, effective and useful when it featured 
male celebrities; the reverse was true among prevention-focused children. This 
finding supports regulatory fit theory, which hypothesizes that males are more 
likely to be promotion-focused because they assume roles that emphasize suc-
cess, achievement and dominance. Conversely, females are more likely to be 
prevention-focused as they assume roles that emphasize harmony and interper-
sonal relationships. These gender-focused associations were evident in this 
study, and in a previous study by McKay-Nesbitt et al. (in press). The children 
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felt right when they were exposed to celebrities whose focus was consistent with 
their own. This ‘feeling-right’ emotion is then used as a basis for judgment, thus 
increasing the perceived persuasiveness and value of the advertisement (Cesario 
et al., 2004).  

This study also found that the gender of the celebrity and the focus of the 
message interacted to create an effect on the children’s responses. A prevention-
focused message that was endorsed by a male celebrity yielded better cognitive 
responses among children than a message endorsed by a female celebrity. A 
promotion-focused message endorsed by a female celebrity also yielded better 
cognitive responses among children than a message endorsed by a male celebri-
ty. In these positive conditions, the respondents found that advertisements were 
more worth remembering and less easy to forget.  

These results do not seem to support regulatory fit theory. If males are more 
promotion-focused, there should be a stronger effect when they endorse promo-
tion-focused messages. Females, in contrast, should create better response when 
endorsing prevention-focused messages. However, the opposite effect was ob-
served in this study. Such surprising results can probably be explained by the 
parents’ adoption of different disciplinary styles toward their children. Burleson 
(1983) conceptualized induction and power assertion as two disciplinary styles. 
Parents who use an inductive style coach their children by providing rationales 
and consequences to support their claims for the correction of misbehavior. 
These parents set limits by eliciting ideas from the children and provide logical 
explanations and consequences. Power assertion, in contrast, is a style that fo-
cuses on coercion and punishment. Parents adopting this style enforce physical 
punishment, threats and directives to discipline their children. The inductive 
style is arguably promotion-focused, as it involves the elicitation of children’s 
ideas to set behavioral limits that may prompt the children to be more individu-
alistic and self-focused, which are characteristics consistent with promotion 
focus. Power assertion, however, can be argued to be a prevention-focused 
strategy. Higgins and Silberman (1998) suggested that parents who emphasize 
punishment socialize their children into prevention focus. Previous studies have 
shown that a father is more likely to adopt a power assertion style whereas a 
mother will adopt an inductive style (e.g. Hart & Robinson, 1994).  

In this study, the advertisements were created to promote healthy eating, and 
this may be deemed to be a kind of teaching to encourage a desirable lifestyle 
among children. A male endorsing a prevention-focused message and a female 
endorsing a promotion-focused message were perceived as the most effective. 
The children may have found this endorsement more consistent with their daily 
lives as they are used to their fathers using power assertion (i.e. a prevention-
focused strategy) and mothers using an inductive style (i.e. a promotion-focused 
strategy) to draw boundaries for their lives. This may also explain why the ef-
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fects were observed in relation to cognitive responses but not affective respons-
es: teaching and discipline do not tend to elicit positive feelings among children.  

7 Social Implications 

This study shows that regulatory focus can be used as a psychographic vari-
able for market segmentation in relation to children. Marketers seem to assume 
that children are a homogeneous group of consumers and often view them as a 
mass audience (see Panwar & Agnihotri, 2006). This study provides insight for 
marketers, who could adopt a regulatory focus as a psychological factor in chil-
dren’s market segmentation. This responds to the call from researchers to use 
more sophisticated variables to segment the young consumer market (e.g. Chan 
& Ng, 2012).  

Campaign planners can also gain insights from these results into the effec-
tive use of celebrity endorsers in various marketing situations. Communicators 
may not always be informed about the regulatory focus of the children they are 
targeting. In some situations they make use of the media to target a broad audi-
ence without fine segmentation. In these cases, the campaign planners could 
feature a male celebrity to advocate a prevention-focused message or a female 
celebrity to endorse a promotion-focused message to generate a better cognitive 
response. Specifically, the audience should find the advertising message more 
worthwhile to remember and less easy to forget. Campaign planners could use 
celebrity popularity to draw the attention of the audience and establish healthy 
lifestyles among children when the featured celebrity is in accordance with the 
message focus.  

In some other marketing situations, the communicators are well informed 
about their target’s regulatory focus. In this case, they could feature a celebrity 
with the gender that corresponds to the children’s focus. The children will per-
ceive an advertisement as more worth remembering, more effective and more 
useful when it features a celebrity of the same gender.  

8 Conclusion 

Childhood obesity is an alarming global challenge facing various stakehold-
ers and health promoters around the world. The majority of studies suggest that 
children should establish healthy eating habits while they are young. Because 
the mass media have been rigorously criticized for promoting unhealthy food 
preferences and eating practices, health promoters should use them as a platform 
to convey effective messages to positively influence children’s food choices and 
consumption. This study presents insights into message design. It finds that 
matching a celebrity’s gender with the message frame and matching the gender 
of the celebrity with the children’s regulatory focus can create a better cognitive 
response to an advertisement that is targeted at children. With the effective use 
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of such a strategy and other media campaigning, together with parental support 
(Raiha et al., 2006) and school intervention (Story et al., 2006), a healthy life-
style can be established among children that will result in improved health and 
wellness in the later stages of their lives.   
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Brand Placements in Fashion TV Series 
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1 Introduction 

Recently Fashion TV series have gained more and more popularity among 
young women worldwide (Dehnart 2008; Seidman 2010). Fashion TV series are 
an immensely popular TV genre portraying the world of fashion and the accom-
panying glamorous lifestyle. Well-known examples of such series are The Hills, 
The City and Gossip Girl. The phenomenon of fashion TV series is potentially 
interesting for marketers. Considering that story lines are portrayed in a fashion 
minded environment, an exclusive platform is provided for the deliberate incor-
poration of brands into the editorial content of fashion TV series (i.e. brand 
placement; Van Reijmersdal, Neijens & Smit 2007).The increasing popularity 
of fashion TV series among young women provide an ideal setting for marketers 
to expose their brands, since young fashion-minded women might want to dress 
like the characters appearing in the series and therefore would like to buy simi-
lar brands and products to copy their favorite TV character.  

Brands play an important role in fashion TV series, not only characters wear 
obviously branded clothing, but brands are integrated in the story lines as well. 
A plausible example of such brand integration can be found in The City, where 
one of the main characters has applied for a job at DVF (American fashion 
designer) and eventually starts to work at the DVF office during the series. In 
this case the brand is fully integrated into the plot of the series.  

It is assumed that luxury goods, clothing and fashion play an important role 
in fashion TV series. However, academic studies have not yet focused on this 
TV genre. It is still unknown how many brands are actually integrated in these 
series, and how these brands are presented. Earlier studies call for research on 
the process of combining brands with actors, story lines and characters (Bal-
asubramanian, Karrh & Patwardhan 2006). Considering this gap in literature, 
the current study on brand placement characteristics in fashion TV series, in-
volving different characters and product types, would perfectly fit in. Hence, the 
aim of this study is to give insight in the prevalence of brand placements in 
fashion TV series and the characteristics of these placements. 

More specifically, based on previous content analyses on brand placements 
(Ferraro & Avery, 2000; Smit, Van Reijmersdal & Neijens, 2009) this study 
focuses on four important aspects of the characteristics of brand placements in 
fashion TV series. Namely, to what extent the main characters of the fashion TV 
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series are involved in the brand placements, the length of the brand placements, 
the prominence of the brand placements and finally the different product types 
and the expensiveness of the products involved in the brand placements. 

To fulfill the aim our study draws on a content analysis in which three sea-
sons of three different fashion TV series (The City, The Hills & Gossip Girl) are 
analyzed. This design provides us with an opportunity to investigate the differ-
ent characteristics of brand placements in fashion TV series. In the next sections 
we will expand on the definition of brand placement and on the different charac-
teristics of brand placements appearing in fashion TV series, after which we will 
describe the design of our study. Finally, after reviewing the results, we will 
draw conclusions on the appearance of brand placements in fashion TV series.  

2 Background 

2.1  Definition of Brand Placement 

In general advertisers spend large amounts of money to integrate their 
brands into media, especially into editorial media content (Van Reijmersdal, 
Neijens & Smit 2009). This phenomenon is commonly known as brand integra-
tion or product placement. According to Van Reijmersdal et al. (2009, p. 429) 
the following definition of brand placement can be used: “the purposeful incor-
poration of brands into editorial content” (Karrh 1998). In the context of our 
study this definition fits properly and is therefore maintained.  

2.2 Characteristics of Brand Placements in Fashion TV Series 

To provide insight into the prevalence of brand placements in fashion TV se-
ries, the following four concepts are explored: characters involved with the 
brand placements, the duration of the brand placement, how prominent the 
brands are placed in fashion TV series and finally, we investigate the product 
types and the expensiveness of the appearing brands. These different concepts 
will be further explained in the following sections.  

2.2.1 Characters 

The first characteristic of brand placement in fashion TV series that is cen-
tral in our content analysis is the character associated with the placement. Dif-
ferent studies have shown that brand memory increases when an actor men-
tioned or showed the brands (Babin & Carder 1996; Brennan, Dubas & Babin 
1999; Gupta & Lord 1998; Law & Braun 2000).  

Studies about celebrity endorsement have shown that a celebrity’s credibility 
and attractiveness are important factors for effectiveness. The appearance of a 
celebrity in general has a positive effect on the brand (Dekker & Van Reijmers-
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dal, 2013). This positive effect of a celebrity can be explained in terms of celeb-
rity endorsement theory (Amos, Holmes & Strutton 2008; Lee & Thorson 2008; 
McCracken 1989; Till 1998; Till, Stanley & Priluck 2008). The use of celebri-
ties to promote a certain brand came from the idea that associations with the 
celebrity can transfer to the products. Celebrities therefore can enhance positive 
feelings among consumers, which could lead to desirable affective reactions 
towards the brand (Amos et al. 2008; Lee & Thorson 2008; McCracken 1989; 
Till 1998; Till et al. 2008). The results of a study by Dekker and Van Reijmers-
dal (2013) concluded that greater perceived reliability and expertise of celebri-
ties result in more convincing brand placements. Therefore, brand placement 
could benefit from celebrity endorsement. The fashion TV series in this study 
involved mainly brand placements with celebrities. Unlike brand placement in 
general, brand placement with celebrities in fashion TV series could lead to 
more effectiveness. It is therefore interesting to explore whether main characters 
in fashion TV series, which can be considered to be celebrities, are involved 
with brand placements. 

2.2.2 Duration  

Another characteristic of brand placement is the duration of a placement. 
Previous studies showed diverse results on effects of brand placements’ dura-
tion. For instance, Singh et al. (2000) concluded that with respect to placement 
length no conclusion could be drawn because non-significant effects appeared 
just as often as significant effects. On the other hand, a study by Brennan et al. 
(1999) revealed that when a brand placement’s duration increased to ten sec-
onds, brand memory increased as well. For a longer placement, no increase in 
memory was shown (Brennan et al. 1999). It is plausible that a viewer had the 
opportunity to see the placement in ten seconds and that thereafter no additional 
recall can be achieved (Van Reijmersdal et al. 2009). Eventually, the effect of 
placement length was predicted to be negative; when a placement is too long, it 
is perceived as intrusive and distracting from the media experience (Hernandez, 
Chapa, Minor, Maldonado & Barranzuela 2004).  

2.2.3 Prominence 

Several studies examined the influence of prominence in brand placements. 
Prominence can be defined as “highly visible by virtue of size or position on the 
screen or its centrality towards the action in the scene” (Gupta & Lord 1998, p. 
49). For instance, D’Astous and Chartier (2000) noted that audiences are more 
disturbed by prominent brand placements in movies than by less prominent 
placements. Several studies have, furthermore, shown that brand memory in-
creased when a brand was prominently placed in the content (Babin & Carder 
1996; Brennan, Dubas & Babin 1999; Gupta & Lord 1998; Law & Braun 2000). 
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Moreover, a study by Gupta and Lord (1998) showed that effects of program 
format on brand memory were moderated by prominence. Subtle brand place-
ments scored actually worse than advertising. Nevertheless, prominent brand 
placements scored better on product and brand recall and equally on message 
recall.  

Based on a literature review of earlier brand placement studies, Van 
Reijmersdal (2009, p. 152) summarized that “prominent brand placements affect 
memory more positively, but affects attitudes negatively when audiences were 
involved with the medium vehicle, when they like the medium vehicle, or when 
they become aware of a deliberate brand placement (selling attempt).” Since 
prominence is such an important factor influencing consumer responses to brand 
placements, we explore the prominence of brands placed in the fashion TV 
series in our content analysis.  

2.2.4 Product Type and Expensiveness 

Additional characteristics of brand placements are the product type of the 
brand in the placement and the expensiveness of that product. Earlier studies on 
the effects of product types focused mainly on differences between ethically 
charged products and neutral products (Van Reijmersdal et al. 2009). In general, 
people showed less concerns about placements with neutral products. These 
effects were moderated by sex. Men were more accepting of ethically charged 
products than women, though both were equally accepting brand placements 
with neutral products (Van Reijmersdal et al. 2009). However, it is unknown 
whether ethically charged products appear in brand placements in fashion TV 
series. It is expected that product types related to fashion, such as clothing and 
handbags will appear. Conducting a content analysis is therefore a necessity. 

Regarding the influence of expensiveness of the product in a placement, a 
study by Gupta and Gould (2007) indicated that the price of placed brands posi-
tively affected brand memory. They stated that viewers were more involved 
with expensive products, which therefore led to better brand memory among 
viewers. This is an interesting aspect to measure in this study’s fashion TV 
series, since the characters in these series probably wear expensive high-end 
fashion brands.  

3.  Method 

3.1  Sample and Procedure 

For the content analysis in our study three fashion TV series were involved. 
The series were chosen on the basis of their many fashion aspects. The first 
series is MTV reality show The Hills. The Hills was aired from August 2007 
until July 2010. Six seasons were aired during three years. The main characters 
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changed over the period of the different seasons (MTV 2011a). The careers in 
fashion achieved by the main characters and the high fashion outfits reflected 
the fashion aspect of the series. Additionally, The Hills is a reality series, indi-
cating that the characters in the series were ‘real’ persons. The style and fashion 
sense of the characters were therefore also visible in other media outlets rather 
than only in the series. All episodes from the last season of The Hills were used 
as data for analysis. The last season was chosen since there is an overlap in time 
with the other two fashion series and this season is the most recent. The epi-
sodes are online available for streaming via a streaming website 
(http://sidereel.com). 

The second fashion series is The City, another MTV reality series. The City 
was aired from October 2008 until July 2010 (MTV 2011b). The City is all 
about Whitney Port, the main character in this reality series. The City is consid-
ered to be a fashion TV series since Whitney starts her career in fashion at DVF. 
The data for the content analysis of The City was retrieved from the second and 
most recent season. All episodes of this season were included for this study. 

The third fashion TV series involved is Gossip Girl. Gossip Girl is a teen-
fiction TV series based on the novels from Cecily von Ziegesar. The series was 
aired from September 2009 until April 2011. The narratives in the series consid-
er the lives of a group of wealthy teenagers who live in the Upper East Side in 
New York City (Toffoletti 2008). The two main characters in the series can be 
considered as the most important fashion aspects of the series. These two char-
acters are seen as New York’s ‘it girls’ in the series. All episodes until the mo-
ment of analysis from the last season (season four) of Gossip Girl were used as 
data for the analysis.  

As described above, the episodes of the last seasons of The Hills, The City 
and Gossip Girl were used as units of analysis for our content analysis. The 
content analysis is conducted in the period from April till May 2011. In sum, 30 
episodes were coded. To check whether the coding sheet was sufficient and to 
resolve any problems with the coding, two coders coded two episodes of each 
fashion TV series. A coding scheme consisting out of a codebook and a coding 
form was developed to conduct the content analysis (Neuendorf 2002). 

3.2  Coding Instrument 

A coding instrument to conduct the content analysis of the fashion TV series 
was developed to measure characteristics of the specific brand placements and 
more general, the amount of brand placements. The specific placement charac-
teristics were partly obtained from literature about brand placement in TV series 
(Van Reijmersdal et al. 2009). Van Reijmersdal et al. (2009) provided a litera-
ture overview on brand placement studies with their specific placement charac-
teristics. A part of the selection of measures within this content analysis was 
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obtained from their brand placement overview. The different measures will now 
be explained. 

3.2.1  Brand  

This characteristic refers to the brand of the product pictured in the brand 
placement. If for example a character wears a clearly visible Chanel bag, Chanel 
is noted as the brand in that placement. The brand name is coded by the coder.  

3.2.2 Character 

The second measure of the placement characteristics refers to the character 
in the episode that is using or wearing the brand in a placement. Within this 
study, a difference between main characters and supporting characters in the 
brand placement was added. For example, in The Hills, Lauren, Kristin, Audri-
na, Lo and Heidi are considered to be main characters, all other characters who 
appear in a brand placement situation were coded as supporting characters. The 
main characters for The City are Whitney and Olivia; additionally the main 
characters in Gossip Girl were Serena and Blair. 

3.2.3 Duration  

Duration is another placement characteristic. Based on a study by La Ferle 
and Edwards (2006) duration refers to the length of the placement shown and/or 
talked about by the characters during one episode. This is coded in seconds as 
following: 0 to 5 seconds, 6 to 10 seconds and finally 11 to 15 seconds. A test 
coding indicated that there were no placements with a length longer than 15 
seconds in the fashion TV series. Additionally, to be as accurate as possible in 
the measurement of the duration of a placement, the coder used a stopwatch to 
measure the length of the placement. 

3.2.4 Prominence 

The fourth measure is prominence, where the focus of the placements lies in 
being prominent or not. Prominently visible includes a placement on the fore-
ground of a scene, during more than two seconds and focused on the placement 
in the scene (c.f. Ferraro & Avery 2000). Additionally, subtle visible refers to a 
placement shorter than two seconds, in the background of a scene and/or not 
essential in the scene. 
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3.2.5 Product Type and Expensiveness 

This measure refers to the category of the product in the brand placement. 
Based on a study of La Ferle and Edwards (2006), in which they distinguished 
different product categories; the following categories were considered to be 
relevant for this study towards brand placement in fashion TV series: clothing, 
shoes, shops, newspapers and magazines, media and entertainment, personal 
care and electronic equipment. Additionally, an extra category for handbags 
was added on the basis of a test coding where a lot of brand handbags appeared. 

After all episodes were analyzed, the brands appearing in the placements can 
be categorized in different price categories. The appearing brands are coded in 
categories as following: 1 (cheap: 0-100 Dollar), 2 (mid-price: 100-500 Dollar) 
or 3 (expensive: 500 Dollar and above). 

3.3 Intercoder Reliability 

An important aspect of a content analysis is the intercoder reliability. Neu-
endorf (2002, p. 141) defined intercoder reliability as “the amount of agreement 
or correspondence among two or more coders”. A reliability coefficient of .80 
would be acceptable in most situations (Neuendorf 2002). For this content anal-
ysis the percent agreement is calculated. A second coder coded two episodes of 
the different fashion TV series. Only the agreement on the brand appearances in 
placements were compared between the coders, since for instance product type 
and character cannot be coded if the brand is not coded by the coder. For that 
reason the brand variable is considered to be a proper comparison variable. For 
every episode coded by two coders the percent agreement is calculated, subse-
quently the mean level of agreement is calculated. From the conducted content 
analysis the mean percent agreement was .79. This showed that the instrument 
as a whole could be applied in a reliable way. 

4.  Results 

In general, the results from the content analysis showed a total amount of 
350 brand placements in the three different fashion TV series that were ana-
lyzed. For Gossip Girl, the average amount of brand placements per episode is 
10.1. Additionally, in The City appeared an average of 19.6 brand placements 
per episode. Furthermore, in The Hills appeared the least of all the brand place-
ments with an average of 5.3 brand placements per episode. First we will dis-
cuss the results per series and compare these, then we will present the results for 
all three series together.  
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4.1  Gossip Girl 

When considering Gossip Girl in particular, there appeared 101 brand 
placements in a total of ten episodes. The results of the content analysis showed 
that for Gossip Girl 22.8% were brand placements from Blackberry, additional-
ly Chanel appeared in 7.9% of the brand placements, Prada for 8.9% and W 
(magazine) for 10.9%.The results showed furthermore that Blair is the character 
appearing the most in the brand placements (35.6%). From all the brand place-
ments 57.4% were prominent placements. When considering the product types, 
the most appearing product type was electronic equipment (34.7%), followed by 
clothing (21.8%) and magazines (11.9%). Additionally, 63.4 % of the brands 
were categorized as expensive brands. From the brand placements with expen-
sive brands, Blair showed the most of them (22.7%) Additionally, Blair ap-
peared the most with Chanel and Blackberry (both 6.9%). 

4.2  The City 

The results of the content analysis showed 196 brand placements in a total of 
ten episodes The City. The results of the content analysis showed furthermore 
that 20.4% were brand placements from ELLE. Additionally, Apple appeared in 
9.2% of the brand placements and Whitney Eve for 6.1%. The frequent appear-
ance of Whitney Eve might be due to the fact that the main character of the 
series, Whitney, started her own fashion brand called Whitney Eve during the 
series. The results also showed that Whitney was the character appearing the 
most in the brand placements (22.5%), followed by Olivia (14.8%). Additional-
ly, 68.9% of the brand placements were prominent placements. When consider-
ing the product types, the most appearing product type was clothing (42.5%), 
followed by magazines (26%) and electronic equipment (13.8%). In all the 
brand placements, 54.6% of the brands was categorized as expensive brands. 
When considering the two most appearing characters in the brand placements, 
Whitney and Olivia, Whitney showed the most expensive brands (58.9%). No-
table is furthermore that Whitney and Olivia appeared both most with ELLE 
brand placements (13.64%; 23.1%).  

4.3 The Hills 

The results of the content analysis of The Hills showed 53 brand placements 
in a total of ten episodes. The results furthermore showed that for The Hills 
45.3% were brand placements from Chanel. Additionally, Hermes appeared in 
9.4% of the brand placements. BMW and Louis Vuitton shared a third place 
with both 7.6% of the total amount of brand placements. The results showed 
furthermore that Audrina was the character appearing the most in the brand 
placements (32.1%), followed by Kristin (16.9%). The majority of the place-
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ments were prominent (52.5%). When considering the product types, the most 
appearing product type was handbags (67.9%), followed by cars (18.9%) and 
electronic equipment (5.7%). In all the brand placements, 96.2% of the brands 
were categorized as expensive brands. With regard to the two most appearing 
characters in the brand placements, Audrina and Kristin, it is notable that they 
appeared both most with Chanel handbag placements (88.2%; 44.4%).  

Table 1 gives an overview of the most appearing brands, product types and 
characters appearing in the three analyzed fashion TV series.  

Table 1: Overview top brands, product types and characters in the content analysis 

 Top 4  

brands 

Top 3  

product types 

Top 2  

characters 

Gossip 
Girl 

Blackberry 
Chanel 
Prada 
W 

Electronic 
  equipment 
Clothing 
Magazines 

Blair 
Serena 

The City ELLE 
Apple 
Whitney Eve 
Rolex 

Clothing 
Magazines 
Electronic 
  equipment 

Whitney  
Olivia 

The Hills Chanel 
Hermes 
BMW /  
Louis Vuitton 

Handbags 
Cars 
Electronic 
  equipment 

Audrina 
Kristin 

 

4.4 Differences between the Fashion TV series 

Univariate analyses showed significant differences in the means of price 
class and time of appearance between the different fashion TV series. For in-
stance, the Scheffe and Bonferroni post-hoc tests showed (F(2) 11.06, p <.001) 
that the means of the price class of products appearing in brand placements in 
The City differed significantly with the means of price class in The Hills (M = 
2.62, SD = .54, p< .001). This implied that the average price class in a brand 
placement in The Hills was higher than the average price class in a brand 
placement in The City (M = 2.53, SD = .56, p< .001). For Gossip Girl (M = 
2.88, SD = .41, p = ns) the mean did not significantly differ with the other two 
series. 
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4.5  Results for the Three Fashion TV Series Together 

With regard to the earlier stated aim of this study, namely to provide insight 
in the prevalence of brand placements in fashion TV series and the characteris-
tics of the placements appearing in these series, the following general results 
were found. Considering the brands that appear in brand placements in fashion 
TV series, the most appearing brands in the placements for all the series were 
ELLE (11.4%), Chanel (9.4%), Blackberry (8.9%) and Apple (6.6%). The first 
two are fashion related product types, while the other two have nothing to do 
with fashion in particular.  

The results indicate, furthermore, that the brand placements in fashion TV 
series involve mostly the main characters of the series. In the three different 
analyzed fashion TV series it is always a main character that was most appear-
ing in the brand placements. Moreover, almost half of the brand placements 
from all analyzed fashion TV series was shorter than two seconds (42%). Addi-
tionally, brand placements longer than five seconds seldom appeared in all se-
ries.  

Regarding the prominence of the brand placements, the results showed that 
overall most of the placements were prominent (63.1%), indicating that the 
brand is shown more than two seconds and is visible on the foreground of a 
scene. Consequently, the most appearing product types in the brand placements 
are clothing (30.3%), electronic equipment (18.6%), magazines (18%) and 
handbags (12.3%). Notable is finally that 63.4% of the brands appearing in the 
different fashion TV series were categorized as expensive brands. 

5.  Conclusion and Discussion 

As stated in the introduction, the main goal for this study was to gain more 
knowledge about the prevalence and characteristics of brand placements in 
fashion TV series. Earlier, content analyses on the characteristics of brand 
placements in TV series have been conducted, but the characteristics of brand 
placement in fashion TV series were never studied before. 

 The results from the content analysis indicated that in The City the most 
brand placements per episode appeared. Furthermore, ELLE, Chanel, Blackber-
ry and Apple were the most appearing brands in all fashion TV series. The mere 
part of all brand placements was prominent, took no longer than two seconds, 
and mostly expensive brands appeared in the placements. 

The results of this content analysis have various implications for marketers. 
For a start, brand placements of expensive brands in fashion TV series can in-
crease the popularity of the brand and connect the brand to stylish characters. 
This is in line with celebrity endorsement theory (Amos, Holmes 
&Strutton2008; Lee & Thorson2008; McCracken 1989; Till 1998; Till et al 
2008). Theory also suggested that more expensive brands in placements posi-
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tively affect brand memory (Gupta & Gould 2007). The results of our study 
indicated that a lot of expensive brands appear in fashion TV series. Marketers 
therefore can integrate their expensive brands properly into fashion TV series. 

Another relevant implication would be that the brands integrated into brand 
placements in fashion TV series do not have to be necessarily fashion related 
products. Our study showed that a lot of brand placements include brands con-
cerning electronic equipment (e.g. cell phones and laptops). Since this seemed 
to be common for fashion TV series, marketers could also integrate brands 
matching that product type. 

Nevertheless, to really lean on these implications further research on con-
sumer reactions is necessary. A limitation of our research is that effects on the 
viewers of fashion TV series were left out of the study. Further research should 
combine different research methods, for instance a content analysis with a sur-
vey, to explore the effects of brand placements on consumer reactions. Interest-
ing consumer reactions to study for fashion TV series could be purchase inten-
tion and a possible increase in materialism among young women. 

Further research regarding fashion TV series should focus on a broader me-
dia spectrum. In our study only the content of fashion TV series was subject of 
study, though websites and social media of these fashion series are visited by 
young women a lot as well. It would be interesting to extend our study to these 
media outlets. Nevertheless, this study on brand placement in fashion TV series 
can be considered to be a good starting point to extend the unexplored research 
field of branding in and around fashion TV series. 
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How to Avoid Brand Dilution: The Use of Conjunctive Cues in 
Advertisements for Brand Extensions 
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1 Introduction 

The extension of successful brands into new product categories is a widely 
used strategy that offers potential growth for companies. However, negative 
feedback effects on brand evaluations have been described in literature as a 
negative aspect of this strategy, even when the extension products are success-
fully adopted by the market (Aaker, 1990; Chang, 2002). Brand dilution exists if 
consumers evaluate a desirable brand less favorably when new products of the 
brand are introduced into the market. Some authors hypothesize that especially 
extensions with low fit to the category the core products belong to cause brand 
dilution, i.e., a devaluation of the brand (e.g., Morrin, 1999; Martínez and Pina, 
2003; Martínez and de Chernatony, 2004). However, fit between the extension 
product and the brand’s core product is not only determined by the product 
category but also by additional pieces of information. Providing information that 
increases fit could reduce or even avoid brand dilution. We consider conjunctive 
cues as pieces of information that may counteract brand dilution. Conjunctive 
cues are peripheral ad cues such as testimonials, music, brand slogans, symbols, 
mascots, or key visuals that have been used in the advertisements for the core 
products and thus are strongly associated with the brand (Lane, 2000). For in-
stance, if a celebrity promotes both the core product and the extension product, a 
conjunctive cue exists that may enhance perceptions of fit of the extension and 
the core product. Until now, there is no research about whether including con-
junctive cues in ads for extension products can diminish brand dilution that 
results from low category-fit. There is only research on the effect of a conjunc-
tive cue in a condition where the brand dilution effect was not observed (Jap, 
1993). 

Literature assumes that the majority of new products introduced into the 
market are brand extensions (Keller and Sood, 2003; Keller and Lehmann, 
2009). Moreover, some authors report that a large portion of new products are 
extensions with a low category-fit which could dilute the brand. However, the 
brand is commonly denoted as the most valuable asset of many firms (Martínez 
and Pina, 2003). Thus, research on whether conjunctive cues can protect the 
brand from dilution is an important issue in marketing and advertising practice. 
We contribute to research by investigating the interaction effect of category-fit 
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of extension products and the presence of conjunctive cues on brand evalua-
tions. To our knowledge, there are no findings on this issue thus far.  

2 Theoretical Considerations 

2.1 Assimilation and Accommodation 

Based on categorization and schema theories, literature on brand extensions 
postulates that exposure to information about brand extensions elicits the mental 
processes of assimilation or accommodation (e.g., Park et al., 1991; Park et al., 
1993). Assimilation is expected to occur when the extension is highly similar to 
the core product (i.e., when fit is high). Accommodation is likely to happen 
when this similarity (i.e., fit) is low. Literature hypothesizes that there are nu-
merous sources of fit (e.g., Barsalou, 1983; Fiske and Pavelchak, 1986). For 
instance, fit could result from similar features of the core product and the exten-
sion, similar usage situations, or similar goals. According to the brand extension 
literature, marketers could also emphasize that the core product’s features are 
integrated in the extension product (Bridges et al., 2000) or could point to exist-
ing common benefits or usage situations (Aaker and Keller, 1990; Boush, 1993) 
to enhance fit perceptions. 

In the case of high fit, the extension can easily be integrated into the existing 
brand schema and does not alter this schema essentially. This mental process is 
denoted assimilation. The brand evaluation is not expected to be affected by 
offering high-fit extensions. In the case of low fit, the extension cannot be inte-
grated into the existing brand schema. Hence, the brand schema has to be altered 
to accommodate the new product provided by the brand. This process is de-
scribed as an accommodation whereby numerous pieces of new information are 
added to the brand schema. When brands are evaluated favorably, it is expected 
that positive brand knowledge is predominant in the brand schema. When being 
exposed to a low-fit extension, it is very likely that additional information which 
is added to the schema does not only consist of information with a positive 
value. The new information might be partly positive due to first positive impres-
sions of the product (e.g., “the product looks nice”). Usually, there is also neu-
tral information about certain features of the extension. Moreover, the consumer 
may think about the firm’s reasons for launching the extension product (e.g., 
“Why are they launching different products now?); these thoughts can be neutral 
as well in the sense that they neither possess a positive nor a negative valence. 
Especially in cases of low-fit extensions, negative thoughts or feelings are likely 
to occur and these thoughts and feelings also will become part of the brand 
schema. People might be confused or irritated or may have doubts concerning 
the skills of the firm for manufacturing the dissimilar product. When all these 
pieces of information are mixed with the brand knowledge which was initially 
predominantly positive, the evaluation of a desirable brand will deteriorate.  
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2.2 Category Fit 

The fit between the category of the extension product and the category of the 
brand’s core products is a major source for consumers’ overall fit perceptions. 
We expect:  
 
H1: In cases of desirable brands, brand evaluations (a) are not deteriorated by 
extensions into high-fit categories but (b) are deteriorated by extensions into 
low-fit categories (brand-dilution effect). 

2.3 Conjunctive Cues 

Literature describes several types of information that can be used to enhance 
fit between the extension products and core products. In this paper, we consider 
conjunctive ad cues, i.e., peripheral advertising cues that are used both in the ads 
for core products and the new extension products of the brand. Thereby, percep-
tions of fit may be affected as well. We test: 
 
H2: Inserting a conjunctive cue in an ad that promotes an extension of a desira-
ble brand reduces the brand-dilution effect. 

In Figure 1, we summarize our theoretical considerations. 

 
Figure 1: Illustration of the hypothesized effects 

3 Prior Research 

There are numerous studies on the effect of information about brand exten-
sions on brand beliefs and brand evaluations. Mostly, the researchers investigat-
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ed the effects of certain pieces of information about the brand extension such as 
the extension quality (Romeo, 1991), extension features (Jap, 1993; Loken and 
John, 1993; Gürhan-Canli and Maheswaran, 1998; John et al., 1998), market 
success of the extension (Leong, Ang, and Liau, 1997; Ng, 2010; Swaminathan 
et al., 2001), and good or bad customer experience with the extension (Sood and 
Keller, 2012). Martínez and Pina (2003) investigated the effect of the category-
fit on the evaluations of neutrally or unfavorably evaluated brands. For our 
research, we focus on studies investigating the effect of category fit and the 
presence of conjunctive cues on brand evaluations. 

3.1 Category Fit of Extension Products 

There are studies that used either real brands or fictitious brands as test ob-
jects. All authors exposed respondents to fictitious brand extensions that differ 
regarding fit to the brand’s core product and assessed attitudes towards the 
brand. 

First, we report the findings from experiments that considered fictitious ex-
tensions of real and favorably evaluated brands. Milberg et al. (1997), Chang 
(2002), and Pina et al. (2006) offered insights into the relationship postulated in 
H1. The details of these studies and the findings are shown in Table 1. 

Milberg et al. (1997) considered the favorably evaluated brands Timex and 
Polaroid and investigated consumer responses to extensions into the clock-radio 
and the photocopier category. The clock radios had a high fit with Timex (wrist 
watches), and the photocopiers had a high fit with Polaroid (instant camera). 
The authors reported brand evaluations obtained for control conditions in which 
the participants were not exposed to extensions and brand evaluations obtained 
for experimental conditions in which the participants received information about 
the extension products but no additional information about extension quality. 
The authors found that the high-fit extensions did not affect brand evaluations 
whereas the low-fit extensions deteriorated brand evaluations. These results are 
in line with the Hypotheses H1a and H1b. 

Chang (2002) asked students to imagine that the Sprite brand extended into 
the orangeade category (high-fit condition) or into the washing-up liquid catego-
ry (low-fit condition), respectively. Each person evaluated Sprite twice: before 
being informed about the extension and after this information (before-after 
design). When the authors provided information about the high quality of the 
extension products, they neither found an effect of the high-fit nor an effect of 
the low-fit extension on brand evaluations. This result is in line with H1a and 
contradicts H1b.  

Pina et al. (2006) also applied the before-after procedure and used two banks 
and two telecommunication companies that are well-known in the Spanish mar-
ket as test objects. They asked participants to imagine high-fit and low-fit exten-
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sions of these favorably evaluated brands or companies and did not reveal any 
systematic effects of category fit on brand evaluations.  

Table 1: Prior research on the effect of extensions into high-fit and low-fit categories on 
the evaluations of desirable real brands 

Authors Experimental 
design; sample 
size; measures 

Brand Ebrand, 

without  
Extension 
category 

Catego-
ry-fit 

Ebrand, 

 after  
Test for 
dilution  

Milberg 
et al., 
1997 

6 experimental 
groups selected;  
N ≈ 20 per group; 
likeable, favorable 

Timex  4.95  Clock radio 5.20 (H) 5.28  n.s. 
Photocopier 1.60 (L) 3.68  p < .001  

Polar-
oid  

4.96  Photocopier 4.90 (H) 4.86  n.s. 
Clock radio 1.65 (L) 2.98  p < .001  

Chang, 
2002 

Before-after;  
2 exp. groups; 
N ≈ 16 per group; 
good, likeable, 
favorable, quality, 
likely to try, 
superior 

Sprite 5.30 Orangeade 
drink 

5.48 (H) 5.71 n.s. 

4.99 Washing-up 
liquid 

2.14 (L)  5.19 n.s. 

Pina  
et al., 
2006  

Before-after; 8 
experimental 
groups; 
N ≈ 50 per group;  
professional, 
regarded, success-
ful, well-
established, stable, 
trustworthy, 
dependable, 
concerned about 
customers, etc. 

BBVA  5.90  Accounting 
service 

5.50 (H) 5.65  p < .05 

6.22  Parcel 
service 

2.86 (L) 5.72  p < .10 

Banes-
to  

5.39  Accounting 
service 

4.74 (H) 6.22  p < .05 

5.13  Parcel 
service 

2.15 (L) 5.22 n.s. 

Tele-
fónica 

5.26  Techn. 
Consulting 

5.85 (H) 5.75  p < .05 

5.31  Insurance 3.70 (L) 5.31 n.s. 
Voda-
fone 

5.89  Techn. 
Consulting 

5.02 (H) 5.89 n.s. 

5.82  Insurance 2.95 (L) 5.31  p < .05 
 
Ebrand, without: Brand evaluation without extension information. 
Ebrand, after: Brand evaluation when receiving extension information. 
H = high-fit extension, L = low-fit extension.  
Scale to assess attitudes and fit ranges from 1 (negative, low) to 7 (positive, high).  

 
It should be noted that there are additional studies that investigated brand di-

lution by using real brands. We cannot use these findings to provide answers to 
the question about whether category fit affects evaluations of desirable brands 
due to the following reasons: Park et al. (1993) aggregated the data across the 
extension products; thus, the effect of fit cannot be examined. Chen and Chen 
(2000) reported data without providing information about the range of the 
scales.  
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Second, we report the findings of a study of Keller and Aaker (1992) who 
used fictitious brand names and assessed the effect of low-fit vs. high-fit exten-
sions on brand evaluations. Respondents were informed about a fictitious potato 
chips brand (either Medallion or Crane) and received information that this brand 
extends in another product category with more or less fit to the potato chips 
category. The authors used a between-subjects design (Table 2).  

Table 2: Findings of Keller and Aaker (1992) on the effect of extensions into high-fit and 
low-fit categories on the evaluations of favorably evaluated fictitious brands 

Fictitious potato 
chips brand name 

Brand evaluation 
without extension 
information 

Extension 
category 

Category-
fit 

Brand evaluation 
when receiving 
extension information 

Medallion  5.70  Crackers High 5.83  
Cookies Moderate 5.89  
Ice-cream Low 5.62  

Crane  4.99  Crackers High 4.66  
Cookies Moderate 4.30  
Ice-cream Low 4.30  

 
Scale to assess attitudes ranges from 1 (negative) to 7 (positive).  
Items were “quality”, “likely to try”, and “superior. N = 221 (selected here). 
 

Unfortunately, these authors refrained from providing test statistics on the 
effect of the fit between the extension product and core product. However, H1a 
seemingly is supported because brand evaluations in the conditions of high-fit 
extensions are very similar to evaluations in the extension-absent conditions 
(5.83 vs. 5.70, 4.66 vs. 4.99). On the contrary, H1b seemingly is only supported 
for the “Crane” brand because the evaluation of this brand is lower in the low-fit 
conditions (4.30 vs. 4.99); for the “Medallion” brand, data do not support H1b. 
A weakness of this study might be the fact that participants were asked imagin-
ing a virtual brand whose supplier launches virtual extensions which might have 
caused difficulties to understand the scenario. 

In sum, the findings from prior research on the effect of category fit of ex-
tensions of brands on brand evaluations are inconsistent. Thus, it seems to be 
beneficial to test the brand dilution effect in this study again. 

3.2 Conjunctive Cues 

To the best of our knowledge, there is only one study that investigated the 
effect of conjunctive cues on the strength of the brand dilution effect. Jap (1993) 
tested whether including a conjunctive cue in the ads for extension products 
affects brand evaluations. In the control condition, people reported their attitude 
toward the Coast brand. The authors state that this brand is known for its core 
product (soap) and its unique benefit (clean scent). In the experimental condi-



How to Avoid Brand Dilution 237 

tions, people were exposed to three extension products of the Coast brand: 
shampoo, anti-perspirant, and sunblock. To induce the low-fit condition, the 
authors additionally provided information that the extensions have benefits 
which differ strongly from the benefits of the core product (e.g., “the body 
building shampoo”). To induce the high-fit condition, the information was given 
that the unique benefit of the extensions is “clean scent” as well. The authors 
found no significant effects of this manipulation on brand evaluations (Mwithout 

extensions = 5.5, Mhigh fit = 6.2, Mlow fit= 5.5 on a seven-point scale). The category-fit 
was not additionally varied in Jap’s experiment.  

Thus, it is unclear whether a brand-dilution effect due to low category fit can 
be reduced by the increasing fit with the means of conjunctive cues. Therefore, 
we aim at answering this question in our empirical study.   

4 Study 

In the new study, we examine the brand-dilution effect due to category fit 
and the attenuation of this effect through conjunctive cues. 

4.1 Experimental Design 

We used a 2 (category fit: low vs. high) × 2 (conjunctive cue: absent vs. pre-
sent) between-subjects × 3 (brand: Kellogg’s, Persil, and Blend-a-med) within 
subjects factorial design to test our hypotheses. The experiment was conducted 
in Germany. 

4.2 Identification of Desirable Brands 

Because we aim at analyzing the brand-dilution effect, we need to focus on 
favorably evaluated brands. Thus, we started our investigations with identifying 
a sample of brands that meets this requirement. We asked students (N = 36, Mage 
= 24.31 years. 53% females) to rate a list of brands by agreeing or disagreeing 
with “I like this brand” on a seven-point scale. We selected Persil (detergent), 
Blend-a-med (toothpaste), and Kellogg’s (cereals). For all brands, average eval-
uations were significantly higher than the scale center, i.e., the value 4 (see 
Table 3). All participants stated to know the brands. 

4.3 Identification of High-Fit and Low-Fit Categories 

To identify high-fit and low-fit categories for extensions of the selected 
brands, we used the same sample of students that rated the brands and asked 
them to respond to “Does this product fit to the brand?” on a seven-point scale. 
Based on this pre-test’s results, we selected a high-fit and a low-fit product 
category for each of the brands (see Table 3). 
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4.4 Identification of Conjunctive Cues 

Additionally, we analyzed which visual cues are strongly associated with the 
brands. Using the same sample, we asked the participants to indicate the degree 
to which they associated cues that we presented to them with the brands. We 
selected cues that are seemingly appropriate (Persil: red bow and ribbon tied 
around a box; Blend-a-med: brand logo, Kellogg’s: cock’s head; see Table 3).  

Table 3: Pretest results 

Brand Brand liking High-fit category  Low-fit catego-
ry 

 Conjunctive cue 

Mbrand 

liking 
One-sample  
t-test M > 4 

Extension MFit   Extension MFit   Picture Mbrand-

cue-fit 
Persil 5.11  t35 = 4.537*** Sofa spray 5.11   Outdoor 

textiles 
1.89   Red bow 4.63  

Blend-
a-med 

4.69  t35 = 2.997** chewing 
gum 

5.78   Hair gel 1.86   Brand 
symbol 

4.28  

Kel-
logg’s 

5.56  t35 = 5.739*** breakfast 
bowls 

4.72   Board 
game 

1.47   Cock’s 
head 

5.50  

 
Scale ranges from 1 = low to 7 = high. ** p < .01, *** p < .001. 

4.5 Test Stimuli 

In the next step, we created two versions of print advertisements for each 
brand extension. In one of the versions, the conjunctive cue was absent, and in 
the other version, it was present. For the purpose of illustration, we show the test 
stimuli used for extensions of the Kellogg’s brand in Figure 2. 
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 Conjunctive cue absent Conjunctive cue present 
Low cate-
gory-fit 
extension 
(board 
game) 

  
High 
category-
fit exten-
sion 
(breakfast 
bowls) 

  

Figure 2: Advertisement versions for extensions of the Kellogg’s brand 

4.6 Sample and Procedure 

We used a sample of 140 students in the field of business administration 
(Mage = 24.24 years, 50% females) and assigned them to the four experimental 
conditions resulting from the category fit and conjunctive cue manipulations. 
The questionnaire was composed of three parts. In the first section, the partici-
pants indicated their attitude toward all brands that are considered here. Subse-
quently, they completed tasks that are not relevant for this study. In the second 
part, they had contact to an ad version that promoted an extension of the Persil 
brand. They evaluated this extension (either sofa spray or outdoor textiles) and 
subsequently reported their attitudes toward the Persil brand again. Finally, they 
indicated their attitude toward the ad. This procedure was replicated for Blend-
a-med and Kellogg’s. In the third step, the participants were asked to indicate 
the fit between the extension they were exposed to in the second part and the 
brands, the frequency of using products from the categories the extensions be-
long to, their age, and gender. Data were collected in the computer rooms of a 
university.  
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4.7 Measures 

As indicated above, we assessed the attitudes toward the brand twice, i.e., 
before and after the contact to the ad that promoted the extension product. We 
used four items (likeable, interesting, high quality, and good) to assess brand 
attitudes. The participants agreed or disagreed to these statements on seven-
point scales (before: α = .895, after: α = .899). The fit of the extension product 
with the brand was assessed by adopting the items suggested by other research-
ers (e.g., Joiner, 2006; Keller and Aaker, 1992; Lane, 2000); we asked the par-
ticipants to agree or disagree with “The core product and this extension are very 
similar/not at all similar”, “The core product and this extension possess a very 
high/very low fit”, “I can understand the connection very easily/not at all”, and 
“The extension is logical and makes sense to a very high/very low degree” on a 
seven-point scale (α = .946). 

4.8 Manipulation Check 

As described above, we asked the participants to assess the fit between the 
extensions and the respective brand. We pooled the data across the brands and 
found the following: For the low-category-fit extensions, the perceptions of fit 
were higher when the conjunctive cue was present (Mcue absent = 2.13 and Mcue 

present = 2.71). For the high-category-fit extensions, the perceptions of fit turned 
out to be generally higher; additionally, the conjunctive cue increased fit (Mcue 

absent = 4.24, Mcue present = 4.86). The data show that both the chosen extension 
categories and the presence vs. absence of the conjunctive cue affected fit as 
intended. 

4.9 Results 

We calculated the mean difference score of the brand attitude (i.e., Mafter-
Mbefore) across the participants per brand and then averaged this difference across 
the brands because we used the brand as a within-subject replicate factor. The 
results are summarized in Figure 3. According to H1a, we expected no dilution 
effect in the high-category-fit/cue-absent condition. Indeed, brand evaluations 
were not affected by the extension (Mafter-Mbefore = +.25, t34 = 1.360, n.s.). Ac-
cording to H1b, we expected a dilution effect in the low-category-fit/cue-absent 
condition. Our results are in line with this hypothesis (Mafter-Mbefore = -.69, t34 =  
-4.644, p < .001).  In H2, we expected that the presence of the conjunctive cue 
reduces the brand dilution. This expectation was also confirmed because we did 
not find the brand dilution in the low-category-fit/cue-present condition (Mafter-
Mbefore = -.19, t34 = -.863, n.s.).  
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Figure 3: Results on the hypothesized effects 

In a supplementary analysis, we investigated factors that strengthened or re-
duced the size of the dilution effect in the conjunctive-cues-absent condition and 
found that the frequency of consumption of products from the extension catego-
ry fosters the dilution effect. Heavy users of products from categories such as 
outdoor textiles, chewing gum, hair gel, and sofa spray evaluated the brands 
with dissimilar core products more unfavorably than consumers that less fre-
quently consumed such products. Thus, the brand dilution effect tends to be 
stronger if the low-fit extension targets consumers with a high consumption 
frequency.  

5 Implications 

5.1 Implication for Marketing Theory 

Our review of previous studies revealed that no consistent conclusions about 
the existence of a brand dilution effect caused by dissimilar extension products 
can be drawn. Theory suggests that high-fit extension do not dilute brand evalu-
ations; the findings of Keller and Aaker (1992), Milberg et al. (1997), and 
Chang (2002) were in line with this hypothesis. Only the findings of Pina et al. 
(2006) did not conform to this theory. Moreover, theory indicates that low-fit 
extensions deteriorate brand evaluations. The findings of these authors concern-
ing this aspect were mixed. Only the half of the experiments turned out to con-
form to this hypothesis. We added to the research by replicating these studies. 
We found support for the brand dilution effect which was presented in Figure 1. 
As a consequence, we can demonstrate that brand dilution is a real-world phe-
nomenon. 
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More important, our study aimed to show how this dilution effect can be 
avoided or decreased by market communication. We argued that similarity per-
ceptions do not only stem from core-product/extension-product similarity but 
also from surrounding information such as peripheral cues that are known from 
advertisements for the brand’s core products. We found that brand dilution can 
be avoided by using these cues. 

5.2 Implication for Marketing Practice 

Our research demonstrates how marketers can launch low-fit extensions 
without causing harmful dilution effects for a favorably evaluated brand. We 
recommend them to consider including conjunctive cues into their ads for exten-
sion products in order to protect the brand from dilution. Although our experi-
ment tested only a small number of conjunctive cues, we suppose that numerous 
peripheral cues exist that can cause the same effect. We used visual cues like 
brand symbols or characteristic visual elements that are associated with a brand 
or core product for years or even decades such as the red bow for the Persil 
brand which have been present in all forms of marketing communication and are 
even part of the product`s packaging design. The strong associations between 
the cue and the brand are assumed to enable the transfer of brand associations. If 
a brand is not yet associated with a characteristic cue, marketers should anticipa-
tory include suitable cues in their market communication before they start with 
the launch of extensions. When consumers have learned the connection between 
the cue and the brand, it can be used to support the launch of extension products 
by integrating it in the market communication for the extensions.  

Besides the cues we considered in our experiment, many other categories of 
cues can be used. Suitable cues cover a wide range of ad execution elements 
such as brand slogans, typical color schemes, or brand mascots. Even celebrity 
endorsers can be used as conjunctive cues under conditions in which the person 
is really strongly associated with the brand. A celebrity endorser as a real person 
might be especially effective in tying a dissimilar extension to its brand, because 
a person could probably best explain the connection between the brand and the 
new product in the eyes of consumers. However, many celebrities endorse mul-
tiple brands at the same time and often quickly change their commitment with a 
certain brand. These aspects limit the suitability of celebrity endorsers as con-
junctive cues; one may hardly find an endorser who acts as a brand ambassador 
and is indeed able to transfer the brand image. The appearance of the product 
itself or its packaging is another communication element that can serve as con-
junctive cue. However, not only the visual appearance but also haptic features 
may be able to remind potential consumers of an extension product to the core 
product. Other non-visual cues firms can use are acoustic cues such as jingles or 
a song that has been used in commercials promoting the core product or the 
brand in general. An advantage of using music as conjunctive cue is its ability to 
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evoke arousal and affect to a greater extent than other ad cues (e.g., Morris and 
Boone, 1998). The same feelings that are evoked by ads for the core product 
could be aroused by ads for the extension products by using the same song and, 
thus, making the products more similar in the perceptions of consumers. Espe-
cially when the positioning of the brand is strongly emotion-driven, music 
should be used as conjunctive cue. Finally, the rather scarcely used marketing 
cue scent can be mentioned as well. Theoretically, the same scent could also 
make products appear more similar; however, its applicability in advertising or 
other forms of market communication is limited. 

6 Notes 

The authors wish to thank Christian Aicham and Markus Dudek for assisting 
us collecting the data. This paper extends the presentation held at ICORIA 2013 
by expanding the review of prior research, the data analyses, and the implication 
section. 
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Brands and Consumer Relationships 

Don E. Schultz 
Martin P. Block 

1 Introduction 

Brands, no matter how defined, have been identified by marketers as a pri-
mary ingredient in effectively and efficiently differentiating their products and 
services from those of competitors, thus, gaining marketplace advantage (Aaker, 
1996). Marketers’ brand-building activities have assumed increasingly im-
portant relationships between brand owners and brand buyers/users and that 
they are critical to their ongoing success. (McEwen, 2005) Some experts have 
even suggested that brands and brand relationships are the most ubiquitous and 
useful forms of marketing and communication available to any organization. 
(Gronroos, 1994). This chapter, however, looks at brands and brand relation-
ships in a new and different way. 

The idea of brand relationships has a long history of being the connective 
tissue between the buyer and seller (Aaker, 2009). One of the key elements used 
in developing these brand building activities came from Belk in the 1980s based 
on his concepts of material possessions making up part of the consumer’s “outer 
self” (Belk, 2010). Fournier (1998) enhanced that concept by developing a theo-
ry of brand relationships. Those two concepts have been expanded and extended 
in many ways over time. Lastovicka and Sirianni (2011) suggested relationships 
were evident when customers were in the “throes of material possession love”; 
Rahinel and Redden (2012) argued that “brands are the consumer’s product 
coordinators”; Aggarwal and McGill (2007) extended those brand and branding 
concepts suggesting customer relationships are “anthropomorphic”. Aaker, 
Vohs and Mogilner (2010) went further, suggesting “nonprofits are warm and 
for-profits are competent”. Clearly, these and a multitude of other concepts and 
approaches, have tried to take the concept of brands, and their personification, 
personalization and relationships to ever more complex levels of interactions 
and affiliations. 

Business-to-business (B2B) organizations have not been immune to this ex-
tended brand relationship concept. Blocker, Houston and Flint (2012) have 
discussed “unpacking what a ‘relationship’ means to commercial buyers” mov-
ing B2B ever closer to the emotional bonds that previously had been assumed to 
exist only with consumer products. Even the professional community bought 
into the brand relationship idea with Roberts (2004) suggesting the idea of 
“brand lovemarks”, which he argued were the ultimate sign of a customer-brand 
relationship.  

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
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Inherent in idea of customer brand relationships (CBR) is the output or out-
come of that relationship in the form of brand loyalty, i.e., a consumer’s con-
sistent purchase and use of a single brand in a particular category over time. 
That replaced the managerial concept of simply satisfying customer needs 
which is not sufficient in today’s highly competitive marketplace (Christopher, 
Payne and Ballantyne, 2012). In today’s product and service rich environment, 
simply providing the basic satisfaction of consumer’s wants or needs may not be 
enough (Oliver, 1997). Thus, to justify branding investments, managers believe 
they must move buyers from “product satisfaction” to some level of ongoing 
“brand loyalty” or continuing purchase to offset competitive challenges (Oliver, 
1997). Alden, Steenkamp, and Batra (2006) argued much the same point, while 
Shimp (2007) suggested simply “satisfying a customer” is not enough – brand 
relationships must have firmer roots. And, Stewart raised some important ques-
tions when he stated “the assumption that (customer) ‘satisfaction’ and loyalty 
move in tandem, is simply not correct.” (1995). Thus, while much has been 
written, there appear to be few firm directions for managers. 

In spite of the inherent challenges of building and demonstrating brand loy-
alty, Oliver, (1999) in his landmark article “Whence Consumer Loyalty” relied 
on examples developed by Reichheld (Reichheld, 1996; Reichheld and Sasser, 
1990) who argued that customer retention, i.e., continuing customer loyalty, was 
really the most important end goal for most marketers. While brand relation-
ships may be a part of any brand loyalty equation, Reichheld found that retain-
ing customers, even in small numbers (brand loyalty) resulted in substantial 
financial returns.  Increasingly, the use of behavioral data to illustrate the finan-
cial returns on marketing investments has changed many brand managers’ views 
of the value of brand relationships, particularly if they lead to ongoing customer 
brand loyalty (Chaudhuri and Holbrook, 2001). 

For the past decade, brand management focus has been on measurement and 
evaluation of attitudinal relationships between the brand and the customer with 
strong arguments, suggesting that was the basis for brand loyalty. Thus, brand 
relationships are increasingly used more as explanatory and support variables 
than for prediction. This move from customer satisfaction, to the development 
of brand relationships and finally to brand loyalty, and the now, the apparent 
decline in those critical brand relationships are the focal points of this paper. 

2 Premise of the Research 

Using the Reichheld-developed concept of “the one number managers need 
to know”, i.e., the Net Promoter Score, (NPS) for the brand or retail organiza-
tion, (2003) the work of Fournier, Oliver, Reichheld and many others have been 
combined and extended to provide a better understanding of current day brand 
relationships and brand loyalty in an interactive marketplace. The base of the 
approach is Fournier’s 1998 discussion of brand relationships being based on 
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four (4) pillars, i.e. (a) relationships which involve reciprocal exchange, (b) 
relationships that are purposive, (c) relationships as a multiplex phenomenon 
and (d) relationships as a process phenomenon. This study focused on the 4th 
pillar, i.e., process phenomena, for development of these ideas. 

If indeed brand relationships are a process, as Fournier’s 4th premise sug-
gests, i.e., “they evolve and change over a series of interactions, and in response 
to fluctuations in the contextual environment” (1998), then the rapidly changing 
communication marketplace demands that marketers continuously monitor their 
brand concepts through customer research (McKenna, 2002). Marketing com-
munication has, therefore, moved from a primarily marketer-controlled set of 
outbound communication tools to an almost unlimited milieu of marketer and 
consumer interactive communication systems driven by both buyers and sellers 
(Kitchen, 2004). It is understanding this interactive system, that becomes the 
brand manager’s most pressing issue, that is, how to understand and develop 
effective brand marketing programs for today and tomorrow. 

Many of the same tools Reichheld used in his studies are used in this meth-
odology, i.e., the development, prediction and verification of how brand loyalty 
might be initiated, built and maintained over a period of time. Thus, Reichheld’s 
Net Promoter Score (NPS) concept is the base for our research. While there 
have been concerns about the validity of NPS measures, (Keiningham et al, 
2008; Kristensen and Eskildsen, 2011) its widespread global use by thousands 
of marketing organizations provides face validity for this concept and its use in 
this chapter. (Sheth, 201; Owen and Brooks, 2009). 

3 Consumer Brand Preference Is Declining: The Basic Findings  

The research, which forms the basis for this chapter, found that consumer 
brand preference for fast-moving-consumer-goods (fmcg) brands, i.e., those 
sold through supermarkets, mass merchandisers and other food stores in the 
U.S., may well have passed their zenith in terms of their ability to build on-
going relationships with customers and prospects. That relationship is key, since 
it has long been hypothesized that relationships lead to long-term brand loyalty. 
Our premise, coming from the research, is that declining consumer scores in a 
brand preference study signal trouble ahead for brands across the board. As a 
result, it may be that current concepts of brand relationships and loyalty may no 
longer be relevant in explaining how consumers select and neither value brands 
(Kay, 2006), nor what continues to encourage them to buy. 

The basis for this lack of brand preference appears to be a feeling of com-
moditization among consumers, that is, there is a lack of differentiation between 
brands. Thus, if no brand preference is being developed among consumers, 
brands face a bleak future. That seems to be particularly true in our findings on 
consumer views of fmcg (fast moving consumer goods) products in the U.S. 
That would suggest that the brands in the study have developed much more 
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limited brand relationships, and by implication, less brand loyalty than in the 
past. So, despite many glowing trade and industry reports about increased brand 
value, (Holt, 2004); and inherent brand relationships (Lindgreen, 2012) and 
even brand loyalty (Esch, et al, 2006), this study suggests directly opposite 
findings. Additionally, even by employing new data analytic tools capable of 
focusing the firm’s marketing efforts on best or most likely to buy customers 
and prospects coming from  new big data resources, (Sterne, 2010), consumer 
brand preference still appears to be declining among the brands measured. This 
study is quite comprehensive since it includes analysis and valuation of many of 
the new interactive communication tools such as Facebook, Twitter, You Tube 
and the like. These new communication systems are often viewed as “brand 
saviors” by industry experts (Hendricks, 2010). This study, however, does not 
generate those same views. 

Based on the findings in the study, the decline, and perhaps demise of all the 
brand concepts that have been so carefully developed over the last half-century 
may be incorrect or no longer relevant. (Haig, 2011). The result? The huge 
brand and branding investments being made today in advertising, marketing 
communication, product placement, events, public relations and the like, may no 
longer be generating the returns marketers have historically experienced. If this 
decline in brand preference, which we argue is the precursor to brand purchase 
and loyalty among customers and prospects, is evident today, it will only likely 
grow in the future. Certainly our data trend lines suggest that. Thus, all the re-
search focus on brands and branding, and the massive investments in brand 
promotion and differentiation over the years may be for naught if consumer 
preference is indeed declining. In short, the “brand party may be over”. Thus, 
marketers may need to re-think how they develop new, more relevant and im-
pactful tools to differentiate their products and services in an increasingly glob-
alized and interactive marketplace (Gummesson, 2007). 

The above is the basic premise of this paper. In the follow paragraphs, we 
provide the evidence to support these premises. We start first with evidence of 
the decline in manufacturer brand preference. Some speculation is then offered 
on why that situation has developed. Some additional steps being taken to verify 
these initial findings are then described. Following that, a set of recommenda-
tions on the type, form and format of research needed to confirm and validate 
the problem is suggested so that a new set of solutions might be developed. A 
suggested research agenda to assist in development of a new direction for brand 
and branding research concludes the chapter. 

4 Is Brand Preference Actually Declining? 

At the 2012 ICORIA Conference in Stockholm, Schultz and Block (2012) 
presented a paper based on their analysis of Net Promoter Scores (NPS) and 
MBI (Media Behaviors and Influence) (BIGinsight.com™) data, that consumer 
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preference for fmcg Manufacturer Product Brands in the U.S. was declining. It 
was being replaced by the growth of the Retail Store Brand preference (although 
not by retail store private label or brands). The issue was further illustrated by 
the increased consumer stated choice of “No Brand Preference” in the two ma-
jor categories they investigated.  In that paper, they argued that the two fmcg 
product categories were seemingly become “commoditized”, i.e., no differentia-
tion in the minds of consumers. They further speculated that brands in those two 
product categories were likely increasingly being chosen by customers based on 
price or some type of promotional activity.(Schultz and Block, 2011; Schultz 
and Block, 2012) 

Although their findings were based on only two broad fmcg product catego-
ries, and only over a one year time period, they suggested that some of the ob-
served Manufacturer Product Brand Preference declines might be attributed to 
changes in consumer media consumption, more specifically the increased use of 
social media by the reporting panel, i.e., they defined that as more time spent 
with Facebook, Twitter, You Tube, etc., compared to traditional mass market, 
brand-building media activities, such as television, magazine and newspaper 
advertising. They further argued that brand-destroying price promotions in the 
two product categories may also have contributed to their findings. 

The study presented here is an extension and expansion of that general no-
tion of declining Manufacturer Product Brand Preference in fmcg product cate-
gories. This study, however, was conducted over a longer period of time (10 
years), with a massive number of respondents (over 1,100,000 individual re-
sponses), in 73 grocery and food store product categories, representing over 
1,500 brands. Thus, it provides substantial support for the initial Schultz and 
Block (2012) study and extends those results longitudinally to a large number of 
brands and product categories. It also provides more insights into the possible 
reasons for these reported changes.  

5 The Data Source 

Prosper Business Development (www.goProsper.com), based in Worthing-
ton, Ohio, in the U.S., has developed and provided business development ser-
vices and market intelligence to a wide variety of U.S. and global retailers, 
brand manufacturers, financial services and media organizations since 2002 
(BIGinsight.com™). They have developed the same services in China since 
2006 (prosperchina.com). Conducting these monthly, quarterly and semi-annual 
on-line consumer data gathering studies, they have become a major supplier to 
many professional organizations.  The study results have been made available to 
various academic institutions through research grants and have been widely 
used in various types of academic research (Bickle, 2012; Schultz and Block, 
2010, 2011, 2013). 
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This study uses the results from the BIGinsight™ CIA Monthly Consumer 
Studies, (BIGinsight.com™) on-line consumer questionnaire, distributed and 
responded to by approximately 8,000 U.S. respondents each time it is conducted 
(BIGinsight.com™). The data set used in this analysis is based on the aggregat-
ed results of 130 months of questionnaires (January, 2002 through October, 
2012). Those questionnaires generated a total of 1,101,375 responses, (an aver-
age of 8,472 respondents per questionnaire wave). 

Consumer responses to questions in 16 broad consumer product departments 
found in retail food stores are the base for this study. These product departments 
included such aisles and categories as household cleaning products, snack foods, 
frozen foods, breakfast cereal and the like. Although not all food stores use the 
same categorization system, consumers seem to accept them in the same way to 
fill their shopping needs. We use that same organizational structure in this dis-
cussion. 

The 16 food store departments included a total of 131 product ranges and 73 
specific product categories. Each range and category is made up of additional 
data on individual brands. The file therefore consists of brand usage, brand 
preference, brand purchased last and a number of other factors for the 1,526 
individual brands studied. (We should note here that the definition of a “brand” 
is based on a write-in response from consumers. Thus, to consumers, the prod-
uct line identified is a brand whether technically it is or not). This level of data 
gathering enabled us to drill down into specific brand data on products and 
categories as desired.  It is therefore possible to further differentiate the market-
place situation of brands in a wide variety of product categories. Unfortunately, 
the size and scope of the consumer reported data creates reporting complica-
tions. Thus, only summary data is provided in this chapter. 

6 Data Analysis 

The analysis used was based on the survey respondent’s answers to a num-
ber of questions on brands and branding, i.e., how they are viewed, how they are 
used, what influences their brand choice, usage and the like. Critical were the 
questions relating to whether or not the respondent recommended various 
brands to friends, relatives, acquaintances and others. By knowing respondent 
product usage, and whether or not those experiences were shared with others, it 
was possible to create a Net Promoter-type Score (NPS) for each Manufacturer 
Product Brand and for each Retail Store Brand. That data was then aggregated 
up into product line, product categories and the like.   

In developing the NPS number, the same format developed by Reichheld 
(Reichheld, 2003) and employed by Satmetrix (2012) for commercial purposes 
in creating and measuring NPS ratings, was used. (The general calculation is 
based on a 10 point scale where respondents complete a form to record their 
level of satisfaction with the brand or store with which they interacted.  Con-
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sumer rating scores of 10 and 9 are combined for all respondents to create a total 
“promoter” score. Those giving recommendation scores of 0 to 6 are then to-
taled as “detractor” scores.  Those are then deducted from the “promoter” total 
which provides the “Net Promoter Score - ”the one number you need to know” 
as advocated by Reichheld (2003). The NPS process is sufficiently robust to 
provide the information required in this report.  

Using these approaches and calculations, the NPS score for each of the indi-
vidual Manufacturer Product Brand in all of the 73 individual product categories 
and for all of the 1,526 brands included in this study, were calculated. Since 
respondents reported where the Manufacturer Product Brand was purchased, it 
was also possible to calculate an NPS for each of the Retail Stores named by 
respondents (identified as “Store” in the tables and discussion).  

This individual Retail Store Brand and its NPS score were the key ingredi-
ents in the overall analysis. It allowed the indexing of the NPS Retail Store 
score against the NPS score for the individual Manufacturer Product Brand. It 
was, therefore, possible to identify which manufacturer brands are stronger than 
the store brand, and, of course, the alternative view. Again, this data and data 
matrix, when indexed and categorized, is so large and complex that only aggre-
gated data can be provided in this chapter. 

7 Findings 

In measuring the Net Promoter Scores for the 1,526 Manufacturer Product 
Brands represented in the 73 individual product categories, it was found that 
many of them had lower NPS scores than the Retail Store Brand where respond-
ents said they purchased the brand. In other words, the Retail Store Brand NPS 
score was commonly higher than that of the Manufacturer Product Brand. From 
this analysis, it appears consumers are first selecting the retail store (higher 
Retail Store preference) and then, selecting from the array of Manufacturer 
Product Brands the retailer has assembled. That’s illustrated in Table 1 below. 

Table 1 provides an aggregated comparison of the reported shares of each 
individual Manufacturer Product Brand in each product category along with 
both the Retail Store Brand. The calculation was simple: the leading Manufac-
turer Product Brand in each of the 73 product categories, and the leading Retail 
Store Brand were calculated, and then, averaged to provide the data in the chart. 
(The Share Leading Brand should be read as “the share of preference for the 
leading Retail Brand in that category” and, the Product line should be read as 
“the share of preference for the leading Manufacturer Product Brand in that 
category”). As can be seen, the share of preference for the leading Retail Store 
Brand is generally substantially higher than that of the Manufacturer Product 
Brand in this aggregated total. More evidence of that difference is shown by the 
AGR (Average Growth Rate) for the Retail Store Brands, all of which are posi-
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tive (+0.54%), while the AGR for Manufacturer Product Brands is decreasing 
on average over the ten years by -1.68%.  

 Table 1: Market performance of stores and products 

 
 
What should be more disturbing for the Manufacturer Product Brand man-

agers, however, is the growth of the “No Brand Preference” choice by respond-
ents. In the CIA Monthly Consumer Survey (MCS) (BIGinsight.com™) data, 
this consists of a consumer reported choice of “No Brand Preference” in this 
product category. Thus, they had to actively indicate they have NBP. As can be 
seen, while the share of No Brand Preference is growing for both Retail Store 
Brands and Manufacturer Product Brands, the percentage reporting this oc-
curred in only about 25% of the sample base for the Retail Store Brands, while 
it was just over one-half of the respondents for the Manufacturer Product Brand. 
That simply means that over 50% of all consumer responses, over the 10 year 
period, reported they had “No Brand Preference” in the average Manufacturer 
Product Brand category. (We should note again: This is an average score with 
some brands being higher rated and some lower). Again, what is most disturbing 
for both Retail Store Brands and Manufacturer Product Brands is that the AGR 
for both, when stated as “No Brand Preference”, continued to increase during 
the ten year survey period. 

 A final point is relevant. The Average Net Promoter Score for the Retail 
Store Brands was +19.48, a very strong showing in the NPS system, while the 
aggregated Manufacturer Product Brand NPS score was a negative -9.07. This 
means the recommendations consumers gave to their Manufacturer Product 
Brands, in terms of “Detractors” scores, was greater than that of “Promoters” for 
all the brands in all the categories, when averaged over the ten year period. Thus 
the growth of “No Brand Preference” is broad scale and pervasive among all 
these food store stocked brands. This is, and should be, a disturbing finding for 
all brand managers, no matter what brand they represent, or, in which field.  
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In a majority of the 1,526 individual Manufacturer Product Brands, when 
compared to the scores of the Retail Store Brands, the preference for the indi-
vidual Manufacturer Product Brand was consistently lower than it was for the 
Retail Store Brand. The aggregated data in Table 1 clearly points that out. Thus, 
responding consumers in these ongoing studies place more faith in the Retail 
Store Brand, and are more willing to recommend it to others, than they are for 
the Manufacturer Product Brands which are stocked in those same stores. This 
issue of store loyalty vs. brand loyalty has been a recurring theme in both aca-
demic and practitioner research for some time (Keller, 1998; Kumar, 2008). 
This finding does help clarify somewhat that unresolved question in the litera-
ture. From this data, it appears consumers are placing more brand faith in the 
retailer, that is, letting the retailer make the first level brand decision for them, 
and then selecting from the product shelf array available when doing their actual 
shopping. Table 2 and 3 support that view. 

In Tables 2 and 3, all category and brand data has been aggregated into quin-
tiles for easier analysis and explanation. In Table 2, the quintile with the Manu-
facturer Product Brand category showing the highest share of preference (in this 
case, the share of brand preference was calculated by summing all consumer 
Manufacturer Product Brand mentions in each category and then ranking those 
numbers to identify the brand with the most mentions, thus creating a share of 
preference for this analysis). Using the 73 product categories as the base, five 
deciles (groups of 20 brands) were created that resulted in 14 Product categories 
in the highest and lowest quintiles and 15 Product categories in each of the other 
three, i.e., the middle deciles.  

In Table 2 this first decile consisted of 14 product categories. The leading 
Manufacturer Product Brand, in terms of percentage of preference in each of the 
product categories, is shown in the table. In this example, Clorox is the leading 
brand in the Bleach category with a “preference share” of 42.01%. (Note: this 
preference share is based on consumer responses to the CIA-MCS question-
naires, not on actual marketplace sales) The Clorox share of customer prefer-
ence declined by -3.36% over the ten year study period. The Retail Store Brand, 
where the Clorox product was purchased, had a much lower share of preference, 
on average 8.61%, but, the Retail Store Brand share of consumer preference by 
mention, increased by +4.95% during the decade. What is most interesting in 
this example, however, is that the No Brand Preference rating share was almost 
the same as that of the Clorox Brand, i.e., Clorox = 42.01%, No Brand Prefer-
ence = 40.21%. In other words, there were almost as many respondents who 
said they had No Brand Preference in the Bleach category as said they preferred 
the leading brand, Clorox.  More important, however, is the fact that No Brand 
Preference was growing in market preference share over the period, while 
Clorox consumer preference was declining, i.e., Clorox AGR = -3.36%, No 
Brand Preference +4.15%. 
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Table 2: Top leading brand categories 

 
 
Similar comparisons can be made with other Manufacturer Product Brands, 

Retail Store Brands and the No Brand Preference ratings found in Table 2. Only 
three of the 14 Brands in this quintile increased their share of brand preference 
over the ten year period Kleenex in Facial Tissues, Gatorade in Sports Drinks 
and Charmin in Toilet Tissues. In all three of those instances, No Brand Prefer-
ence actually declined when compared to the Manufacturer Product Brand, i.e., -
2.71% for the Kleenex brand in that category, -1.15% for the Gatorade brand in 
their category and -4.78% for the Charmin brand in their category. Thus, there is 
evidence that, while on average, all brands are declining in terms of share of 
market preference in the CIA-MCS data, some brands have been able to main-
tain, and even increase, their consumer franchise. These anomaly brands are 
ones that should be further studied to determine how they were able to accom-
plish that feat. 

Even in the Manufacturer Product Brands where growth occurred, not all the 
findings are positive. For example, in the Sports Drink category, 61.20 % of the 
respondents said they had No Brand Preference in that category. Thus, while 
Gatorade is the dominant brand, a majority of the consumers say they simply 
don’t have a strong enough brand preference to encourage them to buy Gatorade 
or any other branded Sports Drink. Thus, they opted for No Brand Preference.  
Overall, survey respondents seem to be increasingly ambivalent about brands in 
these and the other product categories as well.  

Table 3 shows the reverse side of the Manufacturer Product Brand Loyalty 
coin. This summary calculation shows those Manufacturer Product Brands in 



Brands and Consumer Relationships 255 

the quintile which have the lowest share of brand preference by category across 
the entire study. 

Table 3: Lowest leading brand categories 

 

All the Manufacturer Product Brands shown in Table 3 have brand prefer-
ence shares of less than 7% in the category. (Recall, in this calculation that 
means the brand received the most mentions in that category. The percentage is 
that of all mentions. Other brands in the same category had lower brand prefer-
ence scores). Some of these low preference scores in the category may have 
occurred because there are multiple brands competing in that category and thus, 
no single brand stands out. Alternatively, it may well be that the Manufacturer 
Product Brands in these categories are more specialized, i.e., patent medicines, 
hair coloring and rinses, and baby products. Thus, they appeal to a limited num-
ber of customers since they may have low penetration scores or are infrequently 
purchased. Whatever the reason, however, it is clear that, in spite of the substan-
tial amounts of money that have been, and are still being spent to promote those 
brands in these categories, little brand preference has been developed. While the 
Manufacturer Product Brands are well known and easily recognized by the lay 
reader, such as Gerber, Stouffers, Oil of Olay and Clairol, they have not created 
sufficient demand to overcome the consumer vote of “No Brand Preference” in 
their particular product category. In fact, in almost all No Brand Preference 
ratings, the scores are in the 70% to 80% range. And, for the most part, the AGR 
of No Brand Preference is continuing to grow. 

What is interesting in this analysis, however, is the much lower Retail Store 
Brand market share when compared to that in Table 2. In this quintile, many 
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Retail Store Brand categories fall in the single digits, and in almost all cases, 
they have been declining over the entire survey period. One of the reasons for 
these low Retail Store Brand scores may well be that the food store is not the 
primary retail outlet for these Manufacturer Product Brands; for example, the 
consumers may prefer drug retailers or mass merchandisers as their primary 
purchasing location for these categories and these brands. That finding raises an 
interesting question: while Manufacturer Product Brand managers commonly 
value broad brand distribution, and see it as a marketplace advantage, the CIA-
MCS data seems to say that the broader the distribution base, the lower the 
Manufacturer Product Brand preference in this study and the higher the No 
Brand Preference. That’s certainly true in the food/grocery stores where the 
brand is stocked in this study. This is a most interesting finding and one that 
deserves future research attention. 

When these findings are broadly extrapolated, it means the methods and ap-
proaches historically used to develop and build Manufacturer Product Brand 
preference likely need to be re-thought. Several other researchers have raised 
these same issues so there seems to be convergence of this idea. Another paper 
extending these ideas and approaches has been completed and is now available 
(Schultz, et al, 2013). In that study, the data reported here was compared with 
that of two other major consumer brand research organizations, BAV 
(www.bavconsulting.com) and Brand Keys Customer Loyalty Engagement 
Index (www.brandkeys.com). Comparisons in three primary consumer product 
categories in three product categories confirmed the findings in this study and 
report. Thus, it is believe that NBP is indeed declining in multiple categories 
across fmcg products in the U.S. (Gerzema, 2013; Passikoff, 2013). 

8 Why Is Product Brand Preference Declining and Why Now? 

While this study clearly suggests that Manufacturer Product Brand prefer-
ence is declining, it is more important to determine if that is occurring on an 
individual brand basis or more widespread across all categories. Tables 2 and 3 
clearly show the decline of Manufacturer Product Brand Preference in many 
categories. Some reviewers have raised questions about the study and its results 
since it contradicts generally accepted managerial wisdom. Therefore, two addi-
tional analyses were conducted.  

First, there is obviously a question about the 10 year data set. In this paper, 
we have presented the comparisons between the first and last years, i.e. Years 1 
and 10. If there has been a consistent decline in Manufacturer Product Brand 
preference scores that is one thing. If there have been major variations in scores 
over time that would lead to another conclusion. Figure 1 answers that question. 
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Figure 1: Trend in no brand preferences 

In the figure above, the specific findings for each year during the analysis 
period is charted. Even though the No Brand Preference share of responses has 
decreased a bit since about 2007, it still is hovering around the 50% mark. When 
a trend line is calculated, it is clear that is still trending upward. Thus, we likely 
can rule out any influence or impact of year-to-year measures of No Brand Pref-
erence in terms of its impacting the study findings or results.  

Perhaps more important is whether the findings represent all or only a few of 
the Manufacturer Product Brands. The second analysis looked at that by review-
ing all the Manufacturer Product Brands upon which the study was based. All 
the Manufacturer Product Brands in the 73 individual product categories were 
aggregated and analyzed. Additionally, all the NPS findings for individual Re-
tail Store Brands were aggregated in a separate file. The two data sets were then 
merged.  The result is the aggregated report shown as Table 5. 

As shown, using quintile analysis, five basic product groups were created. 
As before, those were constructed by using the leading Manufacturer Product 
Brands, based on share of preference in each of the 73 product categories. The 
Manufacturer Product Brand share was then used to create an array of Manufac-
turer Product Brands with the highest product brand preference in the top quin-
tile (#5) and the others following in descending order. Fifteen (15) product lines 
fell in each of the three middle groups and 14 product lines fell in the first and 
last quintiles for a total of 73. 
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The quintiles were then arrayed based on the descending mean score of the 
Manufacturer Product Brands within each of the categories. As shown, quintile 
#5 (the top quintile) had an average mean Manufacturer Product Brand share of 
31.22% while the lowest Manufacturer Product Brand quintile had a mean 
product brand preference share of only 5.25%. We further calculated the AGR 
(Average Growth Rate) for all the brands in the Manufacturer Product Brand 
quintile. In each case, over the ten year period, as shown, all declined. 

The same analysis was conducted on the Retail Store Brands during the re-
porting period, using the same data set. While the mean Retail Store Brand, on 
average, was much lower, in the top two quintiles, the Retail Store Brand pref-
erence did indeed grow over the decade. What is most interesting about these 
calculations is that of No Brand Preference. In all five quintiles, No Brand Pref-
erence was above 40% in overall consumer selections with decile #1 registering 
68% based on consumer rankings. That was higher in brand preference share 
than any Manufacturer Product Brand preference share.  Most importantly, 
however, is that in all five quintiles, the No Brand Preference AGR increased 
over the ten year measurement period, in one case, that of the highest Product 
Brand quintile, by nearly +3%. 

Clearly, based on this longitudinal analysis, Manufacturer Product Brands 
are losing consumer preference. Their share of preference, as reported over 
time, is declining. Retail Store Brand preference, as indicated by the NPS 
scores, seems to be increasing but only slightly. The most important issue is the 
continuing growth of consumer No Brand Preference in most categories. As 
shown in Table 3, that has risen from roughly 38% of consumer responses in 
2004 to nearly 50% in 2012. 

The question is: what seems to be causing this decline in consumer brand 
preference for Manufacturer Product Brands? If we can identify some relevant 
explanations, perhaps a start on some solutions can be made.  Before addressing 
that issue, some additional verification of these findings need to be discussed. 

quintiles were then arrayed based on the descending mean scor
cturer Product Brands within each of the categories. As shown,
top quintile) had an average mean Manufacturer Product Brand 
while the lowest Manufacturer Product Brand quintile had 
brand preference share of only 5.25%. We further calculated t
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Table 4: Leading share quintiles categories 
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9 Verification of the Findings 

The findings of this study have already met with substantial opposition from 
branding advocates, experts and those with vested interests in brands and brand-
ing. That has been particularly true among those who use or rely in attitudinal 
data such as brand tracking studies as support for their views. Therefore another 
step was taken to help validate these results. 

In the consumer products field, the Brand Asset Valuator organization 
(BAV) has been conducting consumer studies of brand impacts on business 
metrics such as pricing, loyalty and P/E ratios for more than 20 years. This 
research organization collects 75 metrics on 40,000 brands in 50 countries each 
year; thus, they have one of the largest and most complete brand databases in 
the world.  In their most recent study, their findings confirm that brand value for 
the fmcg brands included in their analysis is indeed declining. They attribute 
that decline to falling confidence in the overall business community. (Gerzema, 
2013). Similarly, Brand Keys, the New York-based brand consulting organiza-
tion, has been conducting their Customer Loyalty Engagement Index for the 
past thirteen years. Their annual studies cover 39,000 questionnaire respondents 
in the U.S. In their most recent study, they report: “Brand Keys identified 11 
product categories, mostly CPG (fmcg) where the value of the brand or emo-
tional brand value has decreased. It is the first time we have seen such consumer 
reaction.” (Passikoff, 2013) 

The authors of this study contacted the principles of BAV and Brand Keys 
studies. A triangulated study that is, combining the three data sets was conduct-
ed.  The results of those studies can be found in ‘Brand Preference Being Chal-
lenged’, presented at the International Consumer Brand Relationship Confer-
ence, Winter Park Florida (Shultz, et al, 2013). Findings from that additional 
research project confirmed the data found in the Prosper Studies conducted by 
Schultz and Block (2012, 2013). 

10 Conclusions and Next Steps 

From all this material and analyses, some conclusions are offered along with 
some suggestions for new and different methods of studying and understanding 
brands in an interactive marketplace. 

10.1 A Consistent and Continuing Decline in Manufacturer Product Brand 
Preference and Major Growth of No Brand Preference 

In most all categories investigated, it was found that Manufacturer Product 
Brands were declining in preference during the measurement period, some as 
much as -5 to -7% during the ten year period. At the same time, most Retail 
Store Brand preference scores were growing, albeit slowly. Thus, it seems con-
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sumers are shifting their loyalty to the retail store and away from manufacturer 
branded products. That same result is being found by other researchers and 
analytical companies.  Most disturbing is that this seems to be true for almost all 
Manufacturer Product Brands across all the 73 product categories. More disturb-
ing, however, is the rapid and continual growth of the No Brand Preference 
choice in the category by consumers as is reflected in the NBP Net Promoter 
Scores. Thus, while Manufacturer Brand Preference is declining, it is seemingly 
being replaced, to a small extent, by a shift to Retail Store Brand preference. We 
should note here: this does not mean a shift to private label or retailer own 
brand. It is seemingly more a rejection of the idea that brands are an acceptable 
method of differentiating products in specific categories. Thus, in spite of the 
enthusiasm of brand managers for their brands, they seem to be increasingly 
meaningless to consumers.  

The shifts identified, however, do not explain all the Manufacturer Product 
Brand preference losses. What is or should be of more concern to brand manag-
ers is the continuing shift from Manufacturer Product Brand preference to a 
stated consumer choice of No Brand Preference. Based on this data, Manufac-
turer Product Brands would seem to be in decline across the board and the cur-
rent efforts by brand marketers do not seem to be having any influence on this 
decline, at least over the last ten years as reported in the CIA-MCS data. 

While there have been attempts to explain or define why and how brand loy-
alty has or is eroding (Rundle-Thiele and Bennett, 2001; Kapferer, 2005; 
Dekimpe, Steenkamp, Mellems and Abeele, 1997) among others, most have 
approached the question in terms of the impact on the brand owner, and have 
neglected to consider the changes consumers have made. Thus, perhaps a new 
and more relevant measurement and evaluation tool is or may be required.  
Some experimental work has been done with Kahneman’s System 1 and System 
2 concepts (Kahneman, 2011). From that, it appears that there are major ques-
tions on how consumers process and use external information compared to what 
is found in the traditional branding literature. That certainly deserves more in-
vestigation. 

10.2 Retail Store NPS Is Increasing, but not as Rapidly as Manufacturing 
Product Brand Preference Is Declining  

A common explanation for the decline in Manufacturer Product Brand pref-
erence is often attributed to a shift of consumer preference to the Retail Store 
Brand, i.e. simply a shift away from the Manufacturer Product Brand. Often this 
is based on the supposed consumer preference for private label or retailer own 
label products. The implication generally drawn is that he consumers are down-
grading to lower priced Retail or private label brand products. While there is 
some evidence of that in some categories, particularly in the lowest Manufactur-
er Product Brand Categories (Table 3), it does not explain the overall decline in 
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Product Brand Preference across all product categories. That seems to be occur-
ring in spite of the fact that many of the leading brands, in the categories which 
are declining the most, are familiar to many consumers. They are well known 
and often highly promoted, i.e., Tylenol, Stouffers, Oil of Olay, Bounty, 
Metamucil and the like. Thus, it appears that whatever and however Manufac-
turer Product Brands are being promoted, that or those promotional or brand-
building activities are not protecting the Manufacturer brands from perceived 
commoditization, i.e., the growth of No Brand Preference for their product in 
their category. 

In other reviews of this work, suggestions have been made that the decline in 
Manufacturer Product Brand preference may be explained through the use of 
choice models or other analytical or statistical techniques. (Ben-Akiva, et al, 
2002; Stern and Hammond, 2004; Oliver, 1999) While these approaches may 
provide some insights, a reliance on a statistical methodology, rather than actual 
consumer reports, seems less likely to provide answers. Some pursuit of these 
alternative approaches is certainly warranted, however. 

10.3 Some Brands Are Weathering the Storm  

A few Manufacturer Product Brands seemingly have become the de facto 
product leaders for their product categories. Examples include Gatorade in 
Sports Drinks and Clairol in Coloring Rinses. In these cases, the Store Brand or 
private label or even the brand of the retailer does not seem to be a factor. In 
those few instances, while No Brand Preference is high, it is declining.  It would 
seem that major research emphasis going forward should be on these “excep-
tional brands” and efforts made to determine how and why these category leader 
brands have managed to continue to compete in their categories and not be im-
pacted as much by Retail Store Brand preference nor by the overall growth of 
No Brand Preference. 

10.4 Is a New Brand Calculus Measurement Needed? 

Over the past 30 years or so, Consumer Brand Equity, has been thought of as 
a management measurement tool and has been used to determine the brand’s 
organizational value (Rust, Lemon and Zeithaml, 2004; Keller, 2003; Cable and 
Turban, 2003). Other tools such as consumer brand tracking have been used as 
well. Those tools have posited that psychological brand values, such as aware-
ness, recall, conviction, preference and the like are the most relevant tools for 
determining how individual customers value brands. They have lent major sup-
port to the concepts of brand loyalty (Oliver, 1999, Reichheld, 2003) and brand 
relationships (Fournier, 1998). Our research indicates that those may not be the 
most relevant tools for brand evaluation going forward. The increasing shift of 
brand preference away from Manufacturer Product Brands to No Brand Prefer-
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ence seems to signal a more complex marketplace measurement system is need-
ed. Indeed, the question of the growth of No Brand Preference seems to indicate 
an increasing commoditization of the marketplace. It is likely more sophisticat-
ed analytical and measurement tools, ones which go far beyond individual cus-
tomer responses and include a wider variety of alternatives such as customer 
behavioral measures such as those proposed by the behavioral economics 
groups may well be needed.  While brands are clearly image-driven and those 
images are assembled in the mind of the customer, it may well be that customers 
simply can’t articulate their views and preferences through attitudinal studies. 
Thus, brand managers may be better served by starting with brand behaviors and 
working back to what created or caused those behaviors rather than trying to 
predict from questionnaires, focus groups and the like what they might do in the 
future. 

10.5 Causal Factors Must Dominate 

Our present explanations and measures of brands and branding seem far too 
simplistic for the more complex, interactive marketplace in which they now 
exist and compete. Simple linear relationships, constructed from a limited num-
ber of consumer personal interviews, focusing primarily on consumer attitudes 
and impressions, may not be powerful enough to answer the questions raised in 
this study. Behavioral models, where actual consumer activities occur, seem to 
offer the best potential for research today and going forward. We know far too 
little about why and how consumers make brand decisions when faced with 
multiple alternatives, i.e., competitive brands, retail choices, multiple external 
inputs, suggestions and recommendations from other sources and the like. From 
this mix of attitudinal and behavioral data, perhaps new tools and methodologies 
can be created. That is what is seemingly needed in today’s marketplace. One 
alternative might be an attempt to de-construct what caused or created those 
identified and reported behaviors. 

Some work has been done in the use of neuro and neural marketing (Morin, 
2011) and behavioral economics (Pykett, 2012). Both seem to have great poten-
tial for helping to understand the very complex and complicated system con-
sumers use to make brand decisions. Research emphasis should, therefore, be 
devoted to developing new and more rigorous approaches in these areas, with 
less emphasis on filling in the gaps of past research or extending our knowledge 
of what apparently is not working or has not worked historically. 

Today, a new view and understanding of how consumers make and maintain 
brand relationship decisions is needed. Longitudinal studies such as this one, 
including a number of variables, are likely the right path. Large and complex 
data sets such as the one used in this study may be the answer. A combination of 
the data found in the three major consumer databases, i.e., BAV, Brand Keys 
and this Prosper data set may well contain some answers, or, at least provide 
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new directions for research. We hope this study provides a base for encouraging 
marketing, communication and consumer behavior scholars to move forward 
into what appears to be a radically different brand marketing world than we 
have presently imagined, using new and more relevant tools than have been 
employed in the past. 
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Electric Car Extensions of Car Brands: Impact on Brand  
Personality, Extension Evaluation and Parent Brand Feedback 

Ingrid Moons 
Patrick De Pelsmacker 

1 Introduction and Purpose of the Study 

Different major car manufacturers, such as Nissan (Leaf) and Opel (Ampera) 
have developed fully electric car alternatives that are already for sale. When an 
established car brand launches an electric variant, it is extending its product line. 
A brand is a psychological carrier of meaning (e.g. Aaker, 2004; Esch, 2004; 
Keller, 2008). Car brands carry a symbolic meaning and brand personality is an 
important component of this meaning (Midgley, 1983). The purpose of the pre-
sent study is to investigate how adding various personality types of electric car 
models to the product line of existing car brands with existing brand personali-
ties, affects the perceived personalities of these extensions and of the parent 
brand. We also investigate how brand personality characteristics affect the atti-
tude towards electric extensions and parent brands for existing car brands. 
Brand personality has not been studied often as a factor in brand extension stud-
ies (Diamantopoulos et al., 2005; Lau and Phau, 2007). The study adds to our 
understanding of the effect of extensions varying in personality, on the personal-
ity and evaluation of existing car brands and provide insights into how different 
positioning and advertising of electric extensions can have a differential effect 
on brand personality. 

2 Literature Background and Research Questions 

Product categories and brands can either be functional (e.g., lawnmowers) or 
symbolic (e.g., cars) (Midgley 1983; de Ruyter and Wetzels, 2000; Park and 
Young, 1986). A functional product possesses mainly product-related or con-
crete, functional associations (de Ruyter and Wetzels, 2000; Park et al., 1986). 
Products with a symbolic positioning usually entail non-product-related or ab-
stract, image-based associations (Bhat and Reddy, 2001; de Ruyter and Wetzels, 
2000). Brand personality is a major symbolic component of brand identity and 
image (Diamantopoulos et al., 2005). It is ‘the set of human personality traits 
that are both applicable to and relevant for brands’ (Azoulay and Kapferer, 
2003, p. 151). Brand personality can build unique and favorable associations in 
consumer memory and thus plays a major role in advertising (Diamantopoulos 
et al., 2005; Pandey, 2013). The work of Aaker (1997) inspired the majority of 
the research on brand personality to date (Aaker, 1997, 1999, Aaker et al., 2001; 
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Kim et al., 2001). One of the major criticisms on the Aaker scale is that it is a 
mixture of personality and other image dimensions. Geuens et al. (2009) devel-
oped a scale that consists of only personality dimensions and is a better repre-
sentation of the brand personality concept. The scale consists of five factors that 
show an affinity with the Big Five human personality dimensions: Responsibil-
ity, Activity, Boldness, Simplicity and Emotionality. The present study uses the 
Geuens et al. (2009) brand personality dimensions.  

Adding an electric car model to a product line of an existing car brand is an 
extension. One of the factors that has emerged as most important in determining 
extension and parent brand feedback evaluation by consumers is the perceived 
fit between the extension and the parent brand (Aaker and Keller, 1990; Patro 
and Jaiswal, 2003). Extension evaluation is positively influenced when consum-
ers perceive the extension to fit with the parent brand (Bottomley and Holden, 
2001; Czellar, 2003; Martinez and Pina, 2003; Martinez and de Chernatony, 
2004; Lau and Phau, 2007; Jeong and Jung, 2013). Perceived fit between the 
parent brand and the extension can also be an important antecedent of positive 
or negative parent brand image and evaluation after an extension (Martínez and 
de Chernatony, 2004; Martínez et al., 2009; Aaker and Keller, 1990; Diaman-
topoulos et al., 2005; Dens and De Pelsmacker, 2010, Supphellen et al., 2004; 
Swaminathan et al., 2003; Keller and Sood, 2003; Martínez and Pina, 2003). 
According to categorization theory, people faced with an evaluative task will 
first attempt to classify the object within a certain category on the basis of sali-
ent cues by computation of individual feature matches and mismatches (Fiske 
and Pavelchak, 1986; Park et al., 2002). If the categorization is successful, affect 
and beliefs associated with the category in memory will be transferred to the 
object. Categorization theory is also frequently applied to understanding the 
dynamics of post-extension parent brand evaluations or feedback effects (Mil-
berg and Sinn, 2008; Roedder John et al., 1998). Beliefs about a category (i.e. 
the parent brand) change in response to the degree that a new instance (i.e. an 
extension) is inconsistent with a person’s existing brand schema (Milberg and 
Sinn, 2008; Keller and Sood, 2003).  

Especially in case of symbolic products or brands, the fit at the level of im-
agery or personality is often a determinant of brand extension success than the 
degree of physical similarity (Batra et al., 2010; Bhat and Reddy (2001). Jeong 
and Jung (2013) investigated two dimensions of brand personality (‘sincere’ and 
‘prestige’) and concluded that a non-fitting extension of sincere brands may 
alter brand personality, as opposed to extending a prestige brand in which case 
the extension leaves the brand personality unaffected. Also Lau and Phau (2007) 
found that extensions that had a high fit with the parent brand were most posi-
tively evaluated. On the other hand, most research to date shows that extensions 
that are non-fitting in terms of brand personality do not lead to parent brand 
dilution effects (Lau and Phau, 2007; Diamantopoulos et al., 2005). Parent 
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brands may be immune to such dilution effects when these brands have a high 
familiarity and well-established brand personalities.  

Brand personality characteristics are relatively abstract associations that 
have to be evoked by concrete and specific attributes by means of design ele-
ments and advertising appeals. The challenge for existing brands is to empha-
size those attributes that evoke a specific brand personality, and lead to a posi-
tive evaluation of the extension and to positive parent feedback effects. One of 
the aims of this study is to design branded electric car concepts and develop 
advertising story boards that evoke different types of personality. These story 
boards are used to measure the effect of various personality types of electric 
variants on the perceived personality of the extension and the parent brand and 
how these extensions affect extension and parent brand evaluations: 

  
RQ1: How do different personality types of electric car extensions for exist-

ing car brands affect the personalities of the extensions and the parent brands? 
RQ2. How do responses to the electric car extension and perceived personal-

ity characteristics of the extension affect the attitude towards the extension and 
towards the parent brand for different existing car brands? 

3 Research Method 

3.1 Pretests 

A focus group and two online quantitative studies resulted in a selection of 
four brands that have substantially different personalities. Alfa Romeo is most 
strongly associated with ‘emotional’ and ‘bold’, and least often with ‘simple’ 
and ‘responsible’. BMW is most often referred to as responsible, active and 
bold, but not as simple. Toyota is described as simple and not at all active or 
emotional. Volvo’s main characteristic is responsible, and not at all active, bold 
or emotional (Table 1). In a second series of pretests, possible product features 
of electric cars were generated that evoke different personalities. From six 
brainstorming sessions it became clear that it was impossible to develop attrib-
utes that were typical of each of the five personality dimensions. What came out 
clearly, though, was the distinction between attributes that evoke a more rational 
(simple, responsible) and a more emotional (active, emotional, bold) type of car. 
It was therefore decided to develop two electric car story boards along the lines 
of these two types. Per type, the six most frequently mentioned attributes were 
selected and for each of them a story board was made in which these six attrib-
utes were shown (pictures) and explained (text). In a pretest with 60 partici-
pants, these two unbranded story boards were tested to check to what extent 
they evoked different car personalities. In this test, the rational car type indeed 
scores higher on the dimension ‘responsible (p=.037), and that the emotional 
type scores higher on ‘bold’ (p=.097).  
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Table 1: Differences in brand personality between Alfa, BMW, Toyota, Volvo 

 Alfa BMW Toyota Volvo p 
Responsible 2.94 

<B,T,V 
3.81 
<V 

3.84    
<V 

4.44    
>A,B,T 

<.001 

Active 3.83 
>T 

4.20 
>T,V 

3.10 
<A,B 

3.47 
<B 

<.001 

Bold 3.33 
>T,V 

3.31 
>T,V 

2.23 
<A,B 

2.07 
<A,B 

<.001 

Simple 1.80 
<T,V 

1.48 
<T,V 

3.63 
>A,B,V 

2.65 
<T, >A,B 

<.001 

Emotional 2.97 
>B,T,V 

2.26 
<A 

2.22 
<A 

1.88 
<A 

.001 

Scores on 5-point scales in cells. Significance based on ANOVA-analyses with Bonferroni post-hoc 
tests. <B,T,V in the first cell means that Alfa (A) scores significantly (p<.05) lower on this brand 
personality characteristics than BMW (B), Toyota (T) and Volvo (V). 

3.2 Main Study 

The main study was a 4 X 4 between subjects design tested in a sample of 
Belgian consumers. For each of the four brands (factor 1) four conditions (factor 
2) were tested: a rational electric car stimulus, an emotional one, an electric car 
extension without showing a stimulus, and a condition in which only brand 
responses were measured without any reference to an electric extension. The 
first three conditions contained 60 participants each (male-female owners of a 
driver’s license and aged between 18 and 65). Each group contains 30 owners 
and 30 non-owners of the brand concerned. The fourth condition (only brand 
measures) contained 15 brand owners and 15 non-brand owners in each of the 
four groups. Each of the participants in the first two conditions (rational and 
emotional stimulus) were exposed to a set of 8 pictures: one general picture of a 
car with six distinct characteristics, six pictures highlighting the details of each 
of the six characteristics, and the general picture again. They were told that the 
brand was going to launch an electric extension like the one they just saw. In the 
third condition, no stimulus was shown and the participants were just told that 
the brand was going to launch an electric extension. In the fourth condition, no 
mention of an electric car was made.  

The following dependent variables were measured in the first three condi-
tions of factor 2: attitude towards the electric extension, emotional response to 
the extension, cognitive response towards the extension, fit of the extension with 
the parent brand, personality of the branded extension, attitude towards the 
parent brand after the electric extension, and parent brand personality after the 
electric extension. The latter three scales measure parent brand feedback effects. 
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In the fourth condition only parent brand attitude and brand personality were 
measured (see appendix for details). 

4 Results 

The first research question is to what extent different personality types of 
electric car extensions for existing car brands affect the personalities of the 
extensions and the parent brands. The personality scores of the first three condi-
tions were compared per brand (ANOVA with post-hoc Bonferroni tests), and 
their effect on extension and parent brand feedback personalities are studied 
(Table 2). Adding an emotional or a rational stimulus, compared to just present-
ing an electric car extension without a stimulus, significantly alters the personal-
ity of the extension. For Alfa, adding either of the two stimuli makes the exten-
sion more responsible, more active and more sophisticated (less simple). For 
BMW and Volvo, as compared with a rational stimulus or no stimulus, an emo-
tional stimulus makes the extension more responsible, active and bold, while a 
rational stimulus makes the extension less sophisticated than an emotional and 
an extension without a stimulus. For Toyota, adding stimuli makes the extension 
more responsible, active and bold. The effect of adding stimuli on parent brand 
feedback personalities is very limited. In a second ANOVA-analysis, brand 
personality scores were compared across three conditions: rational and emotion-
al stimulus, and only brand measures without electric extension (Table 3). For 
Alfa owners, adding a rational extension makes the brand more active, and 
makes it more sophisticated and less bold and emotional. Since bold and emo-
tional are two distinct dimensions of Alfa, it appears that adding an electric car 
makes the extension less fitting with the brand. Adding a rational extension 
makes BMW look less active, emotional and bold, but adding an emotional or a 
rational extension makes it more sophisticated. Responsible and active/bold are 
two distinct dimensions of BMW. Adding an emotional electric extension en-
hances the important dimension of sophistication. An emotional extension 
seems to be reasonably fitting for BMW. An emotional extension makes Toyota 
look more active, while any extension, but especially an emotional one, makes it 
more sophisticated. Since responsibility, and more importantly, simplicity are 
the key personality dimensions of Toyota, any electric extension does not seem 
very fitting. Finally, Volvo is seen as a simple and responsible brand. Adding 
any electric variant makes extension look less responsible, and adding an emo-
tional extension makes it less simple. Consequently, if any, a rational extension 
seems to fit the brand best, but no electric extension seems even better.  



272 Moons and De Pelsmacker 

Dependent  
variables 

Alfa BMW Toyota Volvo 

 scores p scores p scores p scores p 
PRespons E 

R 
N 

3.25 
(>N) 
3.46 
(>N) 
2.93 
(<E,R) 

.004 3.60 
(>N) 
3.44  
3.18 
(<E) 

.032 3.59 
(>N) 
3.55 
(>N) 
3.21 
(<E,R) 

.022 3.54 
3.64 
3.45 

.390 

PActiv E 
R 
N 

3.63 
(>N) 
3.53 
(>N) 
2.93 
(<E,R) 

.000 3.88 
(>R,N) 
3.50 
(<E) 
3.39 
(<E) 

.006 3.90 
(>R,N) 
3.61 
(<E, >N) 
3.18 
(<E,R) 

.000 3.71 
(>N) 
3.76 
(>N) 
3.40 
(<E,R) 

.030 

PBold E 
R 
N 

2.49  
2.26 
2.37 

.342 2.81 
(>R,N) 
2.28 
(<E) 
2.34 
(<E) 

.002 2.45 
(>N) 
2.20 
1.94 
(<E) 

.002 2.43 
(>N) 
2.38 
(>N) 
2.08 
(<E,R) 

.042 

PSimple E 
R 
N 

2.27 
2.53 
2.68 

.070 2.27 
(<N) 
2.58 
(<N) 
2.46 
(>E,R) 

.149 2.29 
2.54 
2.59 

.160 2.09 
(<N) 
2.34 
2.46 
(>E) 

.061 

PEmotional E 
R 
N 

2.14 
(<N) 
2.37 
2.30 
(>E) 

.435 2.26 
2.19 
2.20 

.906 2.24 
2.28 
2.16 

.778 2.20 
2.09 
1.99 

.403 

PPRespons E 
R 
N 

2.93 
3.09 
3.14 

.467 3.59 
3.56 
3.45 

.661 3.71 
3.78 
(>N) 
3.46 
(<R) 

.087 3.86 
3.80 
3.90 

.810 

PPActiv E 
R 
N 

3.56 
3.73 
3.46 

.315 3.99 
3.97 
3.74 

.215 3.52 
3.45 
3.28 

.265 3.54 
3.55 
3.57 

.985 

PPBold E 
R 
N 

2.83 
(<R) 
3.26 
(>E) 
3.07 

.105 3.26 
3.07 
3.20 

.620 2.27 
2.21 
2.27 

.904 2.25 
2.33 
2.27 

.872 

  

Table 2: Differences between emotional, rational and no-stimulus electric extensions in 
terms of extension brand personality and parent feedback personality 
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PPSimple E 
R 
N 

1.98 (<N) 
1.93 (<N) 
2.35 (>E,R) 

.024 2.01 
1.92 
2.04 

.717 2.76 
2.77 
2.91 

.559 2.27 
2.34 
2.42 

.612 

PPEmotional E 
R 
N 

2.61 
2.74 
2.86 

.436 2.49 
2.38 
2.38 

.748 2.23 
2.23 
2.22 

.996 2.23 
2.14 
2.00 

.288 

E=emotional extension, R=rational extension, N=no stimulus. Cells indicate significance based on 
two-by-two Bonferroni post-hoc tests, e.g. in the first cell, first column: PRespons E: 2.35 (>N) 
means the emotional stimulus leads to a more responsible brand personality than no stimulus. 

Table 3: Differences between emotional and rational electric extensions and brand 
control measure (without electric extension) in terms of extension brand personali-
ty and parent feedback personality 

Dependent  
variables 

Alfa BMW Toyota Volvo 

 scores p scores p scores p scores p 
PRespons E 

R 
B 

3.25 
3.46 
>B 
2.94 
<R 

.039 3.60 
3.43 
3.80 

.157 3.59 
3.55 
3.84 

.185 3.54 
<B 
3.64 
<B 
4.44 
>E,R 

<.001 

PActiv E 
R 
B 

3.63 
3.53 
3.83 

.319 3.88 
>R 
3.50 
<E,B 
4.20 
>R 

.001 3.90 
>R,B 
3.61 
<E, >B 
3.10 
<E,R 

<.001 3.71 
3.76 
3.47 

.246 

PBold E 
R 
B 

2.49 
<B 
2.25 
<B 
3.33 
>E,R 

<.001 2.81 
>R,<B 
2.28 
<E,B 
3.31 
>R,E 

<.001 2.45 
2.20 
2.23 

.208 2.43 
2.38 
2.07 

.159 

PSimple E 
R 
B 

2.28 
>B 
2.53 
>B 
1.80 
<E,R 

.006 2.27 
>B 
2.58 
>B 
1.48 
<E,R 

<.001 2.29 <B 
2.54 <B 
3.63 
>E,R 

<.001 2.09 
<B 
2.34 
2.65 
>E 

.021 

PEmotional E 
R 
B 

2.14 
<B 
2.37 
<B 
2.97 
>E,R 

.003 2.26 
2.19 
2.26 

.909 2.24 
2.28 
2.22 

.951 2.20 
2.09 
1.88 

.248 
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PPRespons E 
R 
B 

2.93 
3.09 
2.94 

.624 3.60 
3.56 
3.81 

.444 3.71 
3.78 
3.84 

.726 3.86 
<B 
3.80 
<B 
4.44 
>E,R 

.002 

PPActiv E 
R 
B 

3.56 
3.73 
3.83 

.372 3.99 
3.97 
4.20 

.413 3.52 >B 
3.45 >B 
3.10 
<E,R 

.058 3.54 
3.55 
3.47 

.908 

PPBold E 
R 
B 

2.83 
<R,B 
3.26 
>E 
3.33 
>E 

.054 3.26 
3.08 
3.31 

.511 2.27 
2.21 
2.23 

.937 2.25 
2.33 
2.07 

.399 

PPSimple E 
R 
B 

1.98 
1.93 
1.80 

.678 2.01 
>B 
1.91 
>B 
1.48 
<E,R 

.019 2.76 <B 
2.77 <B 
3.63 
>E,R 

<.001 2.27 
2.34 
2.65 

.168 

PPEmotional E 
R 
B 

2.61 
2.74 
2.97 

.361 2.49 
2.38 
2.26 

.554 2.23 
2.23 
2.22 

.997 2.23 
2.14 
1.88 

.172 

E=emotional extension, R=rational extension, B=only brand. E.g. in the first cell, first column: 
PRespons R: 3.46 (>B) means the rational stimulus leads to a more responsible brand personality 
than the brand without electric extension. 

RQ2 explores how responses to the electric car extension and perceived per-
sonality characteristics of the extension affect the attitude towards the exten-
sions and towards the parent brands. This is done by means of a regression anal-
yses in which the attitude towards the extension is predicted by the personality 
of the extension, the emotional and cognitive reactions towards the extension 
and extension-parent brand fit (Table 4). A second regression analysis predicts 
the attitude towards the parent brand by means of the attitude towards the exten-
sion, extension-parent brand fit and extension brand personality (Table 5). The 
most important driver of extension evaluation for each brand is the emotional 
response to the extension. The second most important factor is the extent to 
which the extension is felt to increase the ‘responsible’ personality of the car. 
Also positive cognitions and brand fit play a significant role for all brands. 
Whether or not the electric extension personality fits with the parent brand per-
sonality does not really seem to matter in terms of parent brand feedback effects 
for most individual brands. There is, however, a marked effect of the attitude 
towards the extension, signaling significant parent brand feedback effects of the 
extension. It is remarkable that parent brand feedback for BMW is more positive 
the more the extension evaluation is perceived as less ‘active’. For Volvo, par-
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ent brand feedback is more positive if the extension is seen as more bold and 
emotional.  

Table 4: Attitude towards the electric brand extension as a function of emotional and 
cognitive responses to the extension, parent brand fit and extension personality – 
regression analyses 

Independent  
variables 

All brands Alfa BMW Toyota Volvo 

EmoExtension .435 
(<.001) 

.398 
(<.001) 

.482 
(<.001) 

.476 
(<.001) 

.347 
(<.001) 

CogExtension .173 
(<..001) 

.186 
(.006) 

.165 
(.009) 

.145 
(.007) 

.180 
(.007) 

Parentfit .163 
(<.001) 

.146 
(.014) 

.079 
(.186) 

.127 
(.008) 

.217 
(<.001) 

PRespons .172 
(<.001) 

.172 
(.014) 

.168 
(.020) 

.227 
(<.001) 

.161 
(.030) 

PActiv .035 (.328) .070 
(.382) 

.021 
(.799) 

.071 
(.279) 

.026 
(.724) 

PBold .054 (.018) .041 
(.426) 

.057 
(.248) 

.075 
(.077) 

.093 
(.056) 

PSimple .046 (.055) .039 
(.451) 

.001 
(.984) 

.110 
(.013) 

.014 
(.778) 

PEmotional .023 (.343) .011 
(.841) 

.035 
(.475) 

.028 
(.523) 

.004 
(.938) 

R² .679 .645 .659 .733 .642 

Cells are standardized Betas (significance level in brackets) 
All models are significance at p>.001. 

5 Discussion and Conclusions 

Adding an electric extension to a well-established brand significantly alters 
the personality of the extension. An emotional extension seems to be a very 
fitting extension for BMW and outperforms a rational one in terms of emotional 
and cognitive response and attitude towards the extension. A rational extension 
seems to fit Volvo best and outperforms an emotional one. This supports the 
notion that extension-parent brand fit leads to more positive responses. None of 
the extensions lead to important differences in parent brand attitudes. This also 
confirms previous research (Lau and Phau, 2007). The most important driver of 
extension evaluation for each brand is the emotional response to the extension. 
This confirms the important role emotions play in consumer behavior, even for 
high involvement innovative products (Bagozzi et al., 1999, Moons and De 
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Pelsmacker, 2012). What makes people appreciate an electric extension for any 
car brand is the extent to which it fits the parent brand, but even more the extent 
to which it leads to positive feelings and thoughts, and adds to the responsible 
personality of the car brand. The attitude towards the parent brand after launch-
ing an electric extension is partly influenced by the attitude towards the exten-
sion and brand fit. This confirms traditional parent brand feedback effects. Part 
of the results suggest that consumers appreciate a parent brand more if it 
launches an extension that not so much enhances the brand’s distinctive person-
ality dimensions, but rather ‘corrects’ dimensions that are (too) outspoken or 
(too) less developed. Non-fitting extensions can have positive parent brand 
feedback effects by using an extension strategy that modifies the original brand 
personality in a positive sense (Pandey, 2013).  

Table 5: Attitude towards the parent brand as a function of the attitude towards the 
extension, parent brand fit and extension personality – regression analyses 

Independent 
variables 

All brands Alfa BMW Toyota Volvo 

AttExtension .106 
(.001) 

.099 
(.091) 

-.036 
(.548) 

.255 
(<.001) 

.120 
(.114) 

Parentfit .074 
(.027) 

.005 
(.934) 

.135 
(.023) 

.002 
(.978) 

.122 
(.132) 

PRespons .355 
(<.001) 

.299 
(<.001) 

.404 
(<.001) 

.163 
(.063) 

.386 
(<.001) 

PActiv .303 
(<.001) 

.393 
(<.001) 

.371 
(<.001) 

.407 
(<.001) 

.075 
(.465) 

PBold -.036 
(.255) 

.081 
(.190) 

-.087 
(.116) 

-.101 
(.093) 

-.013 
(.846) 

PSimple -.093 
(.001) 

-.167 
(.001) 

-.021 
(.710) 

-.121 
(.025) 

-.069 
(.304) 

PEmotional .078 
(.007) 

.061 
(.291) 

.057 
(.296) 

.088 
(.145) 

.069 
(.304) 

R² .536 .635 .600 .547 .388 
Cells are standardized Betas (significance level in brackets) 
All models are significance at p>.001. 

The results of this study inform marketers of car brands on how to design 
their electric car model and which arguments to use in advertising in order to 
maximize the changes of success without jeopardizing the existing brand image. 
Future research could extend the investigation to more car brands. The electric 
car extension was limited to two types of personality design and advertising 
story boards, using a limited number of concrete attributes to evoke these per-
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sonalities. Electric car propositions could also be differentiated on the basis of 
rational, utilitarian and functional elements rather than brand personality ones. 
The importance and appeal of these more functional attributes relative to per-
sonality elements could also be studied. Finally, the study could be replicated 
for different product categories and in different countries. 
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Appendix: scales, scale items, sources, and alphas 

Scale and items Source Alpha 
1. Attitude towards the branded electric ex-

tension (AttExtension) 
 I am positive about the electric BRAND 

shown 
 The electric BRAND shown is a good car 
 I like the electric BRAND shown  

Cauberghe and 
De Pelsmacker 
(2011) 

.92 

2. Emotions towards the branded electric 
extension (EmoExtension) 

 The electric BRAND shown evokes positive 
feelings in me 

 I would find it very pleasant it to drive the 
electric BRAND shown  

 Driving the electric BRAND shown could 
frustrate me (r)  

 Driving the electric BRAND shown could 
easily bore me (r) 

 The electric BRAND shown gives me a nega-
tive feeling (r) 

Cauberghe and 
De Pelsmacker 
(2011) 

.85 

3. Cognitions towards the branded electric 
extension (CogExtension) 

 This electric BRAND provides me with a lot 
of advantages 

 I find this electric BRAND innovative 
 The media will promote this electric BRAND 
 The government will take measures to stimu-

late the use of this electric BRAND   

Moons and De 
Pelsmacker 
(2012) 

.82 

4. Intention to use the branded electric exten-
sion (Intention) 

 I have the intention to drive this electric 
BRAND in the near future 

 I will promote the use of this electric BRAND 
with other people 

 I expect to drive this electric BRAND in the 
near future 

Cauberghe and 
De Pelsmacker 
(2011) 

.90 

5. Personality of the branded extension 
Responsible (PRespons) 
1. Responsible 
2. Down to earth 
3. Stable 

Geuens, 
Weijters and 
De Wulf 
(2009) 

 
.86 
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Active (PActiv) 
4. Active 
5. Dynamic 
6. Innovative 
Bold (PBold) 
7. Aggressive 
8. Bold 
Simple (PSimple) 
9. Ordinary 
10. Simple 
Emotional (PEmotional) 
11. Romantic 
12. Sentimental 

.85 
 
 
 

.80 
 
 

.79 
 
 

.91 

6. Fit between the electric extension and the 
parent brand (Parentfit) 

 This is very fitting for BRAND 
 This is very logical for BRAND 
 This is very appropriate for BRAND 

Dens and De 
Pelsmacker 
(2010) 

.94 

7. Attitude towards parent brand after elec-
tric extension (ParentAb) 

Same scale as 1, but applied to brand in general 
after electric extension 

Cauberghe and 
De Pelsmacker 
(2011) 

.94 

8. Intention to use parent brand after electric 
extension (ParentPI) 

Same scale as 4, but applied to brand in general 
after electric extension 

Cauberghe and 
De Pelsmacker 
(2011) 

.96 

9. Parent brand personality after electric 
extension (PPResponsible – PPEmotional) 

Same scale as 5, but applied to brand in general 
after electric extension 

Geuens, 
Weijters and 
De Wulf 
(2009) 

>.86 

10. Attitude towards parent brand 
Only in condition 4, same scale as 7 without men-
tioning electric extension 

Cauberghe and 
De Pelsmacker 
(2011) 

.91 

11. Intention to use parent brand 
Only in condition 4, same scale as 8 without men-
tioning electric extension 

Cauberghe and 
De Pelsmacker 
(2011) 

.88 

12. Parent brand personality after electric 
extension (PPResponsible – PPEmotional) 

Only in condition 4, same scale as 9 without men-
tioning electric extension 

Geuens, 
Weijters and 
De Wulf 
(2009) 

>.79 

All scales are five category Likert scales 
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Nina Vanita  

1 Introduction 

From 1989, when researchers at Northwestern University developed the first 
definition of integrated marketing communications (IMC), this concept evolved 
from tactical coordination of marketing communication activities to strategic, 
measurable, customer-oriented approach in integrated communication planning. 
The development of marketing communications into IMC offered a wide range 
of research themes, including benefits brought by IMC (Kitchen et al., 2004; 
Duncan and Everett, 1993; Kitchen and Schultz 1999; Shimp, 2010), percep-
tions of IMC by organizations (Kitchen and Li, 2005), barriers for implementa-
tion of IMC (Ewing, de Bussy and Caruana, 2000; Pettigrew, 2001), relationship 
between IMC and CRM (Schultz, 2005), consumer-centric approach to market-
ing communications (Finne, Gronroos, 2009), management of IMC (Beard, 
1996, McArthur and Griffin, 1997; Low, 2000; Swain 2004) and IMC in rela-
tion to business success (Cornelissen et al., 2001; Zahay et al., 2004).  

While the literature investigates the management of IMC and a relationship 
between the IMC implementation and business performance separately, there is 
a lack of research that would connect the two streams and investigate how man-
agement of marketing communications influences the level of marketing com-
munication integration and in turn business performance.  

Recent paper by Christensen and Cornelissen (2011) explores gaps in corpo-
rate and organizational communication literature and calls for more research 
into the organizational dimensions of corporate communication, including 
(management) participation in communication projects, which is the topic of 
thispaper. We develop a conceptual model and empirically examine paths be-
tween management involvement in marketing communications, the level of 
marketing communication integration (MCI) and resultant business perfor-
mance.  

Our research objective is to connect management involvement with IMC, the 
level of marketing communication integration and business performance to add 
to the understanding of the IMC management. According to Kitchen and 
Schultz (2009), more insights into in-company organizational structures with 
regard to implementation and management of IMC are needed. 

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
Academy, DOI 10.1007/978-3-658-08132-4_20, © Springer Fachmedien Wiesbaden 2015
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2 The Two Key Concepts – IMC and MCI 

Kliatchko (2005) recognizes strategic roles of a variety of communication 
tools which are strategically coordinated to provide clear, consistent, and maxi-
mal communication impact.  IMC is therefore a concept of marketing communi-
cations planning and implementation. It is as an audience-driven business pro-
cess with “four pillars”: stakeholders, content, channels, and results of brand 
communication programs (Kliatchko, 2008).  

Marketing managers differ in their time and attention devoted to IMC, vari-
ous IMC activities considered in campaign planning, coordination of IMC activ-
ities and sources for IMC activities (McArthur, Griffin, 1997). The higher 
level of marketing communication integration (MCI) means that measurable 
objectives are set for marketing communication activities, marketing communi-
cation messages are consistent with company mission and values, interactivity 
with customers through various brand contact points is in place and marketing 
communication strategy is in line with the company strategy. Duncan and 
Moriarty (1997) developed an instrument for measuring the level of MCI 
(named as IMC audit). This is a diagnostic tool which evaluates (a) organiza-
tional structure, (b) a degree of understanding marketing communications goals 
and strategies performed by organization, and (c) a degree of strategic con-
sistency of marketing communication messages. With this instrument one can 
analyze organizational structure and see (1) to what degree the marketing com-
munication goals and strategies are understood and to (2) what degree the mes-
sages sent out are strategically consistent (Duncan, 2005). 

3 Basis for the Hypotheses Formulation 

Management involvement in marketing communications refers to the role of 
management in decision-making, coordination and control of marketing com-
munications (Duncan and Everett 1993; McArthur and Griffin 1997; Low 
2000); the extent to which top management is involved in decisions about target 
groups, marketing communication objectives, activities, budgeting and control. 
Kliatchko (2005) argues that involvement of top management is a necessity for 
integrated marketing communications. The control of IMC can lead to a higher 
level of marketing communication integration in a company.  

Involvement in the formation of strategy is in general associated with im-
proved organizational performance (Wooldrige & Floys, 1990, Basu et al., 
2002), setting appropriate targets and systematic performance monitoring 
(Bloom & Rennen, 2010). Management should take a leading role in strategic 
decisions and take over the responsibility for management of IMC processes in 
order to successfully integrate marketing communications. So far, research was 
mostly focused on who in the company is engaged in the implementation of 
IMC and where marketing communication activities are executed (in-company 
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or outside company). Assumptions about a relationship between the level of 
marketing communication integration and management of marketing communi-
cations were so far tested in the context of public relations agencies and their 
clients (Swain, 2004). Based on this the following hypothesis was formulated: 

 
H1: Management involvement in marketing communications influences the 
level of marketing communication integration.  

 
Measuring performance of a company, the challenge is to apply a balanced 

set of financial and non-financial criteria.  Rust et al. (2004) designed a model 
that connects strategies and tactical marketing actions (including marketing 
communications) to customer equity (customer satisfaction and loyalty) and 
market position (market share, sales value). Research in those phenomena Reid 
(2003, 2005) found positive effects of IMC on performance of a company, 
measured by brand performance, customer satisfaction and market performance.  
One group of authors uses market share as a criteria for market performance 
(Horsky, 1977; Assmus et al., 1984; Reid et al., 2001), while others use also 
sales performance (Reid 2003, 2005).  

Measures for financial performance include achieved profit, profitability and 
return on investment (Hooley et al., 2005). It is evident, so Reid et al. (2005), 
that measuring performance and results of marketing communication programs 
is a motivator for planning IMC programs. Following this, Reinold and Tropp 
(2012) propose further development of measures of IMC effectiveness. Reid et 
al. (2001) connect IMC with higher market share, sales value and profitability. 
Low (2000) shows a positive correlation between the degree of IMC and profit 
and confirms a positive correlation between the IMC, market share and sales 
value. Based on this the following hypotheses were formulated:  
 
H2a: The level of marketing communication integration influences the company 
performance in terms of market performance. 
H2b: The level of marketing communication integration influences the company 
performance in terms of financial performance. 

4 Research Design 

First we applied a qualitative approach. In the qualitative research, in-depth 
interviews with managers or heads of marketing department in four companies 
and three advertising agencies were carried out. The aim of this phase was to 
test managers’ understanding of marketing communication integration and to 
what degree they are involved in marketing communication planning and im-
plementation. 
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4.1 Instrument 

In the second phase we conducted a quantitative research approach. Based 
on in-depth interviews and literature review the structured measurement instru-
ment was designed. A self-administered questionnaire was preliminary tested on 
a sample of 17 relevant respondents; phrasing of the items was modified to 
improve managers’ understanding of concepts. Results of internal consistency 
testing for the constructs were adequate. Based on results, minor changes were 
introduced to the questionnaire. 

Indicators for the construct of management involvement were developed in 
line with McArthur and Griffin (1997), Schultz (1998), Kitchen and Schultz 
(1999), Low (2000) and Swain (2004). The notion of (a) management involve-
ment in decisions about target groups, (b) marketing communication objectives, 
(c) strategies, (d) different marketing communication tools, (e) budgeting, and 
(f) control of marketing communications were included in the instrument (for 
operationalization of research constructs see table 1).  

The level of marketing communication integration was measured in line with 
Duncan and Moriarty (1997) model with dimensions of (a) interactivity, (b) 
strategic consistency, (c) organizational infrastructure, (d) mission communica-
tions and (e) planning and evaluation. Respondents were asked to mark how 
often they perform a certain activity. The level of marketing communication 
integration was measured as an aggregated response over all dimensions.  

Business performance as an outcome in our model refers to two separate 
constructs: (1) market performance and (2) financial performance. Market per-
formance was measured though reported sales performance and market share 
(Reid, 2003, 2005). Financial performance was measured with reported profit, 
profitability and ROI (Hooley et al. 2005; Low 2000). 

Table 1: CFA for the Modified Measurement Model (N = 175) 

Constructs and indicators 

Completely 
standardized 
loading  

Construct and 
indicator 
reliability 

Variance 
extracted 
and error 
variance 

Management involvement  0.94 0.63 
.. in decisions about target groups 0.764 0.583 0.417 
.. in decisions about MC objectives 0.860 0.740 0.260 
.. in decisions about strategies of MC 0.832 0.693 0.307 
.. in decisions about advertising  0.809 0.655 0.345 
.. in decisions about sales promotion 0.816 0.667 0.333 
.. in decisions about public relations  0.773 0.597 0.403 
.. in decisions about direct marketing 0.764 0.583 0.417 
.. in decisions about the budget for MC  0.758 0.574 0.426 
.. in control of marketing communications  0.735 0.541 0.459 
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Constructs and indicators 

Completely 
standardized 
loading  

Construct and 
indicator 
reliability 

Variance 
extracted 
and error 
variance 

Interactivity (ED) 
            0.84    

            
0.64    

We keep record of the information gained 
through dialog with our customers.  0.859 0.738 0.262 

When planning MC, we take into account 
information gained through dialog with cus-
tomers.  

0.920 0.847 0.153 

We are aware of all intrinsic brand contact 
points for our products.  0.577 0.332 0.668 

Strategic consistency/organizational infrastructure 
            0.86    

            
0.61    

Employees taking part at planning and realiza-
tion of marketing communication strategies. 0.652 0.425 0.575 

Managers know strengths and weaknesses of 
all important marketing communication tools 0.729 0.531 0.469 

We follow long term strategy for marketing 
communications.  0.839 0.705 0.295 

We select common strategy to coordinate our 
marketing communication activities.  0.883 0.780 0.220 

Mission communications  
            0.90    

            
0.75    

Communicate company’s mission to consum-
ers.  0.830 0.689 0.311 

Messages are consistent with company’s 
mission.  0.956 0.915 0.085 

Messages are consistent with company values. 0.808 0.653 0.347 
IMC planning  

            0.90    
            
0.65    

When planning MC activities, we set a meas-
urable objective.  0.845 0.715 0.285 

When planning advertising, we set a measura-
ble objective.  0.837 0.700 0.300 

When planning sales promotion, we set a 
measurable objective. 0.808 0.652 0.348 

When planning public relations, we set a 
measurable objective.  0.805 0.649 0.351 

When planning direct marketing, we set a 
measurable objective.  0.744 0.553 0.447 

Market performance (market share)  
            0.89    

            
0.72    

Achieved market share for current year vs. 
year before 0.860 0.740 0.260 

Achieved market share vs. key competition 0.771 0.595 0.405 
Achieved market share vs. planned 0.915 0.837 0.163 
Financial performance (profitability)  

            0.87    
            
0.64    

Achieved profit for current year vs. year before 0.633 0.401 0.599 
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Achieved profit vs. planned profit 0.705 0.498 0.502 
Return on investment for current year vs. year 
before 0.911 0.830 0.170 

Achieved return on investment vs. planned 0.907 0.822 0.178 

Notes: MC – marketing communications  

4.2 Sample 

Sampling frame consisted of middle size and large companies in Central-
European country. Together, 1700 companies from diverse industries were 
included. Self-administered questionnaire was addressed to marketing managers 
of these companies. More than 10 % of questionnaires were returned (175 re-
sponses; for structure of the sample, see Table 2). The majority of respondents 
were from service industry companies (60%). Comparison of responses between 
service and manufacturing companies showed significant differences in evalua-
tions of IMC planning (higher for services) and management involvement 
(higher for manufacturing companies). Comparison of early and late respond-
ents did not show significant differences in responses. A failure to respond was 
proportionate across groups of companies of different industries. In addition to 
reducing nonresponse bias, a substantial effort was put into avoiding coverage 
bias or selection bias, resulting in generalizable results (Blair, Zinkhan, 2006). 
Respondents were marketing managers (42%), CEOs (16%) or sales managers 
(16%).  

Table 2: Sample structure (N = 175) 

Variable Sample structure 
Size of  
the company 

Large: 54% 
Medium: 46% 

Position of  
respondents 

Marketing manager: 33% 
CEO: 16% 

Sales manager: 16% 
Managers for other functional areas: 

6% 
Marketing department: 9% 

Other: 9% 
N/A: 11% 

Industry 

Manufacturing: 40% 
Retail: 19% 

Financial services: 9% 
Construction: 7% 

Transportation: 6% 
Personal services: 5% 

Other services: 14% 
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5 Data Analysis and Results 

To test the measurement model with covariance matrix as an input to LIS-
REL 8.8, we performed confirmatory factor analysis (CFA). The maximum 
likelihood (ML) method of estimation was adopted. Based on exploratory factor 
analysis, two dimensions of marketing communication integration (organiza-
tional structure and strategic consistency) were combined into one common 
factor, strategic organization (Reid 2005).  

The goodness-of-fit indices for the CFA were within an acceptable range 
(Chi-Square = 699.8, df =413, p =0.0, RMSEA = 0.06, SRMR = 0.06, NFI = 
0.92, NNFI = 0.96, CFI = 0.98; Bollen, 1989). All items were reliable and all 
values for composite reliability were above the critical limit (see Table 1). All t-
values of the loadings of measurement variables on respective latent variables 
were statistically significant. Thus, convergent validity was supported. Discri-
minant validity was assessed with a 2-test for pairs of latent variables with 
constraining correlation coefficient between two latent variables ( ij) to 1 (An-
derson and Gerbing, 1988). All unconstrained models had a significantly lower 
value of 2 than the constrained models; therefore we can conclude that discri-
minant validity exists (Bagozzi and Phillips, 1982). Data was also tested for 
common method bias using correlational marker technique (Lindell, Whitney, 
2001). The correlations between the marker variable (estimation of educational 
days per company employee) and outcome variables were not significant. After 
removing observed correlation between substantive and marker variable, corre-
lations between management involvement, marketing communication integra-
tion and business performance remained significant. Common method bias is 
therefore not present. 

The structural model consists of management involvement as an exogenous 
latent variable and the level of marketing communication integration, financial 
and market performance as endogenous latent variables. The model has ac-
ceptable global fit measures (Chi-Square = 751.3, df =427, p =0.0), χ2/df =1.7, 
RMSEA = 0.06, NFI = 0.91, NNFI =0.97; CFI = 0.96). The level of marketing 
communication integration is a second order factor and has a positive impact on 
interactivity (35% of variance explained), strategic consistency/organizational 
infrastructure (73% of variance explained), mission communications (44% of 
variance explained) and marketing communication planning (56% of variance 
explained). The construct of marketing communication integration has partial 
and positive influence on financial and market performance. With management 
involvement we explain 8% of variance in the level of marketing communica-
tion integration which in turn explains 13% of variance in financial performance 
and 13% of variance in market performance.  

The hypotheses about the relationships among the constructs tested in the fi-
nal model are supported (see Table 3 and Figure 1). Parameter estimates for the 
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relationships of the management involvement, level of marketing communica-
tion integration and business performance were statistically significant and 
consistent with the proposed direction in the hypotheses. The effects of man-
agement involvement on the level of marketing communication integration is 
positive, although moderate, as well as the effect of the level of marketing 
communication integration on financial performance and market performance.  

Table 3: Tests of the Hypotheses  

Path Proposed 
direction 

Standardized path coeffi-
cients (t-test) Result 

H1 
Management involvement →  
Level of IMC implementation  

+ 0.27 (2.5, p =0.01) 
 

Supported 

H2 
Level of IMC implementation → 
Market performance (market share) 

+ 0.36 (3.9, p =0.00) Supported 

H3 
Level of IMC implementation → 
Financial performance (profitability) 

+ 0.36 (3.5, p =0.00) Supported 

 
 

 
Figure 1: Model of management involvement, level of IMC and performance 

6 Discussion and Implications 

The main topic for this paper was to explore the impact of management in-
volvement on the level of marketing communication integration and company 
financial and market performance. We focus on managerial view of integrated 
marketing communications (IMC) and management involvement with market-
ing communications (MCI). The article connects the literature streams on man-
agement of IMC and on relationships between the IMC and business perfor-
mance.  
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The results of our research suggest that management involvement indeed 
positively influences the level of marketing communication integration. Yet the 
impact is not very strong. Nevertheless, it shows the relative importance of 
management decisions in this area and justifies management involvement in 
marketing communication integration.  

The results also show the industry specific effects in IMC involvement. Top 
management of manufacturing companies seems to be more involved in deci-
sions about target groups, marketing communication objectives, budgeting and 
control. Manufacturing companies reveal higher level of involvement than ser-
vices companies. This finding is somehow surprising given that service compa-
nies typically have greater direct access to consumer information and higher 
integration than it would be expected in product-oriented companies (Low, 
2000; Reid, 2005).  

Since the higher level of integration positively influences organization’s 
business performance, management involvement in integrated marketing com-
munication is reasonable. Managers should be actively involved in order to 
improve the level of marketing communication integration and business perfor-
mance. The impact on market and financial success raises the importance of 
different dimensions of the level of marketing communication integration (inter-
activity, strategic consistency/organizational infrastructure, mission communica-
tions, and communication planning), since the development of these reflects a 
higher level of marketing communication integration. More management inter-
action with customers through diverse contact points and more application of 
information obtained from customers in marketing communication planning can 
result in better business performance. Also, management concern for strategic 
consistency of marketing communications and coordinated marketing commu-
nication activities should result in positive business outcome. Managerial efforts 
to put organizational infrastructure in place and to coordinate diverse agencies 
and company employees in planning and implementation of marketing commu-
nications should have similar effects.  

This paper offers some practical implications to theory of marketing com-
munications integration. However, our understanding of management in this 
area is still limited. Additional insights into management decision making (de-
gree of centralization, multiple-respondents for each company) would be needed 
to further advance the field. Recent paper by Christensen and Cornelissen 
(2011), as mentioned, calls for more research into the organizational dimensions 
of corporate communication, including (management) participation and respon-
sibility in communication projects, relevant for this paper. 

Finally, it is advisable to managers to plan marketing communication activi-
ties with measurable objectives and care for consistency of marketing commu-
nications with company mission and values. Most important in this regard are 
strategic organization and marketing communication planning, including long-
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term strategy of marketing communications.  These should certainly be a con-
cern of company management. 

Findings in our research are based on a single sample of companies from 
Central and Eastern Europe which is one of the main limitations of the research. 
We can argue that the conceptualization and validity of marketing communica-
tion theories and models is generalizable to the examined cultural context. Alt-
hough our findings are reliable and internally valid, their external validity 
(cross-national generalizability) calls for further study. Furthermore, the re-
search is of a cross-sectional nature; longitudinal approach would be useful to 
better understand the dynamics of the management involvement in marketing 
communications and business performance. A limitation of the paper is also the 
fact that we use subjective judgment or managers’ perceptions for all constructs 
under review, and lack of objective measures for business performance. Low 
response rate (10%) was expected due to the length of the questionnaire and 
chosen form of a mailed survey. Nevertheless, the response rate is within the 
range for management survey response rates and acceptable in terms of the 
sample size (Baruch, Brooks, 2008).  

Last but not least, the understanding of how to measure IMC is still develop-
ing. A call for better instruments to measure the IMC (Reid 2005) is still rele-
vant; specifically for instruments connecting the level of marketing communica-
tion integration with managerial view of IMC and effectiveness of 
communication activities (Gould, 2004). Further testing of measures is therefore 
essential. 
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1 Introduction 

In many competitive product categories advertisers find it difficult to inform 
consumers about their products. This is particularly true for experiential goods. 
In order to draw attention from the target audience and reduce the perception of 
purchase related risks, advertisers take advantage of third-party organizations 
(TPO) as an endorser of their products. 

Today, many advertisers integrate TPOs like Michelin, ZAGAT, and Con-
sumer Reports into their marketing communications using a type of credential-
ing called TPO endorsement. For example, Goodyear, a large manufacture of 
tires, places a TPO logo for their products in their own website (Goodyear, 
2014). The logo is evidence that the product has been awarded a `Best Buy` by 
Consumers Digest, a TPO which evaluates automobiles and related goods. TPO 
endorsement advertising is defined as “product advertising that incorporates the 
name of a TPO and a positive evaluation of the advertised product that is at-
tributed to the TPO” (Dean and Biswas, 2001, p. 42). 

This type of appeal is considered a cognitive appeal. It is effective when 
consumers seek an objective benefit claim before their purchase decision. Espe-
cially in a high-involvement situation, Rossiter and Percy (1997) recommend 
advertising tactics that convince the audience of the benefit. They indicate that 
expertise and objectivity are essential endorser characteristics for gaining a 
favorable reaction. In a high-involvement situation, expertise helps “increase the 
acceptance of claims supporting brand attitude” (Rossiter and Percy, 1997, p. 
264). In addition, objectivity is also important because the benefit should be 
convincingly presented. Given their suggestion, we assumed that TPO endorse-
ments would improve advertising perceptions, because the TPO is seen as an 
expert who provided objective information.  

From the consumers’ point of view, TPO endorsement provides value sever-
al ways. First, a TPO endorsement can be a quality cue for consumers. Since 
consumers cannot physically evaluate a product`s quality before they purchase 
it, the TPO cue is especially valuable (Boulding and Kirmani, 1993). The pres-
ence of a TPO, however, usually indicates high product qualities such that con-
sumer purchasing risk is reduced at the same time that perceived quality in-
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creases. Second, TPO endorsement can have a positive influence on the con-
sumer`s attitude toward the advertisement. Because consumers are often skepti-
cal of advertisers, TPO endorsements help them distinguish reliable information 
and sources. Consequently, by improving prepurchase evaluations and percep-
tions toward the advertising, TPO endorsements may motivate consumer pur-
chase intention. 

Although many advertisers take advantage of TPO endorsement advertising, 
few empirical research studies have revealed its effects (e.g., Dean, 1999; Dean 
and Biswas, 2001; Peterson et al., 1992). Dean (1999) studied the effects of ads 
containing a TPO endorsement on consumer perceptions. However, other re-
search studies have focused on the differences between endorsements types. 
Therefore, we think it is valuable to reveal how TPO endorsement advertising 
leads to purchase behavior in a causal relationship model. 

2 Research Background and Hypotheses 

2.1 The Components of Third-Party Organization Credibility 

The studies of TPO endorsements to date have been conducted in the context 
of explaining how endorsement impacts consumers. Researchers have examined 
endorser credibility as the major factor that influences consumer behavior, and 
endorser credibility in turn has been explained using information credibility 
models. Based on this theory, Hovland and Weiss (1951) proposed that the 
notion of source credibility consists of two factors, namely, expertise and trust-
worthiness.  Hovland et al. (1953) defined expertise as “the extent to which a 
communicator is perceived to be a source of valid assertions”, whereas trustwor-
thiness is “the degree of confidence in the communicator’s intent to convey the 
assertions he considers most valid” (p. 21). Both components, expertise and 
trustworthiness are important to the concept of credibility and contribute to the 
effect of endorsements. 

Endorsement studies have classified three types of endorsements: celebrity, 
expert, and typical consumer (Dean and Biswas, 2001) Celebrity endorsement 
research identified attractiveness as an additional factor explaining the effects of 
celebrity endorsements (McGuire, 1985). TPO, however, is kind of a corpora-
tion independent from advertisers and consumers. Therefore, it is not appropri-
ate to apply physical attractiveness to the evaluation of a corporation. Goldsmith 
et al. (2000) measured corporate credibility by using two factors, expertise and 
trustworthiness, and they excluded attractiveness.  

Moreover, in a TPO endorsements study, Dean and Biswas (2001) indicated 
that TPO credibility can be explained by TPO trustworthiness (unbiased com-
munication of knowledge) and expertise (expert knowledge). They tested the 
effects of each variable separately. And, no study has ever tried to regard TPO 
credibility as a single construct including these two factors. Therefore, we have 
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conceptualized TPO credibility as consisting of two factors, trustworthiness and 
expertise, as follows;  

 
H1a: TPO credibility consists of TPO trustworthiness. 
H1b: TPO credibility consists of TPO expertise. 

2.2 Signaling Theory 

Signaling theory was originally developed in information economics by 
Spence (1973). It was used to explain behavior when there are two parties with 
different amounts of information, and how they attempt to reduce the infor-
mation asymmetry between them (Spence, 2002). One party, the sender, gener-
ally has more information, and the receiver has less information. The sender 
must choose whether and how to communicate (or signal) that information and 
the receiver must choose how to interpret the signal (Connelly et al., 2011).  

Prior research has extensively applied this theory to disciplines such as fi-
nance and management as a framework for understanding how two parties ad-
dress limited or hidden information in precontractual contexts (Wells et al., 
2011). Some marketing studies have applied this theory to studies of prepur-
chase contexts as well. In the marketing context, senders are generally sellers 
(or advertisers), and the receivers are buyers (or consumers). Kirmani and Rao 
(2000) pointed out that adverse selection is the key issue in information asym-
metry. Signaling theory is most relevant to the purchase of experiential goods 
(Nelson, 1974), whose quality is unobservable and therefore difficult to evaluate 
before purchase. When such an information gap exists, adverse selection is 
likely to occur. If consumers lack information about a product, they risk buying 
a poor-quality product. 

In these situations, consumers may make inferences from a quality cue pro-
vided by an advertiser. Consumers tend to use the advertiser`s signals to infer 
the quality of the product and to reduce the risk of making a wrong choice. 
Quality signals used in marketing research can be transmitted in many forms, 
including brand name, price, warranty, and advertising expenditures (Kirmani 
and Rao, 2000). These extrinsic cues are easier to process than intrinsic cues 
like specifics of the products. That is the reason why consumers use quality cues 
before searching for the product in detail. 

Over the past few decades, several TPO endorsements studies have been 
conducted by applying this theory (e.g., Dean and Biswas, 2001; Feng et al., 
2008; Akdeniz et al., 2013). The research by Dean and Biswas (2001) is the first 
study that concluded TPO endorsements function as a quality cue. They indicat-
ed that consumers also recognize the advantage of TPO endorsements as a 
quality cue, and that consumers estimate their prepurchase evaluations by refer-
ring to quality cues. Prior studies suggested quality cues have a positive influ-
ence on perceived quality, and negative influences increase perceived risk be-
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fore a purchase. Perceived quality has been defined as “the consumer’s judg-
ment about a product’s overall excellence or superiority” (Zeithaml, 1988, p. 2), 
and perceived risk has been defined as “the nature and amount of risk perceived 
by a consumer in contemplating a particular purchase decision” (Cox and Rich, 
1964, p. 33). Based on signaling theory, we propose the following hypotheses: 

 
H2a: The credibility of TPO directly and positively influences perceived quality. 
H2b: The credibility of TPO directly and negatively influences perceived risk. 

 
After forming a prepurchase evaluation, consumers buy products or services 

if they are inclined to do so. Thus, these evaluations directly influence purchase 
behavior. This theoretical relationship has been supported in empirical market-
ing research. According to these studies, perceived product quality is positively 
associated with purchase intentions (Boulding and Kirmani, 1993; Dodds et al., 
1991; Rao et al., 1999) and perceived risk is negatively associated with purchase 
intentions (Mitchell, 1999; Wood and Scheer, 1996). Therefore, we propose the 
following hypotheses: 

 
H3a: Perceived quality directly and positively influences purchase intention. 
H3b: Perceived risk directly and negatively influences purchase intention. 

2.3 Third-Party Organization Endorsement and Aad framework 

Subsequently, we examined how TPO credibility might influence advertis-
ing effectiveness, based on the framework proposed by the `attitude toward the 
advertisement` (Aad) model. The framework of Aad is used to explain advertis-
ing effectiveness. It describes the process of advertising effectiveness by using 
three related variables, namely, Aad, attitude toward the brand, and purchase 
intention. Aad can be defined as “recipients’ affective reactions (e.g., like-
dislike) to the ad itself” (Lutz, 1985, p. 533). Therefore, Aad indicates how 
consumer perceptions are influenced by their response to the advertisement. 

In the endorsement literature, several prior studies have investigated the rela-
tionship between endorser credibility and the Aad framework. Goldsmith et al. 
(2000) explored both the endorser’s and corporation’s roles in the advertise-
ment. They found that the endorser’s credibility positively influenced Aad, and 
indirectly, but positively, influenced attitude toward the brand and purchase 
intentions. They also reported that corporate credibility positively influences 
Aad, attitude toward the brand, and purchase intention. We noted earlier that 
TPO would be regarded as a kind of corporation. However within the context of 
endorsement effects, TPO credibility could be viewed as an expert endorser. 
That is because TPO is an organization with multiple experts able to evaluate a 
product`s quality. Therefore, the impact of TPO credibility should be considered 
as a credible endorser based on expertise.  
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In researching TPO endorsements, Peterson et al. (1992) examined the influ-
ence of endorsement type on Aad, attitude toward the brand and purchase inten-
tion. In the present study, we apply this framework to explain these relation-
ships. Although previous studies also pointed out endorsement effects on 
attitude toward brand and purchase intention, the purpose of this study is to 
reveal how TPO endorsements improve Aad. Thus, we only considered the 
endorsement effect on Aad (Goldsmith et al., 2000). Therefore, we proposed the 
following hypothesis: 

 
H4: The credibility of TPO directly and positively influences attitude toward the 
advertisement. 

 
Next, we suggested what relationships might be found among the three vari-

ables that are included in Aad frameworks. According to Lutz et al. (1983), Aad 
works as the antecedent to purchase intentions. Shimp and Preston (1981) sug-
gested the process whereby Aad influences attitude toward the brand, then atti-
tude toward the brand influences brand selection (purchase intention). Macken-
zie and Lutz`s (1989) conceptual model implied strongly positive relationships 
between Aad and attitude toward the brand. Thus, Aad positively influences 
purchase intention via attitude toward the brand. Brown and Stayman (1992), in 
turn, conducted a meta-analysis involving Aad and verified the path model of 
the effects of Aad. They formally supported the mediator role of attitude toward 
the brand between Aad and purchase intention. Here, we propose these hypothe-
ses explaining TPO endorser effects on the Aad framework;  

 
H5a: Attitude toward the advertisement directly and positively influences atti-
tude toward the brand. 
H5b: Attitude toward the brand directly and positively influences purchase 
intention. 
H5c: Attitude toward the advertisement directly and positively influences pur-
chase intention.  
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Figure 1: Proposed research model 

3 Methodology and Results 

To investigate how a particular TPO endorsement might impact advertise-
ment perceptions, we prepared a fictitious advertisement. Since TPO endorse-
ment advertisements are effective for experiential goods (Boulding and Kirma-
ni, 1993), we adopted a product category and brand that were unfamiliar to the 
respondents; that is, whiskey. In Japan, whisky is not a popular drink choice for 
young people, so it would be difficult for our respondents to imagine its quality 
in advance. Next, in order to investigate the effectiveness of the TPO endorse-
ment, the sample advertisement carried a quality label that the respondents 
would immediately recognize as a TPO. We used a quality label by a specific 
TPO—“Monde Selection”. Founded in 1961 in Brussels, the Monde Selection is 
a popular rating organization in Japan. They test consumer goods to grant them 
an internationally renowned quality award (Monde Selection, 2014). Hence, 
many advertisers, especially alcohol and food companies, frequently make use 
of the quality ratings of Monde Selection. Finally, in order to create a realistic 
situation, a scenario method was employed. In the scenario, the respondents 
were asked to imagine searching for a whisky to give as a gift. Since it is com-
mon for members of Eastern cultures to gift frequently, the scenario matched 
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our research objectives. To avoid color bias, the sample advertisement was 
printed in black and white. 

To address the hypotheses, a research survey was conducted in Japan. An 
instrument was developed to measure each of the variables described in the 
preceding section. TPO Expertise was measured by 4 items adapted from Er-
dogan, et al. (2001). TPO Trustworthiness was measured by 4 items adapted 
from Ohanian (1990). Perceived Quality was measured by 3 items adapted from 
Zeithaml (1988); Dean and Biswas (2001). Perceived Risk was measured by 4 
items adapted from Dean and Biswas (2001). Attitude toward the advertisement 
was measured by 4 items adapted from Bezjian-Avery et al. (1998). Attitude 
toward the brand was measured by 4 items adapted from Lee (2000). And final-
ly, Purchase Intention was measured by 4 items adapted from Grewal et al. 
(1998). All the scale items were translated into Japanese and back-translated to 
ensure consistency and accuracy of meaning. To check the wording and reliabil-
ity of the question items, a group of academics in advertising checked the ques-
tionnaire. In addition, it was pretested with 50 potential respondents.  

The actual survey produced a total of 616 responses from among university 
students in the Tokyo metropolitan area. In this research, we eliminated anyone 
who was under age (20 years old in Japan). As a result, the final sample size 
was 458 (male: 302, female: 154, unknown: 2).  

To test the model, we followed a two-step approach recommended by An-
derson and Gerbing (1988). First, we conducted a confirmatory factor analysis 
(CFA), which was composed of 7 latent constructs and a total of 27 variables. 
The maximum likelihood method was used with AMOS 19.0 (Byrne, 2010). 
Following the recommendations of Bagozzi and Yi (1989), multiple indexes, 
including χ2 statistics, CFI, TLI, and RMSEA, were used to assess the proposed 
model’s goodness of fit. All the indices except the χ2 statistic fell within an 
acceptable range (χ2 303 = 746.053; CFI = 0.96; TLI = 0.96; and RMSEA = 
0.057) (Hair et al., 2010). However, the literature has suggested that the index 
tends to be substantial against a larger sample size (Byrne, 2010). Thus, the 
measurement model was deemed acceptable.   

Next, Cronbach’s alpha (α), composite reliability (CR), and average variance 
extracted (AVE) were calculated to determine the level of reliability and con-
vergent validity (see Table1). All scores except CR for Aad (0.69) exceeded the 
recommended minimum level (Hair et al., 2010), with α and AVE falling within 
an acceptable range. Based on the overall statistics, we accepted the CFA mod-
el. Then, discriminant validity was assessed following the Fornell-Larcker crite-
rion (Fornell and Larcker, 1981). All the square roots of AVE exceeded the 
bivariate correlations between the constructs. Therefore, all the constructs were 
confirmed to be valid. 
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Table 1: Constructs with reliability and validity 

Note: Diagonal elements are the square root of AVE and highlighted in bold. Off diagonal elements 
are simple bivariate correlations between the constructs 

Given the results of the CFA model, structural equation modeling was con-
ducted. The proposed model posits that TPO credibility influences purchase 
intention via Aad, attitude toward the brand, perceived quality and perceived 
risk. To explore our hypothesized relationships, the structural paths between the 
proposed constructs were examined using the maximum likelihood method. 
Again, all fit indexes except the χ2 statistics were statistically acceptable (χ2 314 
= 921.641; CFI = 0.95; TLI = 0.94; and RMSEA = 0.065). All paths were statis-
tically significant (see Figure 2). These results support H1 through H5. 

 

 
Figure 2: Model result 

α CR AVE E T PQ PR Aad Ab PI
TPO

Endorsement
Expertise (E) 0.93 0.80 0.78 0.88 0.85 0.40 -0.31 0.64 0.17 0.31 
Trustworthiness (T) 0.95 0.85 0.84 0.91 0.41 -0.40 0.65 0.19 0.31 

Perceived Quality (PQ) 0.91 0.80 0.78 0.88 -0.29 0.48 0.55 0.47 
Perceived Risk (PR) 0.92 0.76 0.74 0.86 -0.50 -0.31 -0.35 
Attitude toward the advertising (Aad) 0.87 0.69 0.64 0.80 0.43 0.47 
Attitude toward the brand (Ab) 0.92 0.76 0.73 0.86 0.44 
Purchase Intention (PI) 0.95 0.84 0.82 0.91

Attitude toward the advertisement (Aad)

TPO
credibility

Attitude
toward

the Brand

Aad

Perceived 
Quality

Perceived 
Risk

Trustworthiness

Expertise

:Positive Effect
:Negative Effect

Purchase 
Intention

0.90***

0.93 ***

0.72 ***

0.47 ***

-0.43 ***
0.24 ***

0.42 ***

0.20 ***

0.22 ***

-0.13**

*** = significant at  0.01%
**   = significant at   0.1%



Effect of Third-Party Organization Endorsement on Perceptions 303 

4 Discussion and Conclusion  

The present study investigated the effectiveness of a TPO endorsement on 
the consumer purchase process in high-involvement situations. Based on signal-
ing theory and the Aad model, the study examined causal relationships among 
TPO endorsement credibility, prepurchase evaluations, and the Aad framework. 
TPO credibility was found to have a moderate influence on both perceived qual-
ity and perceived risk. It also had a strong, positive relationship with Aad. In our 
data, TPO credibility had a strong relationship compared to prepurchase evalua-
tions. The path from Aad to attitude toward the brand was positive and moder-
ate. The paths to purchase intention were statistically significant as expected. 
However, the relationships were relatively weak. These relationships seem to be 
reasonable because this study employed a scenario method in which an adver-
tised product was unfamiliar to respondents. The empirical results reveal that 
TPO credibility impacts consumer purchase intentions via the Aad framework, 
perceived quality, and perceived risk. 

From an academic perspective, following other studies on TPOs, we concep-
tualized TPO endorsement effects by two factors, namely, expertise and trust-
worthiness. Although prior studies suggested these two dimensions, little empir-
ical research had examined their effects using a structural model. In addition, 
our model integrates different TPO endorsement influences on purchase inten-
tion. The results indicate that TPO endorsement enhances prepurchase evalua-
tions as well as Aad, both of which are major dependent variables in advertising 
models. Our results are consistent with prior studies of endorsement effects, 
signaling theory, and the Aad framework. By integrating these frameworks, we 
provide a comprehensive model of how TPO endorsement in advertising works.  

From a managerial perspective, the results indicate how advertisers can de-
velop effective TPO endorsements. TPO credibility is strongly related to Aad. 
To develop effective endorsements, therefore, advertisers should select reliable 
TPOs and explain why TPOs can be trusted in advertisements that include them. 
Moreover, perceived quality and risk work as mediators of the effects of TPO 
endorsements, even though these relationships are not strong. If a gap exists 
between perceived quality and actual product quality, for example, advertisers 
can use the TPO endorsement to increase the advertisements effect on prepur-
chase evaluations.  

As with all research, the present study has several limitations. First, this 
study used a student sample, and is subject to sample bias. Second, we used a 
scenario method and this can introduce methodological bias. Third, this study 
focuses only on TPO endorsements to isolate their impact. To generalize our 
results, other advertising elements should be considered. Even if we used a 
reasonable situation and proper methodology, this model should be tested in 
different situations and/or with different groups. Finally, the present study does 
not consider consumer characteristics. Prior studies indicate that the more con-
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sumers use information from a TPO, the less knowledge they have of the prod-
ucts and services about which they seek information (Aiken et al., 2003). There-
fore, characteristics such as consumer knowledge of products and services are 
likely to influence consumer perceptions toward TPO endorsements.  

For future research, our model should be tested in other product categories. 
Although this study examined the effectiveness of TPO endorsements in high-
involvement situations (Rossiter and Percy, 1997), it is uncertain whether our 
findings fit low-involvement purchasing situations. 
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1 Introduction 

Advertisers have to decide on the total amount of an advertising campaign 
budget and how to allocate this budget across media. Despite its relevance to 
advertisers and media planners, research on the optimal allocation of advertising 
budgets across different media is lacking(Schultz, Block and Raman, 2012). The 
present study’s first objective is to fill this void by investigating how advertising 
campaign recognition is affected by total campaign budget and by its allocation 
across print magazine and television advertising. Our second objective is to 
investigate whether and how the optimal allocation of media-mix investments is 
moderated by consumers’ media consumption. As suggested by several authors, 
we study media usage intensity at the individual level (Enoch and Johnson, 
2010; Hallward, 2008; Hung, Gu and Tse, 2005; Pilotta and Schultz, 2005; 
Schultz, Block and Raman, 2012; Wang, 2006; Wendel and Dellaert, 2005). 

The study is managerially relevant because it provides advertisers with in-
depth information on how to optimize their media mix as a function of their 
target group’s media-usage profile. Our study also makes a methodological 
contribution to the field of cross-media advertising research by applying a mix-
ture-amount model (see below) including media usage interaction effects. Also, 
unlike our study, most published studies on media-mix effects are experimental, 
as a result of which they do not entirely capture the effects of cross-media ad-
vertising campaigns in a naturalistic setting. Moreover, they do not allow pre-
dictions on how shifting budgets across the components of the media mix im-
pacts advertising effects, such as campaign recognition. Lastly, there is little 
knowledge on how consumers with different media usage profiles respond to 
cross-media advertising efforts. The present study attempts to fill also these 
gaps in the literature.  

2 Cross-media Effects in Advertising and Media Usage Intensity 

The beneficial impact of a cross-media approach in advertising is usually re-
ferred to as a synergistic effect. Synergy is the interaction of multiple elements 
in a system (in this case, different media), to produce an effect greater than the 
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sum of their individual effects. Existing cross-media synergy studies can be 
classified into two broad categories: (1) studies involving real-life data concern-
ing media-mix effects and (2) experimental studies to explore synergies. 

Most real-life data studies search for an aggregated direct relation between 
cross-media ad spends, on the one hand, and product sales or other returns on 
investment (such as shop visits), on the other. The outcomes of these studies is 
usually a single optimal media-mix allocation for one budget level (e.g., Färe, 
Grosskopf, Seldon and Tremblay, 2004). In contrast with real-life studies, ex-
perimental studies usually do not investigate traditional returns on investment 
such as sales, but test synergy effects by exposing individuals to advertising 
stimuli in different media and measure their responses in terms of attitudes and 
intentions. A number of studies have used experiments to investigate advertising 
effectiveness after exposure to ads in various media. Most scholars find that 
advertising campaigns involving multiple media produce better results than 
advertising in just one medium(Chang and Thorson, 2004; Havlena, Cardarelli 
and De Montigny, 2007; Naik and Raman, 2003; Reynar, Phillips and 
Heumann, 2010; Vakratsas and Ma, 2005; Voorveld, Neijens and Smit, 2011). 
For instance, Chang and Thorson (2004) found that using more media led to 
higher attention, higher perceived message credibility, and a greater number of 
total and positive thoughts. In an experimental study by Voorveld, Neijens and 
Smit (2011), exposure to cross-media advertising resulted in a more positive 
attitude toward the brand, a more positive attitude toward the TV commercial, 
and a larger purchase intention than single-medium exposure.  However, some 
studies have found negative cross-media synergy effects. This scenario is called 
cross-media cannibalization (Dijkstra, Buijtels and van Raaij, 2005; Godfrey, 
Seiders and Voss, 2011;Tsao and Sibley, 2004). For example, Dijkstra, Buijtels 
and van Raaij(2005) demonstrate the superiority of TV-only campaigns over 
cross-media campaigns in evoking ad recall, brand affect and purchase 
intention. 

Our study uses real-life aggregated advertising campaign data, and, hence, 
can be classified in the first category. However, none of the real-life data studies 
has investigated the impact of varying allocations of advertising investments 
across multiple media on advertising effectiveness. At the same time, our study 
uses measures of individual responses to advertising campaigns. The present 
study thus bridges the two research streams as it combines both advertising 
investment and cross-media allocation data and individual consumer response 
data to study advertising effectiveness for different levels of advertising budgets 
and different media mixes.  

It can be expected that media usage intensity has an impact on the effective-
ness of campaigns using different types of media. Most previous studies that 
investigate the impact of media use intensity have used an experimental ap-
proach to study the effect of individuals’ different levels of usage intensity on 
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advertising responses. For instance, Krugman, Cameron and White (1995)found 
that the longer a person attends to television, the more ads he or she remembers. 
Danaher and Mullarkey (2003) examined how factors such as webpage viewing 
duration and viewing mode impact web advertising recall and recognition. 
However, none of these studies has investigated the effect of consumers’ media 
usage intensity on the optimal media mix to maximize advertising effects. 
Hence, there is little knowledge on how consumers with different media usage 
profiles respond to cross-media advertising efforts.  

The research question we tackle in the present study is: How does the maga-
zine and television media mix impact campaign recognition and how is this 
impact moderated by consumers’ media usage? 

3 Mixture-Amount Models 

Mixture-amount models (MAMs) have previously been applied in the food 
industry, pharmaceutical science, biology and agricultural sciences. In biology 
and agriculture, MAMs are used to determine the optimal doses of fertilizers 
and/or pesticides (which are mixtures of various ingredients), and to decide on 
the optimum proportions of their ingredients. The assumption is that the optimal 
proportion of ingredients depends on the dose(Cornell, 2002). For instance, 
choosing the right amount of fertilizer and the right proportion of the different 
ingredients given the amount of fertilizer may lead to an improved plant growth 
(Niedz and Evens, 2011).Just like farmers must decide on how much fertilizer to 
use, marketers must decide on how much to spend on an advertising campaign 
and on how to allocate the budget to different media. As a matter of fact, the 
effect of a campaign is influenced by the total advertising spends, as well as by 
the allocation of this investment to different media. The effect can be modeled 
using a special type of regression model, called a MAM.  

In general, a MAM is a regression model involving two types of independent 
or explanatory variables, namely the ingredients of the mixture and the amount 
of the mixture. In this chapter, we denote the number of ingredients by q, the 
proportion of the ith ingredient in the mixture by xi and the total amount of the 
mixture by A. As an illustration, to model linear and nonlinear mixing effects 
among the q mixture components, the MAM is: 
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where i and ij represent the effects of the mixture composition, and i and ij 
represent the interaction effects of the amount A with the mixture’s composition. 
The model does not contain an intercept because the sum of all ingredient pro-
portions equals 1, i.e. 
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     (2) 
The MAM in Equation (1) involves several terms which capture interaction 
effects between different ingredient proportions and interaction effects between 
the total amount and the ingredient proportions.  

In the context of advertising, q corresponds to the number of media types 
utilized, while each xi corresponds to the proportion of advertising in the ith 
media type, A is a measure of the total advertising investment, and η is the out-
come in case of linear regression, or a linear predictor for the outcome in case of 
generalized linear regression. In this paper, η is the linear predictor for the bina-
ry outcome variable, campaign recognition. 

4 Data Collection and Measures 

Advertising campaign data and consumer responses were collected for 52 
skin and hair care (shampoo, facial cream, soap) campaigns that ran in maga-
zines and/or on television in the Netherlands and Belgium between June and 
December 2011, using a panel of female respondents. To quantify the advertis-
ing effort in each campaign, we use Gross Rating Points (GRPs). GRPs are the 
number of contacts of a campaign with members of the target group, expressed 
as a percentage of this target group(De Pelsmacker, Geuens and Van den Bergh, 
2010). GRPs are more suitable for our study than campaign budgets, because 
the latter are biased by the discounts offered by media companies that typically 
vary across campaigns, brands and media. For each campaign, data were availa-
ble on the number of GRPs that were invested in TV advertising and in maga-
zine advertising. They were calculated over a period of six weeks preceding the 
data collection.  

To measure recognition of the advertising campaigns by individuals and 
media usage intensity of these individuals, we used panel data collected in co-
operation with GfK. Consumer responses to the selected advertising campaigns 
were obtained by means of an online survey at 5 different points in time 
(waves), with approximately 4 weeks in between waves. In Belgium, data were 
collected separately for Flanders (the northern part of Belgium) and Wallonia 
(the southern part). Together with the Netherlands, this resulted in 3 regions. In 
each region, about 500 respondents were recruited per wave. In Flanders, cam-
paigns were evaluated for 13 brands from 4 mother brands (e.g., Youth Code 
and Revitalift, both L’Oreal Paris), yielding a total of 9490 individual responses. 
The campaigns in Wallonia involved 11 brands from 4 mother brands (n = 
7786). The campaigns in the Netherlands involved 15 brands from 6 mother 
brands (n = 9509). Some brands had multiple campaigns in the tested period, 
and were included several times. Advertising effectiveness is likely to vary from 
campaign to campaign, across as well as within brands (Aurier and Broz-
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Giroux, 2013). Since our model includes a random effect for each brand (see 
below), we correct for correlation between multiple usages of the same brand. In 
total, the analyzed dataset contains 26785 responses from 6679 respondents. A 
subset of data, corresponding to the campaigns, is displayed in Table 1. In the 
table, xmag and xTV  represent the proportions of magazine and TV advertisement 
investments, respectively. 

Recognition of the advertising campaign is used as the central outcome vari-
able. This response is a binary variable indicating whether or not an ad was 
recognized by the respondent. A 1 means that the respondent recognized the 
advertisement and a 0 means that she did not. The two media usage moderators 
were measured as follows. Respondents’ magazine usage intensity was meas-
ured on a 5-point scale, where 1 means that a respondent leafs through maga-
zines without actually reading them and 5 means that a respondent reads them 
thoroughly from cover to cover. The TV media usage measure involved a 9-
point scale, a 1 meaning that the respondent generally watches TV less than 30 
minutes per day and a 9 meaning that the respondent watches TV eight or more 
hours per day. 

Table 1: Structure of the campaign data 

Campaign Brand Parent 
Brand Region Wave GRP magx

 TVx
 

1 1 2 Netherlands 2 124.5 0.25 0.75 
2 3 1 Netherlands 6 157.3 1 0 
3 3 1 Netherlands 5 405.2 0.11 0.89 
... ... ... ... ... ... ... ... 
19 23 4 Netherlands 2 379.2 0.02 0.98 
20 2 1 Flanders 6 457.8 0.14 0.86 
21 3 1 Flanders 3 328.9 0 1 
22 3 1 Flanders 5 351.7 0.25 0.75 
... ... ... ... ... ... ... ... 
37 24 4 Flanders 2 95.6 0.20 0.80 
38 2 1 Wallonia 6 192.5 0 1 
39 3 1 Wallonia 5 190.6 0.28 0.72 
40 3 1 Wallonia 3 215.1 0 1 
... ... ... ... ... ... ... ... 
52 23 4 Wallonia 2 255.6 0.13 0.87 

 

5 Model Construction and Estimation 

As the measured outcome variable is binary, we assume that the responses 
follow a Bernoulli distribution and use a logistic regression approach for esti-
mating the MAM (Hardin and Hilbe, 2012). To capture all the dependencies 
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between the responses in the data, we include various kinds of random effects in 
the MAM. Random effects are included to model the dependence between an-
swers from the same respondent and to capture the dependence between all 
answers for the same campaign and for the same brand. In the same way, ran-
dom effects are included for the regions and the waves. Hence, we adopt a mul-
ti-level (or mixed-effects)logistic regression approach when estimating the 
MAM. Our MAM (1) allows advertising in magazines and on TV to have a 
different impact, (2) allows for a possible interaction effect between magazine 
and TV advertising, (3) for a possible interaction effect between advertising 
expenditure and the proportion of magazine versus TV advertising, and lastly 
(4) for possible interactions between the proportions of magazine advertising 
and TV advertising, and spends, on the one hand, and respondents’ media usage, 
on the other hand. Ignoring the random effects, the linear predictor in our lo-
gistic regression model, which is the logarithm of the odds in favor of recogni-
tion, is given by 

 

,intint

intint

intint

TVTVmgTVTVmgTVTVTVTVmgmgTVTVTVTVmgmg

mgTVmgmgTVmgmgTVTVmgmgmgmgTVTVmgmgmg

TVmgTVmgTVTVmgmgTVTVmgmg

mAxxmxxmAxmAxmxmx
mAxxmxxmAxmAxmxmx

AxxxxAxAxxx

(3) 

 
where xmg and xTV represent the proportions of magazine and TV advertising, A 
is the natural logarithm of the total GRP value. The second and the third line in 
Equation (3) describe how the media mix effects and the effect of the amount of 
advertising are moderated by the magazine usage intensity mmg and TV usage 
intensity mTV, respectively. To interpret the predicted recognition results, we 
derive the probability of campaign recognition P(r=1) using an inverse logit 
link function:  

.
)ˆexp(1

)ˆexp()1(rP     (4) 

 
The random part of the linear predictor consists of the random effects for the 
region, wave, parent brand, brand and respondent. To estimate the model, we 
used the SAS procedure GLIMMIX. Due to the multicollinearity in the data, a 
typical problem for regression models involving proportions (Cornell, 2002), it 
is neither useful to interpret the individual estimates nor to focus on individual 
p-values. However, the estimated regression model is useful for making predic-
tions concerning ad recognition, since multicollinearity has little impact on the 
accuracy of a prediction (Verbeek, 2012). 
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6 Results 

The estimates of the fixed model coefficients are displayed in Table 2.  

Table 2: Parameter estimates for the MAM in Equation (3) 

Effect Estimate Standard Error t Value Pr> |t| 
mgmg x  -3.2134 1.6327 -1.97 0.0491 

TVTV x  -4.2235 2.0251 -2.09 0.0370 

Axmgmg  0.1370 0.3596 0.38 0.7031 

AxTVTV  0.4206 0.3573 1.18 0.2392 

TVmg xxint
 9.4444 9.3109 1.01 0.3104 

Axx TVmgint
 -0.9420 1.7160 -0.55 0.5830 

mgmgmg mx  0.05817 0.3522 0.17 0.8688 

mgTVTV mx  0.4487 0.4386 1.02 0.3063 

mgmgmg mAx  0.04668 0.07854 0.59 0.5523 

mgTVTV mAx  -0.05564 0.07787 -0.71 0.4749 

mgTVmg mxxint
 -2.9446 1.9828 -1.49 0.1375 

mgTVmg mAxxint
 0.5371 0.3651 1.47 0.1412 

TVmagmag mx  0.2318 0.2103 1.10 0.2702 

TVTVTV mx  -0.1022 0.2498 -0.41 0.6824 

TVmagmag mAx  -0.03189 0.04666 -0.68 0.4943 

TVTVTV mAx  0.05234 0.04451 1.18 0.2396 

TVTVmag mxxint
 0.4597 1.1294 0.41 0.6840 

TVTVmag mAxxint  -0.07241 0.2085 -0.35 0.7284 

 
We visualize the estimated regression model using the prediction profiler 

embedded in the software package JMP. In Figures 1-8, we display prediction 
profiler outputs for various scenarios and conditions. The figures are built using 
the MAM’s parameter estimates from Table 2. In the figures, the probability of 
ad recognition is displayed on the vertical axis. The horizontal axes show the 
levels of the five explanatory variables in the MAM: the proportion of magazine 
advertising, the proportion of TV advertising, total campaign weight in GRPs, 
consumers’ magazine usage intensity and TV usage intensity. In each of the 
panels of the figure, the dashed vertical lines indicate the current levels of the 
explanatory variables. The solid convex curves in the first two panels show how 
the probability of ad recognition changes as a function of the allocation of cam-
paign spends. 
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Each figure corresponds to a different scenario. In Table 3, the key indica-
tors and results for each scenario are summarized. The first scenario involves 
moderate levels of magazine (‘I read a few articles and leaf through the rest’) 
and television (3 to 4 hours per day) usage and a campaign weight of 50 GRPs. 
Figure 1 shows that, in this scenario, a media mix of 50% magazines and 50% 
TV leads to the highest ad recognition probability (41%). In scenario 2, where 
the campaign weight is 620 GRPs, given the same media usage values, an allo-
cation of 40% to the campaign weight in magazines and 60% to television max-
imizes recognition probability (66%) (Figure 2). In case of high levels of maga-
zine (‘I read it thoroughly from the first to the last page’) and television (‘8 
hours or more per day’) usage, for a campaign weight of 620 GRPs (Scenario 
3), the predicted recognition is 87%. The optimal media mix involves40% of 
magazine advertising and 60% of TV advertising (Figure 3). In case of low 
levels of magazine (‘I leaf through it without actually reading it’) and high level 
of television (‘8 hours or more per day’) usage, and a campaign weight of 620 
GRPs (Scenario 4), the predicted recognition probability drops to 69%, while 
the optimal media mix changes to 19% of magazine advertising and 81% of TV 
advertising (Figure 4). When consumers use magazines with high intensity and 
TV with low intensity (Scenario 5), the predicted recognition probability re-
mains 69%, while the optimal media mix becomes 53% magazines and 47% TV 
(Figure 5). Given a campaign weight of 50 GRPs (Scenarios 6, 7 and 8), the 
optimal media mix involves50% of magazine advertising and 50% of TV adver-
tising for any media usage intensity (Figures 6, 7 and 8). The probability of ad 
recognition, however, does depend quite strongly on the pattern in media usage 
in case the GRP value is only 50 (57% of ad recognition in case of high media 
usage intensity versus 29% in case of low media usage intensity). 

Table 3: Overview of the 8 scenarios 

Scenario 1 2 3 4 5 6 7 8 
GRP 50 620 620 620 620 50 50 50 

Mag. proportion 50% 40% 40% 19% 53% 50% 50% 50% 
TV proportion 50% 60% 60% 81% 47% 50% 50% 50% 

Magazine usage 3 3 5 1 5 5 1 5 
TV usage 5 5 9 9 1 9 9 1 

Recognition 41% 66% 87% 69% 69% 57% 54% 29% 
 
The conclusion that can be drawn from the 8 scenarios is that the proportions 

of media mix investments that lead to the highest recognition are influenced by 
consumers’ media usage intensity whenever the total spends are substantial, 
since, in that case, the optimal media mix changes as a function of media usage. 
However, no moderation effect on media mix can be observed when advertising 
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investments are low (only 50 GRP). Hence, the media usage intensity’s moder-
ating effects increase with advertising effort: in case of high GRP values, the 
optimal media mix varies across different media usage intensities, while it is 
stable in case of low GRP values. Additionally, in each scenario, the results 
show a strong positive synergistic effect of cross-media campaigns. In each 
scenario, combining television and magazine advertising leads to higher cam-
paign recognition than using just one of the two media. 

 

 
Figure 1: Ad recognition following an advertising effort of 50 GRPs in case of moderate 

media usage (Scenario 1) 

 

 
Figure 2: Ad recognition following an advertising effort of 620 GRPs in case of moder-

ate media usage (Scenario 2) 

 

 

Figure 3: Ad recognition following an advertising effort of 620 GRPs in case of high 
media usage (Scenario 3) 
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Figure 4: Ad recognition following an advertising effort of 620 GRPs in case of low 

magazine usage and high TV usage (Scenario 4)   

 

 
Figure 5: Ad recognition following an advertising effort of 620 GRPs in case of high 

magazine usage and low TV usage (Scenario 5) 

 

 
Figure 6: Ad recognition following an advertising effort of 50 GRPs in case of  high 

media usage (Scenario 6) 
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Figure 7: Ad recognition following an advertising effort of 50 GRPs in case of low mag-

azine usage and high TV usage (Scenario 7) 

 

 
Figure 8: Ad recognition following an advertising effort of 50 GRPs in case of high 

magazine usage and low TV usage and (Scenario 8) 

7 Conclusion and Discussion 

Consistent with the majority of previous studies, a positive synergistic effect 
of a TV and magazine advertising mix on campaign recognition is found 
(Havlena, Cardarelli and De Montigny, 2007; Reynar, Phillips and Heumann, 
2010;Vakratsas and Ma, 2005).  

Additionally, our results also show that the optimal media mix changes as a 
function of the total number of GRPs invested. This insight is new to the litera-
ture. The optimal media mix also changes as a function of the magazines and 
TV usage intensities, especially when the GRP value of a campaign is substan-
tial. In case the GRP value of a campaign is small, the optimal media mix is 
insensitive to the media usage.  

Our results indicate that, when magazine and television usage intensity are 
comparable, a balanced media mix (50-50 or similar) leads to the highest proba-
bility of ad recognition. Obviously, ad recognition is more likely whenever the 
GRP value of a campaign is higher and when consumers use magazines and 
television more intensely. For consumers with high magazine usage intensity 
and low TV usage intensity, a larger share of the advertising investments should 
be allocated to magazines. In summary, heavy usage of a medium implies allo-
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cating a larger portion of the advertising budget to that medium in order to max-
imize campaign recognition. 

The impact of an intense use of TV on the optimal media mix is much larger 
than the impact of an intense use of magazines. For the high magazine/low TV 
usage intensity group, the optimal media mix is still relatively balanced (53% 
for magazines and 47% for TV). For the low magazine/high TV usage intensity 
group, the optimal media mix strongly favors TV advertising (81% for TV and 
19% for magazines). This may suggest a greater impact of TV advertising for 
high intensity television viewers. 

Clearly, mixture-amount models are useful to determine optimal cross-media 
investments to maximize campaign effectiveness. In particular, they help adver-
tisers to determine optimal advertising investment allocation. The models also 
quantify to what extent the optimal allocation of advertising efforts (i.e., the 
media mix) changes with media usage intensity and campaign weight. Hence, 
the results of our study allow practitioners to tailor their media mix to consumer 
groups with a specific pattern of media usage. The model is quite flexible in the 
sense that it can handle any number of regions or media, and it can be used for 
any type of product or service, as well as using different moderators. 

In future research, we intend to study other advertising effectiveness 
measures, such as consumer activation measures, ad likeability, word-of-mouth 
effects, brand attitudes and purchase intention and to investigate the moderating 
effects of other relevant factors, such as personal care products usage and buy-
ing experience. 
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“Does it Pay off to Introduce my Partner?” The Role of  
Stakeholder Cocreation in Consumers’ Willingness to Pay 

Kande Kazadi 
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1 Introduction 

Firms cocreate new products and services by interacting with multiple types 
of external stakeholders (Chesbrough, Vanhaverbeke, & West, 2008; Hoyer, 
Chandy, Dorotic, Krafft, & Singh, 2010; Mahr & Lievens, 2012). For example, 
Nivea’s Black and White was developed by tapping into consumers’ ideas about 
the most important features of a deodorant. Yet rather than using traditional 
market research, Nivea relied on input from consumers, through online commu-
nities, during the development process. Research has examined the cocreation 
phenomenon from a firm perspective quite extensively (Mahr, Lievens, & 
Blazevic, 2013; Nambisan & Baron, 2009; Payne, Storbacka, & Frow, 2008). 
However, research that examines whether cocreation with external stakeholders 
during the innovation process influences consumer attitudes and behavior re-
mains scant (Fuchs, Prandelli, Schreier, & Dahl, 2013; Schreier, Fuchs, & Dahl, 
2012; Troye & Supphellen, 2012).Yet, such insight could help managers make 
decisions on whether and how to communicate about the firm’s cocreation ac-
tivities. 

Extant research has predominantly addressed  one type of external partner in 
cocreation: consumers. Yet, what is notable in recent years is that firms have 
started to involve multiple stakeholders during the innovation process. For ex-
ample, Heineken brought consumers, professional designers, and internal Hei-
neken employees together to cocreate a new type of bar. The rationale was that 
bringing together this seemingly unrelated, diverse group of stakeholders would 
yield creativity and new insights. 

So far, scholars have not addressed the impact of these activities, where mul-
tiple stakeholders are involved, on consumers valuation of a product. Thus, little 
insight is available on the impact of stakeholder cocreation activities on con-
sumer attitudes. We aim to address this issue. We are specifically interested in 
three aspects. First, what is the effect of communication about the involvement 
of multiple stakeholders during the innovation process on a consumer’s valua-
tion of the product in question? Second, what is the moderating role of product 
complexity on the relationship between stakeholder involvement and product 
valuations? Third, is the relationship between stakeholder involvement and 
product valuations explained through a change in brand attitude? 

I. B. Banks et al. (eds.), Advances in Advertising Research (Vol. V), European Advertising 
Academy, DOI 10.1007/978-3-658-08132-4_23, © Springer Fachmedien Wiesbaden 2015
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In doing so, we address three gaps in extant literature. First, as mentioned 
earlier, research on the effects of cocreation on consumers’ valuations of prod-
ucts is limited to consumer cocreation (Schreier et al., 2012; Troye & 
Supphellen, 2012). Yet, because a wide range of stakeholders are becoming 
more empowered and willing to cocreate, firms are often becoming the orches-
trators of a cocreation process with multiple stakeholders. This involvement of 
multiple types of stakeholders might lead to a different valuation by consumers 
than the case where only consumers are involved in the cocreation process. 

Second, previous works have mainly focused on examining effects on those 
consumers that were part of the cocreation process (Schreier et al., 2012). These 
are often so-called ‘lead-users’ (Von Hippel, 2009). This small group of lead-
users is fairly different from ‘observing’ consumers, who in fact represent the 
mass of potential buyers of a product (Fuchs & Schreier, 2011). Insight in the 
effects of various types of cocreation on this large group of ‘passive’ consumers 
is valuable for practice.  

Third, previous work remains ambiguous on the role of product complexity 
in cocreation. On the one hand studies have shown that consumers’ perceived 
ability to contribute is low for complex products (Schreier et al., 2012). On the 
other hand, many successful complex products have been developed with con-
sumer input (e.g. open-source operating systems) (Bagozzi & Dholakia, 2006). 

This study addresses the three issues outlined above. More specifically, we 
investigate and compare the effects of both consumer cocreation and stakehold-
er cocreation on consumers’ willingness to pay for a new product. As price is a 
key element in the profit equation, and is directly linked to profitability, this 
relationship is of considerable interest for research and practice (Homburg, 
Koschate, & Hoyer, 2005). Then, we assess the moderating impact of product 
complexity. Additionally, we explore the underlying process that illustrates how 
increased valuation for stakeholder cocreated products is driven by an increase 
in brand attitude. 

2 Theoretical Background and Hypothesis Development 

2.1 Cocreation and Product Valuations 

Previous studies have shown that consumers, who actively cocreate new 
products with firms, have higher valuations for the resulting product (Auh, Bell, 
McLeod, & Shih, 2007; Chan, Yim, & Lam, 2010). Field data also reveal that 
products based on users’ ideas perform better financially (Nishikawa, Schreier, 
& Ogawa, 2013). This means that these products are also valued higher by con-
sumers who were not actively involved in their development (Fuchs & Schreier, 
2011). We posit that this higher valuation stems from the fact that consumers 
may identify with those consumers that are part of the cocreation process. 
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People see themselves and others as part of social categories, such as reli-
gious systems, age cohorts, and consumption groups. These social categories 
provide meaning and connectedness (O'Reilly, Chatman, & Caldwell, 1991). 
Consumers that were not part of the cocreation process may see those consum-
ers that did actively participate as part of their social category. Therefore, they 
may infer that their needs and preferences are better reflected through their 
peers than through the internal engineers of a firm (Schreier et al., 2012). There-
fore, we predict the following: 

 
H1: Consumers are willing to pay more for new products cocreated with con-
sumers than for internally developed products. 

 
A firms’ stakeholders can have a significant impact on the acceptance and 

adoption of new products. Likewise, stakeholders such as special interest groups 
can mobilize a firm’s consumers against certain new products or the firm as a 
whole (Driessen & Hillebrand, 2013). Thus, various stakeholders have the po-
tential to influence consumers’ purchase behavior. 

Previously, these stakeholders would voice their support (or dislike) for a 
new product after the product launch. Yet nowadays, firms are starting to inte-
grate multiple stakeholders during their innovation process. This stakeholder 
cocreation may influence a consumers’ valuation for a new products in two 
ways.  

First, as mentioned earlier, the fact that stakeholders were already involved 
in the development phase of the product may act as a proverbial “seal of ap-
proval”. Second, as opposed to consumer cocreation, stakeholder cocreation 
brings a multitude of views and expertise together. Involving different types of 
stakeholders such as special interest groups, governments, suppliers and com-
petitors brings more diverse knowledge in the innovation process. Thus, con-
sumers may believe that, through complementary expertise, this results in more 
creative and more valuable products (Stahl, Maznevski, Voigt, & Jonsen, 2009). 
Thus, we predict the following: 

 
H2: Consumers are willing to pay more for new products cocreated with stake-
holders than for internally developed products. 
H3: Consumers are willing to pay more for new products cocreated with stake-
holders than for products developed with consumers.  

2.2 The Role of Product Complexity 

Product complexity varies across a number of dimensions such as number of 
components, number of possible design choices and skills required for manufac-
turing (Hobday, 1998). With regard to cocreation activities, extant work has 
shown that consumers put less confidence in other consumers’ ability to cocre-
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ate complex products than the ability of internal firm employees (Schreier et al., 
2012). The underlying assumption is that the tasks to be executed in the devel-
opment of a complex product are too difficult for untrained consumers (as op-
posed to skilled internal employees).  

Yet, product complexity might trigger different mechanisms in the case of 
stakeholder cocreation. When a firm keeps close contacts with various stake-
holders, it builds up a so called ‘network competence’ (Ritter & Gemünden, 
2003). This is a complex network of complementary skills. Therefore, consum-
ers may perceive a high level of competence in the development process when 
multiple types of stakeholders are involved. Therefore, valuations for complex 
products developed with stakeholders may be higher. Hence, we hypothesize: 

 
H4: When product complexity is high, consumers are  willing to pay less for 
new products cocreated with consumers than for new products developed inter-
nally.  
H5: When product complexity is high, consumers are willing to pay more for 
new products cocreated with stakeholders than for new products developed 
internally.  

2.3 The Underlying Process: Stakeholder Cocreation and Brand Attitude 

Successful marketing requires constant dialogue between a brand and its dif-
ferent stakeholders (Hatch & Schultz, 2003; Reid, Luxton, & Mavondo, 2005). 
Traditionally, this dialogue was predominantly a one-way communication from 
the firm towards its stakeholders. However, through the active involvement of 
multiple stakeholders during the innovation process, firms can signal that their 
brand has two-way dialogue with its external stakeholders in its core beliefs and 
capabilities (Reid et al., 2005). Indeed, successfully integrating different stake-
holders in the new product development process has been identified as an option 
for a brand to reduce stakeholder tension (Driessen & Hillebrand, 2013). This 
may drive increased brand attitudes. Such an increase in attitude toward the 
brand may in turn drive the willingness to pay a price premium (Del Rio, 
Vazquez, & Iglesias, 2001). Therefore, we hypothesize: 

 
H6: The positive effect of stakeholder cocreation on willingness to pay is medi-
ated by an increase in attitude towards the brand. 

3 Methodology 

3.1 Participants and Design 

We conducted an experiment on a sample of randomly recruited participants 
from two panel databases of a European university (n = 163; 62% female, mean 
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age = 36 years old).  The experiment employed a 3 (internal development, con-
sumer cocreation, stakeholder cocreation) x 2 (low product complexity, high 
product complexity) between-subjects design. Table 1 provides an overview of 
the experimental conditions. 

Participants were shown a press article informing them about the launch of a 
new product by a fictional company. We chose olive oil to reflect a low com-
plexity product and a laptop as a high complexity product. The first paragraph 
of each press article contained information about the product’s development 
process. In particular, participants were either provided with a text stating that 
the product was developed internally, with customers or with various stakehold-
ers (in particular customers, suppliers and activists).  

Table 1: Overview of experimental conditions 

Experimental treatment N 
Internal development + Low product complexity 25 
Consumer cocreation + Low product complexity 33 
Stakeholder cocreation + Low product complexity 23 
Internal development + High product complexity 30 
Consumer cocreation + High product complexity 23 
Stakeholder cocreation + High product complexity 29 

3.2 Measures 

To measure consumers’ willingness to pay, we asked each participant how 
much they would be willing to pay for the product they were shown (Homburg 
et al., 2005). The amounts were standardized to allow comparison across prod-
uct categories. We used a seven-point Likert scale comprising 3 items based on 
Sengupta and Johar (2002) to measure attitude towards the brand (α = .89).  

To warrant the internal validity of the results, we measured a host of control 
variables. First, we measured product involvement. Product involvement has 
been shown to have a significant influence on consumers’ willingness to pay 
(Lichtenstein, Bloch, & Black, 1988). To measure product involvement, we 
used a seven-point Likert scale comprising 4 items based on Bower and 
Landreth (2001) (α = .94). Additionally we captured respondents’ task involve-
ment, a situational variable known to affect purchase behavior (Belk & Clarke, 
1978), with a three item, seven-point scale (α = .79). After measuring the de-
pendent variable and covariates, participants were asked to indicate the com-
plexity of the product shown and the number of parties involved in its develop-
ment (manipulation check).   
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4 Results 

4.1 Manipulation Checks 

The manipulation of internal development, consumer/stakeholder cocreation 
was successful (F(2,163) = 16.684, p < 0.001). In addition, the product com-
plexity manipulation was also successful (F(1,163) = 13.528, p < 0.001). Partic-
ipants reported higher levels of complexity for the laptop conditions (Mlaptop = 
3.07) than for the olive oil conditions (Molive = 2.48).  

4.2 Tests of Hypotheses 

An analysis of covariance (ANCOVA) was conducted with product in-
volvement and task involvement as covariates. The results, illustrated in figure 
1, show support for the main effect of the type of collaboration during the prod-
uct development process on willingness to pay (F(2,163) = 2.383, p < .10). 
However there is no overall support for the interaction effect between type of 
collaboration and product complexity (F(2,163) = 1.536, p > .2).  

Planned contrasts reveal that there is a significant difference in willingness 
to pay for products developed internally (Minternal = -.218) and products devel-
oped with consumers (Mconsumers = .112 ) at the .10-level. This supports hypothe-
sis 1. In support of hypothesis 2, the difference in willingness to pay for prod-
ucts developed internally (Minternal = -.218) and products developed with 
stakeholder (Mstakeholders = .163) is significant at the .05-level.  The difference 
between products developed with consumers and products with stakeholders 
however is not-significant. As a result, hypothesis 3 is not supported.  

Further inspection of the results led us to perform additional analysis. Simple 
contrasts (Wendorf, 2004) reveal significant differences between the low com-
plexity condition and the high complexity condition. The main effects, which 
were found across conditions, are not significant within the low complexity 
group (p > .30 and p  > .80). In the high complexity group, the difference in 
willingness to pay between internally developed products and products devel-
oped with consumers is not significant (p > .10), while the difference in willing-
ness to pay between internally developed products and products developed with 
stakeholders is significant at .01 level.  
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Figure 1: Simple contrasts analysis of standardized willingness to pay 

To test hypothesis 6, we employ mediation analysis. We assess the signifi-
cance of the indirect effect of stakeholder cocreation on willingness to pay 
through brand attitude. To do so, we employ bootstrapped standard errors and 
bias corrected 95% confidence intervals (CI) (Preacher & Hayes, 2008; 
Preacher, Rucker, & Hayes, 2007). The results show that stakeholder cocreation 
has a significant effect on willingness to pay through increased brand attitude 
(95% CI excludes zero; .0001 to .3729). This supports hypothesis 6. Additional-
ly, we employed moderated mediation analysis to explore the indirect effects 
contingent on the type of product (non-complex vs. complex). The results show 
that for non-complex products, the indirect effect is not significant (90% CI 
includes zero; -.0144 to .0605). Yet, when the product is complex, the indirect is 
significant (90% CI excludes zero; .0035 to .1052).  

5 Discussion 

The results of our study show that some of the positive effects of consumer 
cocreation, found in previous research (Fuchs & Schreier, 2011; Schreier et al., 
2012; Troye & Supphellen, 2012), need a more nuanced view. Consumers who 
were not involved in the cocreation process do not value all cocreated products 
higher than internally developed products. The effect is contingent on product 
complexity. Indeed, they are willing to pay more when a firm communicates 
about how complex products were cocreated with multiple stakeholders. 
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Differences in the type of cocreation and the population under investigation 
might offer a possible explanation for this contrast with previous studies. First, 
previous studies have predominantly focused on the involvement of consumers 
in (aesthetic) design or the final assembly of a new product (Schreier et al., 
2012; Troye & Supphellen, 2012). Yet, the focus of this study is on the devel-
opment phase of the innovation process. Therefore, consumers might not value 
consumer cocreation to the same extent as they do not perceive consumers to 
have enough expertise to contribute to this phase of the innovation process. 
Second, previous works have often exclusively studied individuals who were 
part of the cocreation process (Sawhney, Verona, & Prandelli, 2005; Troye & 
Supphellen, 2012; Von Hippel, 2009). These empowered consumers may have 
very different characteristics than the broader group of ‘passive’ consumers who 
were not involved in the cocreation process themselves. 

Additionally, our analysis reveals that the underlying process, that explains 
the significant relationship between stakeholder cocreation and product valua-
tions, is an increase in brand attitude. This implies that communication about the 
cocreation activities a firm undertakes may change consumers’ attitudes towards 
a specific brand as a whole. This apparent spillover is interesting for marketing 
research and practice. 

Our findings offer several important implications for managers. First, in re-
cent years, business and academic literature has shown quite a debate on the 
question whether or not to involve consumers in firms´ innovation processes 
(Fuchs et al., 2013; Gebauer, Füller, & Pezzei, 2013). Our findings do not show 
that the broad market in general has a higher valuation for consumer cocreated 
products as opposed to internally developed products. Therefore, firms might 
benefit from targeting their communication, related to consumer cocreation 
efforts, only to active participants in the cocreation process.  

Second, our findings show that consumers are willing to pay 33% more for 
complex products developed in cocreation with multiple stakeholders. There-
fore, firms who cocreate products with multiple stakeholders, not only consum-
ers, should benefit from explicitly communicating this. Managers should stress 
the multitude of parties involved in the innovation process of a new product in 
their marketing communications.  

Our study has three important limitations that warrant discussion and pro-
vide opportunities for further research. First, while our study manipulates the 
parties involved in the development of a product, we only have one composition 
of stakeholders. It is plausible, that consumers’ valuation of a new product is 
dependent upon the different stakeholders involved (e.g. all profit oriented or a 
mix of profit- and non-profit oriented). Second, our stakeholder involvement 
condition has more parties involved in the innovation process. Therefore, it is 
also possible that our effect stems from having more parties involved as op-
posed to having different types of stakeholders involved. A follow-up study 
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might manipulate the types of stakeholders involved and their numbers. Third, 
our complexity manipulation was quite black-and-white. It might be worthwhile 
to investigate an experimental design with more moderate levels of product 
complexity.  
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