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ment have been the foundation of my journey, and I wouldn’t be where I am today 
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Kennedy et al., 2009). This <knowledge action gap= highlights the need for more effective 
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consumers’ attitudes and purchase intentions (Meyers

et al., 2008), disease prevention (Latimer, Slovery, & Rothman, 2007; O’Keefe & Jensen, 

framing (Trope & Liberman, 2003). Regulatory focus theory posits that individuals’ 



O’Keefe and Jensen (2007) analyzed 93 studies through a meta
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the message frame (gain vs. loss) with the consumer’s regulatory focus (promo
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’Donoghue, 2002; Harris, 2011; Kable & 
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results in greater processing fluency and <feeling right= (









message: <Organic cotton is grown more sustainably than regular cotton. Choosing organic 

= Participants in the loss

<Organic cotton is grown more sustainably than regular cotton. Choosing organic cotton 

tomorrow.= Appendix 1 shows the experimental stimuli for all four 

product using two items (i.e., <How likely are you purchase shirt made from organic cotton?= 

; <How much do you intend to buy a shirt made from 

organic cotton?= 1

Participants then rated the efficacy of the message on four items: <To what extent is 

message...=:

Next, participants’ feelings of fluency were measured using a two



ssages, participants’ purchase intentions did not differ significantly across the present
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<Say hello to effective and eco

now!=. Participants 

future condition saw this message: <Say goodbye to harsh and harmful che

come!=. After being 

items (i.e., <How likely are you purchase ECOSHINE’s cleaning products?= 1 = 

; <How much do you intend to buy a cleaning product by ECOSHINE?= 1



Participants then rated the efficacy of the message on four items: <To what extent

the message...=:

Next, participants’ feelings of fluency were measured using a two
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<Say hello to effective and eco

now!=. Participants in the loss

uture condition saw this message: <Say goodbye to harsh and harmful chemicals! What's bad 

come!=. After being exposed to the ad, 

the product using two items (i.e., <How 

likely are you purchase ECOSHINE’s cleaning products?= 1 = 

; <How inclined are you to purchase ECOSHINE’s products?= 



<When I processed the message above, I thought about the ECOSHINE brand in 

s of…=: 1) <Improvements and benefits to be gained= and 2)<Harms that it can help to 

protect against and prevent=

3 <in the 

present= = very much so; <in the future= 



The <present= temporal 

Next, the <future= manipulation check was examined. Here, the effect of distance was 

The <loss= framing item was first examined. The 



Next, the <gain= framing item was examined. The effects of both 

averaged into one single variable <PI Index= as they had a very high correlation coefficient of 



participants were averaged into one single variable <Brand Eval Index= as they had a very 
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4such as the West’s tendency toward promotion focus and the 

East’s toward prevention focus4



assess the target audience’s mindse
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