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ABSTRACT

Effects of Competition on Consumer Decision Making:
Matching Advertising to Culture

Lefa Teng, Ph. D.
Concordia University, 2003

The dual mediation model suggests that in addition to a direct effect, ad attitude
(Aad) also has an indirect influence on brand attitude (Ab) through brand cognition (Cb).
As well, brand attitude (Ab) influences purchase intention (PI). However, the model fails
to take ad affect (AFFad) and confidence in evaluating a brand (COND) into account, and
it does not include competition. The competitive vulnerability model includes
competition, but it lacks the fundamental constructs such as ad cognition (Cad), AFFad,
and Aad. By integrating the dual mediation model and the competitive vulnerability
model, this research offers a more comprehensive understanding of the effects of
advertising on consumer brand choice behavior. This study also fills the void in the
literature by extending the framework into a multicultural setting and examining whether
the proposed consumer brand choice model is invariant across North American and
Chinese cultures. Furthermore, the interaction effects of culture-laden advertising
appeals, ad arguments, and culture-laden pictures on consumers’ attitudes and purchase
behavior are examined and compared between North American and Chinese consumers.
Specifically, this comparison is examined in the multiple-ad and multiple-brand

environment. A total of ten testable hypotheses are proposed.
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In order to test these hypotheses, two separate experiments are developed.
Experiment 1 is designed to study the interaction effects of ad contents (i.e., weak and
strong arguments) and advertising appeals (i.e., individualistic-laden and collectivistic-
laden advertising appeals) on consumers’ Cad, AFFad, Aad, Cb, Ab, CONb and Pl in a
competitive environment. Experiment 2 is designed to study the interaction effects of
culture-laden pictures (i.e., individualistic-laden and collectivistic-laden pictures) and
culture-laden advertising appeals on these measures in a competitive situation. Both
experiments test the extended competitive vulnerability model and the interaction effects
on consumer brand choice behavior across two cultures. In order to put the data for this
dissertation to its most effective use, both experiments are undertaken with consumers, or
“real people,” and not from a student sample in North America and China. Such
verification increases confidence in the findings. The data are analyzed using MANOVA
and structural equation modeling. The results from this research contribute to the
understanding of how the multiple-ads and multiple-brands influence consumer attitudes

and purchase behavior in multicultural environments.
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Chapter One

Introduction

Numerous studies have shown that attitude toward an ad (Aad) is related to
attitude toward the brand (Ab) (Homer 1990; MacKenzie and Lutz1989; MacKenzie,
Lutz, and Belch 1986; Mitchell 1986; Muehling and Laczniak 1988), brand cognition
(Cb) (MacKenzie and Lutz1989; MacKenzie, Lutz, and Belch 1986), ad recall (Zinkhan
and Fornell 1989), purchase intention (PI) (Mitchell and Olson 1981), and the act of
purchasing the brand (Mitchell 1986). A widely accepted hypothesis describing these
interrelationships is a dual mediation model developed by MacKenzie, Lutz, and Belch
(1986), which suggests that, in addition to a direct link, an indirect causal link between
Aad and Ab exists and is mediated by Cb. As well, Ab influences PI. However, the dual
mediation model isn’t examined in a competitive situation and misses two key factors:
consumers’ affective responses toward an ad (AFFad) and consumers’ confidence in
evaluating a brand (COND).

Although Laroche’s competitive vulnerability model takes COND into account
(Laroche and Brisoux 1989; Laroche, Hui and Zhou 1994; Laroche, Kim and Zhou 1995
& 1996; Laroche and Sadokierski 1994; Laroche and Teng 2001), it lacks the links of ad
cognition (Cad) and AFFad. More recently, Laroche (2002) attempted to relate the

competitive vulnerability model to the dual mediation model, but no empirical test was



conducted. In addition, both models occur within a specific culture, most notably in
North America.

In the past decade, consumer behavior in attitudes and purchase intentions has
become a major concern for marketing researchers and market practitioners. Consumer-
related research has also paid much attention to the relationships among Cad, AFFad,
Aad, Cb, Ab, CONb and PI (Edell and Burke 1987, Homer 1990; MacKenzie and
Lutz1989; MacKenzie, Lutz, and Belch 1986; Mitchell 1986; Mitchell and Olson 1981;
Muehling and Laczniak 1988), as well as competitive relationships among some of these
constructs (Laroche and Brisoux 1989; Laroche, Hui and Zhou 1994; Laroche, Kim and
Zhou 1995 & 1996; Laroche and Sadokierski 1994; Laroche 2002; Laroche and Teng
2001). However, none of these studies has offered a comprehensive framework within
which all these factors have been considered simultaneously in a competitive
environment.

There are two reasons I propose a comprehensive competitive vulnerability
framework. First, from the theoretical perspective, brand beliefs are not the sole
antecedent of Ab. Aad accounts for a share of variance in Ab beyond that explained by
brand beliefs (Mitchell and Olson 1981). Some rescarchers have examined the link
between Aad and Ab relationship (Cox and Locander 1987; Gardner 1985; Homer 1990;
MacKenzie and Lutz 1989; MacKenzie, Lutz, and Belch 1986; Muehling 1987).
However, evidence has shown that ad affect is a key indicator of Aad (Edell and Burke
1987; Holbrook and Batra 1986; Goldberg and Gorn 1987; Zajonc 1980). Researchers
have also found that CONb determines PI, which influences Choice of a brand (Laroche

and Sadokierski 1994; Laroche 2002; Laroche and Teng 2001). Therefore, AFFad and



COND should be taken into account when analyzing consumer brand choice behavior.
Second, from a practical perspective, marketing practitioners must become increasingly
cognizant of the communication values of their advertising messages and contexts, in
order to compete successfully for the consumers’ attention. Competition is unavoidable
and although the competitive environment can not be controlled, an understanding of its
effects on the consumer brand choice process may have important implications for ad
design, promotion strategies and sales tactics.

Moreover, as the marketing world moves toward globalization, and as new
markets are opened up, it becomes essential to understand how consumer behavior differs
from one culture to another. For example, while consumer brand choice models have
been presented to help better understand how consumers who live in an individualist
culture (i.e., North Americans) choose a brand, less significant work has developed to
explain why and how consumers who live in a collectivist culture (i.e., the Chinese)
(Gudykunst 1997; Hofstede 1980; Hui and Triandis 1986; Triandis 1995) select a
particular brand. Culture is considered to be a set of socially acquired behavioral patterns
that are transmitted both literally and symbolically through language and other means to
the members of a specific society (Hirsch, Kett and Trefil 1988). Culture provides a
framework of common traditions, values, and beliefs, which influence consumer
behavior. More research needs to be done in order to understand how consumers from
different cultures perceive and react to different communication variables such as the
characteristics of source, message and context of an ad. Therefore, this study also fills the
void in the literature by (1) extending the framework to a multicultural setting and (2)

examining whether the proposed consumer brand choice model is invariant across North



American and Chinese cultures. In addition, the interactive effects of different culture-
laden advertising appeals, arguments and culture-laden pictures expressing cultural
values on consumers’ attitudes and purchase behaviors are examined between North
American and Chinese consumers. Specifically, this comparison is examined in multiple-

ad and multiple-brand environments.



Chapter Two

Consumer Brand Choice Process

2.1 Review of brand attitude formation process

Little research has been done in the area of consumer brand choice process across
cultures. Therefore, most of the past research and consumer brand choice models
described in this overview will be based on mainstream North American culture. A
review of Mitchell’s (1980 and 1981), Greenwald and Leavitt’s (1984), Petty and
Cacioppo’s (1986), MacKenzie, Lutz, and Belch’s (1986), Maclnnis and Jaworski’s
(1989) and finally Laroche’s models is presented (Laroche and Brisoux 1989; Laroche,
Hui and Zhou 1994; Laroche, Kim and Zhou 1995 & 1996; Laroche and Sadokierski
1994; Laroche 2002; Laroche and Teng 2001). The present overview begins with a
retrospective look at previous brand processing models based on how consumers’
attitudes are formed. While the past models concentrated on a process methodology that
leads to attitude formation and toward purchase intent, Laroche and his colleagues have
shown that competitive effects underlying the process of consumer brand choice exist and

significantly influence consumer purchase behavior.

2.1.1 Mitchell’s brand processing model

Mitchell and his colleagues developed a brand-processing model (Mitchell 1980,

1981, 1983 and 1986; Mitchell and Olson 1981). They suggested that involvements could



lead to three types of information acquisition processes. One is caused by high
involvement and two are caused by low involvement. Here, involvement is defined as “an
internal state variable whose motivational properties are evoked by a particular stimulus”
(Michell 1981, p.29). Two dimensions, such as intensity (i.e., the amount of attention
devoted to an ad) and direction (i.e., brand versus non-brand processing strategy),
determine involvement levels, which in turn affect types of information acquisition
processes. High involvement means high interest in the advertised brand. In the case of
high involvement, consumers devote all their attention to the ad, execute a brand
processing strategy, and deeply process brand-related ad information while forming an
overall evaluation of the advertised brand. The formation of attitudes is based on the
thoughts about the persuasiveness of the ad information. In contrast, consumers activate
schema-relevant knowledge in the processing of low involvement, but insufficient
attention is directed toward the ad, and it results in less generation of counterarguments
or support arguments. Attitudes tend to be formed on the basis of the evaluation of the
learned information. In addition, another type of processing of low involvement occurs
under the nonbrand processing strategy. Consumers do not completely comprehend
messages and only acquire partial information about the advertised brand, which is not
translated to any great extent into message-related thoughts. Consumers may not form
attitudes immediately following exposure, but they may form attitudes at a later time if
needed. Particularly, the relationship between counter-arguments/support arguments and
attitudes in low involvement condition is weaker than it is in high involvement. This may
suggest that other mediators of attitude formation may have a greater influence under low

involvement. Mitchell (1986) suggested that attitude toward the ad accounted for a share



of variance in brand attitude beyond that explained by brand beliefs. This important
finding challenged the popular conception that brand beliefs are the sole antecedent of

brand attitude.

2.1.2 Greenwald and Leavitt’s Model

Greenwald and Leavitt (1984) suggested four levels of involvement, which are
pre-attention, focal attention, comprehension and elaboration, in order from low to high.
The four levels allocate increasing attention capacity to a communication message
source, as needed for analysis of the message by increasingly abstract and qualitatively
distinct representational systems. The communication messages are processed from low
to high level. Greenwald and Leavitt (1984) linked the levels of audience involvement to
“the psychological concepts of variable attention capacity, levels of processing,
qualitatively different representational systems, and (indirect) arousal” (Greenwald and
Leavitt 1984, p.591). A message analyzed at a high level must be analyzed at all lower
levels. The higher levels need greater capacity and produce increasingly durable
cognitive effects while lower levels require only relatively little capacity. However,
message-based attitude change can occur only at levels three (comprehension) and four
(elaboration). At level three, message-based attitude change can be produced if the
comprehended message can effectively associate novel persuasive arguments with an
attitude object. On the other hand, at level four, elaboration “produces substantial
freedom of memory and attitude from the specific details of the original message or its
setting” (Greenwald and Leavitt 1984, p.588). The analysis in four levels of involvement

makes the attitude formation processes more appropriate (Maclnnis and Jaworski 1989).



2.1.3 Petty and Cacioppo’s ELM

Petty and Cacioppo (1986) developed the elaboration likelihood model (ELM,
Figure 2.1), which proposes that persuasion may take either a central or a peripheral
route. In the central route, an individual engages in extensive cognitive elaboration of the
message arguments. The formation of post-communication attitudes is based on this
cognitive elaboration. Possibly the cognitive elaboration occurs because processing
motivation, ability, and opportunity are high. In other words, when situational or
individual variables ensure high motivation and ability for issue-relevant thinking, the
elaboration likelihood is said to be high. As a consequence, the probability of the
recipient following a central route processing is also high. Motivation refers to the
consumers’ desire or readiness to process information in an ad. An internal readiness to
process brand information is created by the personal relevance of the stimulus (Moorman
1990). In contrast, ability refers to the consumers’ proficiency or skill in interpreting
brand information of an ad. The availability and accessibility of relevant knowledge
structures provides the foundation for processing ability (Maclnnis, Moorman and
Jaworski 1991). In the peripheral route, however, attitudes are derived from message cues
that are irrelevant to forming a reasoned opinion, since individuals use “peripheral” cues
to evaluate the message. In addition, the peripheral route is traveled when motivation or

ability is lacking (Engel, Blackwell and Miniard 1995).



Figure 2.1: Elaboration Likelihood Model
(From Petty and Cacioppo, 1986)
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Therefore, attitudinal responses to an ad depend on the content of the focal ad (i.
e., strength of arguments provided, type of peripheral cues used). However, consumers’
ability to comprehend the content of an ad will moderate their attitudinal response to a
specific type of ad. For instance, the attitudes of consumers with higher ability to process
brand information are less affected by positive peripheral cues while those of consumers
with lower ability are influenced by these cues.

ELM is a particularly useful framework for understanding how consumers process
information from an ad and the subsequent attitudinal responses to it. According to the
ELM, the effect executed by various communication elements depends on the amount of
issue-relevant elaboration that occurs during the process. The central route is followed
when elaboration is high. In information processing, only those communication elements
that are relevant in forming a reasoned opinion are influential. In contrast, the peripheral
route to persuasion occurs when elaboration is at low levels, in which elements that are

irrelevant to forming a reasoned opinion become influential.

2.1.4 MacKenzie’s dual mediation model

MacKenzie, Lutz and Belch (1986) used the distinction between the central and
peripheral routes to analyze the theoretical relationships in their dual mediation model.
They developed the way in which Aad mediates Ab and PI by explicating and testing the
four alternative hypothesized models (Figure 2.2). Their data had a better fit with the dual
mediation explanation. Under the dual mode persuasion process, Aad and brand
cognitions directly influence brand attitudes, whereas ad cognitions indirectly impact
brand attitudes through Aad. Aad is also expected to have an indirect influence on brand

attitudes through brand cognitions. The relationship between ad and brand attitudes

-10 -



represents the peripheral route, whereas the path from brand cognitions to attitudes
reflects the central route. The authors’ explanation for the effect of Aad on brand
cognitions is as follows (MacKenzie, Lutz, and Belch 1986, p.132):
“...the Aad — Cb linkage represents the notion of ad affect as one of a general class
of persuasion cues (Fishbein and Ajzen 1975) that can enhance or diminish the
acceptance of message content. It is worthwhile to note that the DMH, by its
inclusion of the Aad — Cb link, departs from Cb link, departs from the ELM posited
by Petty and Cacioppo (1981).”

Moreover, MacKenzie and Lutz (1989) proposed that the causal relationships
among ad cognitions, Aad, brand cognitions and attitudes vary depending on the level of
the advertising message involvement and the advertising execution involvement. More
specifically, the advertising message involvement represents the amount of cognitive
effort devoted to the content of communications, whereas the advertising execution
involvement reflects the effort given to the contextual and non-content aspects of the ad
(i.e., message source). Subjects high in the two involvements are believed to use a dual
mode persuasion mechanism to form their brand attitudes. However, subjects’ brand
attitudes are expected to be directly impacted only by Aad, with Aad being affected by ad
cognitions, when they are involved with high execution involvement and low message
involvement. On the other hand, when subjects are involved with high message
involvement and low execution involvement, brand cognitions are expected to serve as
the sole antecedents of their brand attitudes. Obviously, Aad can influence Ab regardless

of what kind of mixed involvement is taken during persuasion process.
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Figure 2.2: Four Alternative Models of Ad Attitude

A. Affect Transfer Hypothesis

Cad =—— Aad

1

Cb > A D ——0nunuy  Ib

B. Dual Mediation Hypothesis

Cad —— Aad

—

Cb — 3 Ab —— L b

C. Reciprocal Mediation Hypothesis

Cad ——— Aad

)

Cb » Ab = b

D. Independent Influences Hypothesis

Cad b Aad \

b =——> Ab — b

Key:
- Cad represents ad cognitions;
Cb represents brand cognitions;
Aad represents attitude toward the ad,
Ab represents attitude toward the brand;
Ib represents intention to purchase the brand.
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Homer (1990) conducted two experiments replicating the work of MacKenzie,
Lutz, and Belch (1986). The findings which resulted from both experiments favored the
dual mediation hypothesis over the competing Aad models, although some researchers
have found no evidence of a significant indirect path between ad attitudes and brand
attitudes via brand cognitions (MacKenzie and Lutz 1989). In addition, Brown and
Stayman’s (1992) meta-analysis of 47 independent samples reported in 43 articles
provided further support for the dual mediation model. They suggested that there is a
significant relationship between brand cognition and brand attitude. It is worth noting that
this relationship is important in understanding the indirect effect of ad attitude.

However, the dual mediation model not only misses some key variables such as
ad affect and confidence in evaluating a brand, but also does not include competition.
Evidence has shown that ad affect plays an important role in the formation of Aad (Edell
and Burke 1987; Homer 1990; Mitchell 1986; Mitchell and Olson 1981). In addition,
some studies have demonstrated that consumers’ brand cognitions significantly influence
their confidence in that brand, which finally impact their purchase intentions toward the
same brand (Laroche and Sadokierski 1994; Laroche, Kim and Zhou 1996). Moreover,
any advertisement does not exist in a vacuum. Other competing ads and brands may

affect consumers’ ad and brand information processing and purchase decision-making.

2.1.5 Maclnnis and Jaworski’s integrative framework

Maclnnis and Jaworski (1989) developed an integrative framework of information
processing from advertisements. This framework proposes six levels of brand processing
which occur in response to advertisements. The six processing operations are: feature

analysis, basic categorization, meaning analysis, information integration, role-taking and
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constructive process. Each level of processing has a representative operation associated
with it.

Level one is associated with simple feature analysis of ad information. The
recipients do not process brand-relevant information. They may either process the gross
features of the ad or identify salient ad cues. This process is limited to the recognition of
advertising message stimuli and the automatic activation of their habitual associates
(Baker and Lutz 1988).

Level two occurs when consumers combine features (e.g., voices and beat)
associated with a specific cue (e.g., music) within the ad to perform a categorization
judgment and assign a semantic label (e.g., Beatles song).

Level three refers to the interpretation of salient ad cues to “derive some basic
understanding of the message” (Maclnnis and Jaworski 1989, p.6). The recipients are
still focusing on ad cues. The processing still requires only minimal cognitive effort and
the recipients are using ad cues only for a superficial processing. At this time, advertising
messages are interpreted at an absolute level based on category knowledge in memory.
The important feature in this level is that consumers use simple non-analytical inference
to derive credibility responses (Alba and Hutchison 1987).

Level four is where information integration takes place. Consumers focus on and
search for salient and nonsalient ad cues perceived as message relevant. While consumers
integrate these salient and nonsalient ad elements, their cognitive responses may reflect
the formation of inferences (e.g., coherence inferences, deductive inferences or causal
inference). Moreover, they use stored product knowledge to evaluate the importance,

persuasiveness or relevance of the attended information. In short, consumers allocate
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sufficient resources to integrate ad cues in this level and engage in a “bottom-up analysis
of specific points/cues contained within the ad” (Maclnnis and Jaworski 1989, p.12).

Level five involves empathy-based persuasion where consumers take the role of
the ad’s protagonist and vicariously experience the ad events. Largely informational ads
with few or absent emotion-laden cues are unlikely to elicit a role taking operation.
Consumers’ attitudes are formed and affected by vicariously experiencing emotions at
this level.

Level six is thought to happen when the individual embellishes presented brand
information in the ad and mentally constructs product attributes, benefits, uses, or usage
situations not presented in the ad. At this level, individuals may combine prior knowledge
with presented information to consider or imagine the potential product uses.

Therefore, Maclnnis and Jaworski’s integrative framework reveals that the level
of processing can be assessed by looking at the types of thoughts generated in response to
an ad. Level 1 and 2 are depicted as non-brand processing while level 3 and 4 are
depicted as brand information processing. Level 5 and 6 are depicted as high-level types
of processing. Processing at these high levels should yield more durable cognitive and
attitudinal effects. It is here that consumers make relative judgements and comparative

brand evaluations (Baker and Lutz 1988).

2.1.6 Laroche’s competitive vulnerability model

Laroche, Bergier and McGown (1980) first developed the multiple-brand model
of intentions. This model was also renamed the competitive vulnerability model by
Howard (1989, p. 183-189; 1994, p. 308-314). The model posits that consumers’

intentions are formed based on the distribution of their attitudes toward different brands.
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Their intentions toward a focal brand not only depend on their attitudes toward the focal
brand, but also depend on their attitudes toward the competing brands in the
consideration set. This is contrary to the traditional models, which assume that
consumers’ intentions are based on a single attitude measure, and that their intentions
toward a focal brand are only determined by their attitudes toward the same brand. Using
data on Coke and Pepsi, Laroche et al (1980) tested the single-brand and multiple-brand
models and concluded that the two different models resulted in dramatic differences in
prediction of the choice between Coke and Pepsi. The multiple-brand model explained a
larger percentage of variances of intentions.

Much later, the competitive vulnerability model was tested numerous times either
with a large number of brands using multiple regression analysis (Laroche and Brisoux
1981 and 1989) or with a small number of brands using structural equations modeling
(Laroche, Hui and Zhou 1994; Laroche, Kim and Zhou 1995). The findings from these
studies demonstrated that competitive effects exist, and thereby form the basis for the
competitive vulnerability model.

Furthermore, Laroche and Sadokierski (1994) incorporated confidence in a multi-
brand model of intentions. They examined the relationships among three key constructs:
global measures of attitudes, the distribution of attitudes in the consumer’s evoked set,
and confidence in one’s own judgment. The results of an empirical study using data on
the selection process for an investment firm among a homogeneous group of high-income
individuals, confirmed that attitudes and confidence significantly explain intention to
select an investment firm. In addition, Laroche and his colleagues (Laroche, Kim and

Zhou 1996) provided a more complete understanding of the determinants of intention
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formation by extending Laroche and Sadokierski’s model, which incorporates confidence
(Figure 2.3). It not only examined the influence of brand familiarity on confidence in
brand evaluation as well as the relationship between brand familiarity and brand attitude,
but also tested the effect of one’s confidence in brand evaluations on intention to buy the
brand. The findings suggested that consumers’ brand familiarities or experiences with a
focal brand influence their confidence in evaluating the focal brand. These consumers’
attitudes to and confidence in the focal brand in turn positively affect their purchase
intention toward the same brand while their attitudes toward the competing brands
negatively impact their intention to buy the focal brand. Thus, confidence is one of the
key competitive determinants of purchase intention.

In sum, evidence shows that the competitive effects underlying the brand
cognition or familiarity-attitude relationship, the brand cognition or familiarity-
confidence relationship, and attitude/confidence-intention relationship, exist in the
consumer brand choice process. The effects of one brand on another cannot simply be
captured by just a comparison of consumers’ belief, or attitude or intention scores. This is
contrary to Dabholkar’s conceptual model (1994), which assumes that brand comparisons
are done only in one of four levels: consumers’ beliefs, expectancy-value components,
attitudes or intentions. In fact, consumer brand choice process is a sequential process

(Laroche 2002; Laroche and Teng 2001).
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2.2 Role of culture in consumer behavior and advertising

2.2.1 Consumer behavior and advertising

Evidence has shown that advertising is sometimes welcomed by consumers and is
perceived as useful and informative in their purchase decision-making processes (Engel,
Blackwell and Miniard 1995; Wright and Barbour 1975). Advertising plays an important
role in consumers’ initial learning about products, since it is not only plentiful and
repetitive (Wright and Barbour 1975), but also available at virtually no cost to consumers
(Wernerfelt 1996).

The important goal of advertising is to change consumers’ attitudes in a direction
more favorable to the advertised brand. In turn, this change in attitude influences
consumers’ purchase decision-making. Numerous studies have demonstrated that attitude
toward the brand (Ab) is affected by brand related beliefs and attitude toward the ad
(Aad) (Gardner 1985; MacKenzie and Lutz 1989; MacKenzie and Lutz and Belch 1986;
Mitchell and Olson 1981).

Marketing practitioners make considerable use of advertising to create a favorable
attitude toward their brands. Several studies have shown that advertised brands are sought
out more than non-advertised brands (Hoch and Ha 1986). The reason could be that
advertising encourages search for advertised brands by creating favorable Ab, since Ab is
an indicator of brand utility (Simonson, Huber and Payne 1988). If one brand has a much
higher utility value than other competing brands, search for further information on this
brand will be less, because further information will be less likely to impact utility ranking

and purchase choice (Meyer 1982).
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Moreover, information search effort depends on a consumer’s motivation and
ability to search for information. Bettman (1979) defined motivation as a desire to expend
effort on a task. Several variables such as a consumer’s need for cognition, product
involvement, purchase involvement, or attitude toward shopping play a role in
information search (Beatty and Smith 1987). Ability to process information refers to the
perceived cognitive capability for searching and processing information. It also includes
knowledge of source of information and knowledge of procedures for searching (Brucks
1985). An individual’s prior knowledge is a key factor that significantly determines
her/his ability to search for and evaluate information (Johnson and Russo 1984).
According to previous studies, consumers may have knowledge about product category
and brand. Product category knowledge refers to knowledge of product terminology,
product relevant attributes and usage information, as well as decision-making processes
(Engel, Blackwell and Miniard 1993 & 1995). In addition, brand knowledge means
knowledge of brand specific facts such as brand names, features possessed, performance
and so on. Evidence has shown that there is a positive relationship between product
category knowledge and search (Brucks 1985), whereas a negative relationship exists
between brand knowledge and search (Beatty and Smith 1987). Generally speaking,
consumers search less on some brands of one product category if they already possess
relevant information about these brands. However, in a situation in which consumers
possess little brand knowledge, I would expect consumers’ search behavior would be
primarily dominated by product category knowledge.

A particularly useful framework for understanding how consumers process

information from advertising and the consequent attitudinal responses to the ad and the
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brand in the ad is provided by the elaboration likelihood model (ELM) put forth by Petty
and Cacioppo (1986). Based on the ELM, MacKenzie, Lutz, and Belch (1986) developed
the widely used dual mediation model, which describes the relationships among ad
cognitions (Ca), Aad, Cb, Ab and purchase intention (PI). The empirical results indicated
that advertising significantly influences consumer purchase behavior.

Therefore, any marketer would want all consumers to (1) include her/his brand in
their search and consideration set, (2) include or exclude certain other competing brands
in their search and consideration set, (3) focus on and evaluate attributes more favorable
to her/his brand, and (4) purchase her/his brand. Marketing practitioners are also
interested in affecting consumers’ advertising evaluations in order to benefit their own

brands with a view to increasing their sales potential.

2.2.2 Culture influence on consumer behavior and advertising

Kluckhohn and Kelly (1945) defined culture as “a historically derived system of
explicit and implicit designs for living which tend to be shared by all or specifically
designated members of a group (p.97).” Hirsch, Kett and Trefil (1988) proposed a more
popularly accepted definition of culture, although it is possibly inappropriate. They
defined culture as “the sum of attitudes, customs, and beliefs that distinguishes one group
of people from another. Culture is transmitted, through language, material objects, ritual,
institutions, and art, from one generation to the next (p.396).” Obviously, this definition
specifies aspects of society that may be used to differentiate one culture from another.
Moreover, culture includes the physical, political and economic aspects of the
environment. Changes in environment may require changes in other areas of culture. For

example, Chinese culture is presently evolving dramatically, largely due to environmental
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changes (Bond 1991). China is a developing country, but dramatic changes have taken
place there since 1978 (LaTour and Henthorne 1990). Due to these changes within the
cultural/economic environment, Chinese consumers’ purchasing power has rapidly
increased along with fast economic growth (Li 1996). Chinese consumers are also
becoming very knowledgeable regarding a variety of products. Comparatively, North
American culture is also evolving at a rate previously unseen as dramatic advances in
technology and communication change the way one sees the world.

Within a culture, people tend to share certain values that are considered as the
governing ideas and guiding principles for thought and action, and these values are
powerful forces in shaping consumers’ motivations, life-styles, and product choices
(Cheng 1994). It is important to note that in some cultures, people describe themselves as
individuals, whereas in other cultures, people identify themselves as part of a group or
collective social norm. This distinction among cultures is the individualism-collectivism
dimension (Gudykunst 1997; Hofstede 1980; Hui and Triandis 1986; Triandis 1995). The
individualism and collectivism construct is fundamental to analyzing the norms and rules
underpinning different cultures (Hsu 1981). It is also a key variable in understanding
differences between cultures from a variety of different psychological and social aspects
(Hsu 1981).

Numerous studies have shown that the Chinese are collectivistic whereas North
Americans are individualistic (Hofstede 1980 and Hui 1988). Chinese revere the past and
the family whereas North Americans favor the individual over the family. Members of
collectivist societies are more focused on the in-group and its needs, goals and interests

than on those of the individualist. However, members of individualist societies are more
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centered on their own needs, goals and interests. In addition, since individualists and
collectivists differ, they attach different weights to different attributes of a particular
object or phenomenon (Bond 1991). Collectivists attach stronger weight to attributes
(e.g., an emphasis on family/group and respect for elders) that are more influential in
affecting the groups’ benefits, whereas individualists attach weight to attributes (e.g., an
emphasis on independence and self-achievement) that are important in reflecting personal
benefits (Bond 1991).

In addition, individuals from individualistic cultures normally tend to be biased
toward “private” self with greater frequency, so their behavior tends to be governed by
the “private” self-elements (e.g., self-sufficiency and self-achievement). In contrast, the
behavior of the subjects from collectivistic cultures is governed by “collective” elements
(e.g., family and group), since they tend to have a bias toward the “collective” self.
Moreover, Snyder (1992) has shown that individuals develop their self-theory to achieve
a sense of uniqueness vis-a-vis other members of their society. This unique motivation
appears to hold more in individualistic societies than in collectivistic ones (Markus and
Kitayama 1991). In other words, individuals from individualistic cultures have a greater
motivation of uniqueness than individuals from collectivistic cultures. These differences
may have important implications for consumer brand choice decision-making. Therefore,
cultures differ in consumers’ values, norms, perceptions and these differences may be
reflected in consumer brand choice behavior.

There is evidence to support the proposition that culture greatly impacts consumer
behavior from both an applied perspective (Chiu, Tsang and Yang 1988; LaTour and

Henthorne 1990; Vinson, Scott and Lamont 1977) and a theoretical perspective
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(McCracken 1990; McDonald 1995). Research has shown that social concerns are very
important when it comes to products for collectivists. For example, family considerations
and their opinions are socially concerned when Chinese consider buying certain products.
Chinese often place high importance on what family members think about the purchase
and use of some items. Based on their study in a shopping mall choice, Stoltman, Gentry
and Anglin (1991) showed that individual differences, cultural and sub-cultural
influences contribute to consumers’ purchase behavior. Fishbein and Ajzen (1980) also
argued that an individual’s intention to act is highly related to perform a particular action
given the situation. In addition, research has suggested that Chinese are very open with
their family members who are strongly connected to subjective norms concerning the
advice and approval of purchase decisions from them. Family members are involved in
purchase decisions and ‘family’ is strongly rooted in Chinese culture. However, North
Americans emphasize the importance of individualism and self-expression in their
purchase. Empirical studies have also found that with different cultural backgrounds,
consumers tend to have different need recognition, information search processes, product
and alternative evaluations as well as purchase behavior (Andrew, Lysonski and
Durvasula 1991; Tse, Belk and Zhou 1989; Zandpour, Chang and Catalano 1992).
Cultural factors influence individuals’ responses to the contents of particular ads (Tse,
Belk and Zhou 1989), consumers’ attitudes toward advertisements and the promoted
products in the ads (Andrew, Lysonski and Durvasula 1991). It seems obvious that
culture’s effects have penetrated into almost every part of individual behavior.

The function of culture in consumer behavior has also been studied from the

theoretical perspective. For example, Engel, Blackwell and Miniard (1993) proposed a
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model of consumer behavior. In this model, there are two groups of variables:
environmental influences and individual differences, which influence consumer decision
processes. Among the environmental variables, however, culture is listed first, followed
by social class, personal influences, family, and situation (Engel, Blackwell and Miniard
1993). Culture impacts consumer decision-making process along with the four
environmental variables. It is expected that recognition for a given brand, especially in
terms of brand awareness and need, may vary greatly in differing cultural environments.
Further, the alternatives that are identified, as well as their evaluations, are likely to differ
for dissimilar cultures. In turn, purchase intention evaluations of particular brands may
also reflect strong cultural preferences.

Furthermore, evidence has also shown the role of culture in advertising.
Advertising is considered as a form of social communication that reflects the cultural
values of a society (Andrews, Lysonski and Durvasula 1991; Khairullah 1995). Cultural
values and characteristics are embedded in advertisements where audiences can find
similarity between themselves and the characters in the advertisements. Therefore,
culture impacts how consumers perceive, process and accept advertising messages
(Khairullah 1995).

Indeed, scholars began to be interested in the need for relating advertising to
culture three decades ago. Singh and Hung (1962) found that American print-media
advertisements could not be effective in India, as their appeal runs counter to indigenous
cultural values. Lenormand (1964) also demonstrated that standardized advertising is
impossible in Europe, because insurmountable cultural barriers hamstring European

countries. Since the 1970s, many analytical studies have been devoted to the cultural
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values manifest in advertising. For instance, Pollay (1983) developed a coding
framework in his seminal research to measure cultural values in advertising. Several
cross-cultural studies have also focused on the comparison of Eastern and Western
cultural effects on advertising. Mueller (1987) found that cultural appeals used in
Japanese and American magazine advertisements tend to differ significantly. More
recently, there has been increasing scholarly interest in the effects of different advertising
appeals in China and the United States. For example, Zhang and Gelb (1996) focused on
the match between values expressed in advertising and values in each of Chinese and
American cultures, and found that culturally congruent appeals are more effective in
general.

As discussed before, individuals in North America prefer an independent
relationship one with another and individual goals take precedence over group goals.
Conversely, people in China prefer interdependent relationships with each other within a
collectivity and group goals take precedence over individual goals. In other words, North
Americans focus on individual benefits while Chinese pay attention to group benefits.
Such cultural values are considered not only as the governing ideas and directing
principles for thoughts and actions in a given society (Srikandath 1991), but also as a
powerful force to shape consumers’ life styles, motivations and product choices (Tse,
Belk and Zhou 1989). Particularly, the cultural values are embedded in advertising and
used by advertisers to communicate how their products will meet customer needs and
wants (Arens and Bovee 1994). Obviously, cultural values affect advertising design, and
advertising also needs to reflect the cultural differences. Researchers have suggested that

cultural values are the core of advertising messages. The typical advertisements endorse,
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glamorize and inevitably reinforce the cultural values. Culture and advertising impact
each other (Pollay and Gallagher 1990). Thus, understanding cultural differences should
be regarded as a prerequisite for successful international advertising.

A few researchers have addressed comparative research to understand how culture
influences consumer behavior and advertising in different countries, but they do not offer
any insight into what components, which may reflect cultural values and norms, influence
consumer attitudes and purchase behaviors. In addition, little research has been done to
understand how consumers process advertising information and evaluate the advertised
brand, as well as make a brand choice in a competitive environment in different

countries.

2.3 Summary

Based on the literature on advertising information processing and consumer brand
choice behavior, this chapter discussed six models on consumer brand choice processes.
The findings from this review indicate that each of these models cannot correctly
describe the effects of advertising on consumers’ attitudes and behaviors. For example,
the dual mediation model fails to take ad affect and confidence in evaluating a brand into
account, and it does not include competition. The competitive vulnerability model
includes competition, but it lacks the fundamental constructs such as ad cognition and ad
affect. Furthermore, all these models were developed in North America. My review has
shown that culture affects how consumers process and accept advertising messages and in
turn influences consumers’ purchase intentions. In order to improve the validity of the six
models, they should be examined across cultures, since culture influences advertising and

consume purchase behavior.
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Chapter Three

Research Framework and Hypotheses

Usually a key goal of an ad is to change consumers’ attitudes in a direction more
favorable to the brand in the ad. Various studies have demonstrated the widely accepted
dual mediation model, which supports that attitude toward the ad (Aad) not only directly
influences attitude toward the brand (Ab), but also indirectly affects Ab through brand
cognitions (Cb). Ab, in turn, determines purchase intention toward that brand (Brown and
Stayman 1992; Gardner 1985; MacKenzie and Lutz 1989; MacKenzie, Lutz, and Belch
1986). On the other hand, numerous researchers have supported Laroche’s competitive
vulnerability model (Laroche and Brisoux 1989; Laroche, Kim and Zhou 1995 & 1996;
Laroche and Sadokierski 1994; Laroche 2002; Laroche and Teng 2001). The model
suggests that one consumer’s cognitive evaluations of a particular brand and other brands
not only influence her/his attitudes toward the focal brand and competing brands, but also
impact her/his confidence in evaluating the focal brand and competing brands within a
consideration set. Consequently, both her/his brand attitudes and confidence determine
her/his purchase intentions of the focal brand and competing brands. Obviously, the dual
mediation model neglects the competitive effects of competing brands in other ads on a
particular advertised brand while Laroche’s model lacks the links of ad cognition (Cad)
and ad affect (AFFad). By integrating the dual mediation model and the competitive

vulnerability model, I propose a comprehensive consumer brand choice model, which is
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named as an extended competitive vulnerability model. It provides a comprehensive
understanding of the effects of competing ads and brands on a focal ad and brand on
consumers’ ad cognitive and affective reactions, ad attitudes, brand cognitions, brand
attitudes, and confidence in evaluating a brand as well as purchase intentions toward a
brand. Competitive effects among these constructs are taken into account simultaneously
within a single conceptual framework. Furthermore, the extended competitive
vulnerability model is extended to a multicultural setting (e.g., North American and
Chinese cultures) to examine whether the proposed consumer brand choice model is
invariant across North American and Chinese cultures. From a cross-cultural perspective,
therefore, this chapter also addresses the interaction effects of culture-laden advertising
appeals, argument strengths and culture-laden pictures on consumer attitudes, and
purchase intentions in a competitive environment. In short, the proposed model can
comprehensively explain the effects of advertising on consumers’ attitudes, and purchase

behavior, in a multiple-ad and multiple-brand environment.

3.1 An extended competitive vulnerability model

The primary goal of this section is to offer detailed descriptions and explanations
about the extended competitive vulnerability model, which is shown in Figure 3.1. This
model depicts the consumer brand choice process within which a particular brand in a
focal ad and the competing brand in the second ad, are expected to interact and compete
with each other to influence consumers’ attitudes and purchase behavior. In order to
simplify the proposed model, the Figure 4.1 only shows the competitive effects of the
competing ad and brand on the focal ad and brand. This model is applicable into a

multiple-ad and multiple-brand environment.
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The terms used in the extended competitive vulnerability model are defined as

follows:

1.

Focal ad: In the study, one of the selected ads is taken as a focal ad and others are
considered as competing ads.

Focal brand: It refers to a brand in the focal ad. Similarly, brands in the competing
ads are viewed as competing brands. Any brand advertising could take different
forms to enhance Aad and Ab in order to attract consumers to choose the advertised
brand.

Cognition toward the focal ad: This refers to consumers’ cognitive responses about

the focal ad.

Affect toward the focal ad: This refers to consumers’ affective responses about the

focal ad.

Attitude toward the focal ad: This pertains to consumers’ evaluations of the focal ad

after exposure to the ad.

Cognition toward the focal brand: This refers to consumers’ beliefs about the focal

brand in the focal ad.

Attitude toward the focal brand: This refers to consumers’ evaluations of the focal

brand in the focal ad.

Confidence in evaluating the focal brand: This indicates consumers’ level of self-trust

in evaluating the focal brand in the focal ad.

Purchase intention toward the focal brand: This refers to the likelihood of buying the

focal brand in the focal ad.
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According to Figure 3.1, the extended competitive vulnerability model attempts to

describe the effects of advertising on consumer brand choice in a multiple-ad and

multiple-brand environment. The consumers’ brand choice decision involves several

steps:

(D).

).

3)-

4).

).

6).

Consumers are exposed to several ads and assess ad information and messages to
form cognitive and affective reactions with respect to a focal ad (Cad and
AFFad);

They evaluate their cognitive and affective responses toward the focal ad to form
attitude toward that ad (Aad), while considering the cognitive and affective effects
of other competitive ads;

They assess their attitude toward the focal ad to form cognitions toward the brand
(Cb) in the focal ad while considering the Aad effects of other competitive ads;
They evaluate their cognitions toward the focal brand in the focal ad, and attitude
toward that ad, to form attitude toward that brand (Ab), while considering the Aad
effects of other competitive ads and Cb effects of other competitive brands in
other competitive ads. Similarly, they assess their cognitions toward the focal
brand in the focal ad to form confidence in evaluating that brand (CONb) while
considering the Cb effects of other competitive brands in other competitive ads;
They develop a consideration set of brands in ads, among which the choice
process will be pursued further;

They assess their attitude to and confidence in evaluating the focal brand in the
focal ad to form purchase intention (PI) toward that brand while considering the

Ab and COND effects of other competitive brands within the consideration set.
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Overall, each process of consumer brand choice involves the same sequence in
which ad cognition and affects (Cad and AFFad) are formed first, followed in order by
Aad, Cb, Ab and CONb and PL. It is a sequential process. Each factor influences another
in two different ways. For example, cognitions of a particular ad may result in an interest
to further evaluate the particular ad. This in turn creates a favorable attitude toward the
focal ad. Second, cognitions of a particular ad may also lead consumers to think about
competing ads, and to form evaluative attitudes toward each competing ad. Different
brands in different ads are treated in an evaluative and comparative frame of reference
before a choice is made.

More detailed explanations on the extended competitive vulnerability model are

as follows:

3.1.1 Competitive Cad and AFFad effects on Aad

Attitudes are important to advertisers, since they determine how consumers
evaluate different brands in a product category, and then choose a particular brand. Some
research has tried to focus on better understanding the antecedents of Aad (Homer 1990;
Lutz, MacKenzie, Belch 1983; MacKenzie and Lutz 1989; MacKenzie, Lutz, and Belch
1986). Based on Petty and Cacioppo’s (1981) Elaboration Likelihood Model, Lutz,
MacKenzie, and Belch (1983) developed a conceptual model depicting a number of
determinants of Aad, including both central and peripheral antecedents, which are two
basic routes to change attitudes. The central route to process message information
persuasion refers to attitude change due to recipients’ actively thinking about the content
of the persuasive message. The thoughts about the ad’s characteristics itself (e.g., the

contents of the ad copy, the headline, the creative platform, the ad images and so on)
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during ad exposure are viewed as cognitive responses, which determine Aad formation
(Edell and Burke 1987). In contrast, the peripheral route reflects attitude change
stemming from ancillary aspects of a persuasive message. Feelings elicited during ad
exposure, or affective responses, also influence Aad and the brand being advertised. For
example, Yi (1990) found that ad context can induce feelings among ad recipients, which,
in turn, influence Aad, as affectively priming subjects (via a magazine article that induces
positive or negative feelings) significantly affect Aad.

The role of cognitive and affective effects on Aad directly, and on Ab indirectly,
through Aad is well established in the literature. Numerous studies have stated that an ad
context can influence ad and brand evaluations (Burke and Edell 1989; Hastak and Olson
1989; Keller 1991; Singh and Churchill 1987; Yi 1990). For example, the advertising
context can activate certain salient attributes of a brand to readers, and direct their
interpretations of the product information in the ad. In turn, these interpretations may lead
to form or change their beliefs about the advertised brand, as well as impact their brand
evaluations (Mitchell and Olson 1981). Yi (1990) also found that priming a certain
attribute increases the likelihood that this attribute will be more likely used in processing
product information, and will finally influence advertising effectiveness and evaluations
of the ad. This is referred to as the effect of cognitive responses. The cognitive responses
are a result of the conscious processing of specific execution elements in an ad (e.g.,
perception of execution, copy, presentation style and so on) and “the thoughts and ideas
evoked by persuasive message” (Shavitt and Brock 1986 p.150). The formation of

cognitive responses reflects an important mediating process leading to attitude changes.

34



In addition, the advertising context can also generate, and induce, a reader’s
overall affective reactions. When induction occurs, the affect can be transferred to her/his
attitude toward the ad, which subsequently may impact her/his brand evaluations
(MacKenzie, Lutz, and Belch 1986). Affective responses play an important role on the
advertising context, since feelings my not only be triggered very quickly (Zajonc 1980),
but may also settle to influence subsequent processing (Gardner 1985). As Lutz (1985)
suggested, the determinants of Aad are not all cognitively based responses to an ad. Other
Aad determinants such as the moods elicited by the ad are simply the individuals’
affective state at the exposure to the ad. Holbrook and Batra (1986) found that emotional
responses directly influence Aad and, indirectly impact Ab through Aad. Goldberg and
Gorn (1987) demonstrated that mood evoked by a television program carried over to the
subject’s felt mood while he/she watched the commercial. The subject’s evaluations
toward the commercial were impacted by the nature of the program. Therefore, the happy
program generated greater ad effectiveness and more positive responses while the sad
program induced negative responses. Edell and Burke (1987) have also shown that
feelings induced during ad exposure are important predictors of Aad and Ab, and that
Aad mediates the effects of feelings on Ab. Moreover, research in psychology has also
found that affective reactions can be automatically primed by the mere presence of an
object, and that these affective reactions impact subsequent perceptions and evaluations
(Fazio 1986). Thus, affect induced by an ad may affect attitude toward the ad, and
thereby influence subsequent evaluations of the advertised brand. I call this an effect of
affective response. The affective response is seen as those emotional reactions (e.g., love,

happiness, sorrow and so on) which occur with little or no conscious processing of
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specific adverting elements (Shimp 1981). Overall, the attribute-based cognitive
responses discussed earlier, as well as the affective responses generated by advertising
stimulus, have an influential role on the formation of Aad and on the subsequent
processing in the persuasion process.

I have discussed the distinction between cognitive and affective responses. Now,
the question is: what is the relationship between the two responses. Lutz (1985) indicated
that cognitive antecedents are perhaps direct determinants of affective responses to
advertising stimuli. Advertising may influence individual responses by inducing mood
states from an ad context. On the other hand, individuals who have good feelings may
readily generate positive associations toward processing more ad messages. Affect
induced by exposure to an ad may enhance the learning of affect-congruent message
arguments (Gardner 1985). Ad-induced affective responses impact brand attribute
evaluations. Likewise, Homer and Yoon (1992) found that direct and indirect
relationships between emotional responses and Aad exist. In other words, emotional
responses influence Aad directly and indirectly via Cad. Therefore, cognitive and
affective responses are distinct, but they are related and impact each other. For example,
an attractive picture in an ad may induce an individual’s good feelings reaction to the ad
as soon as s’he views it. With good feelings, the individual remembers and judges the
picture easily, and s/he is more likely motivated to process more ad information. In turn,
both cognitive and affective responses determine the ad evaluation. Burke and Edell
(1989) have also argued that the cognitive and affective responses intertwine to influence
Aad, and are not separate. However, the correlation between cognitive and affective

responses has not been examined in the previous research. Therefore, | hypothesize that:
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Hypothesis 1: Consumers’ cognitive responses and affective responses toward an

ad are correlated when they are exposed to the ad.

On the basis of the previous discussions, it is more likely that both cognitive, and
affective, responses toward an ad influence the evaluations of the same ad. However, any
ad does not exist in a vacuum, and it competes with other ads, so that one consumer’s
general perceptions of other ads may have negative effects on her/his attitude toward the
focal ad. Therefore, this paper extends the Cad/AFFad—Aad relationship to a choice
context. It is expected that one consumer’s Aad not only depends on her/his cognitive,
and affective, reactions toward a focal ad, but also on her/his cognitive and affective
responses of the competing ads. This leads to the hypothesis that:

Hypothesis 2: Consumers’ attitudes toward a focal ad (i,) are positively impacted

by both their cognitive evaluations of, and affective reactions to, the same ad (i)

while their attitudes toward a focal ad are negatively impacted by both their

cognitive evaluations of, and affective reactions to, competing ads (ja, ia#]a).

3.1.2 Competitive Aad effects on Cb

Aad refers to recipients’ cognitive and affective reactions to an ad itself (Yi 1990)
while Cb indicates recipients’ perceptions of the advertised brand in an ad (Lutz,
MacKenzie and Belch 1983). Numerous studies demonstrate that a favorable evaluative
Aad may result in favorable brand beliefs (Biehal, Stephens and Curlo 1992; Lutz,
MacKenzie and Belch 1983). For example, support arguing may result in a favorable Aad
and then increase the strength of existing beliefs of the brand in the ad. However,
counter-arguing with an ad that processes a specific attribute is likely to decrease one’s

Aad and ,in turn, reduce her/his strength of beliefs toward the advertised brand. Thus,
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Aad mediates the effect of ad content on change in Cb. Research (Yi 1990) also indicates
that affective reactions to an ad might influence affective reactions to the advertised
brand. Positive or negative feelings associated with an ad may become associated with
the advertised brand in the ad. Furthermore, MacKenzie, Lutz, and Belch (1986) explain
the influence of Aad on brand cognitions as follows (p.132):

“...the Aad — Cb linkage represents the notion of ad affect as one of a general

class of persuasion ‘“cues” (Fishbein and Ajzen 1975) that can enhance or

diminish the acceptance of message content. It is worthwhile to note that the

DMH, by its inclusion of the Aad — Cb link, departs from the ELM posited by

Petty and Cacioppo (1981). ...”

In addition, MacKenzie, Lutz, and Belch (1986) argue that as ad message
involvement decreases and ad execution involvement increases, the influence of Aad on
Cb should increase due to the documented effects of peripheral cues on object
perceptions. Brown and Stayman (1992) confirm that the Aad-Cb link is robust across a
majority of studies. Aad influences Ab both directly, and indirectly, by means of Cb. The
underlying rationale is that an individual’s overall reactions to an ad impact her/his
propensity to accept the ad message content (Coulter and Punj 1999). This seems to be
the more popular view that a positive (negative) Aad may yield more (less) favorable Cb
(MacKenzie, Lutz, and Belch 1986). Incorporating competitive effects into consumer
brand choice process, and in consistent with extant theory in the dual mediation model, I

thus hypothesize that:
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Hypothesis 3: Consumers’ brand cognitions toward a focal brand (ip) in the focal
ad (i,) are positively impacted by their attitudes toward the same ad (ia, 1a#ip),
while their brand cognitions toward a focal brand are negatively impacted by their

attitudes toward the competing ads (ja, 1%]a)-

3.1.3 Competitive Aad and Cb effects on Ab

Ajzen (1993) argue that most contemporary social psychologists prefer the
cognitive approach to attitude formation. They believe that attitudes develop from the
beliefs that people hold about an object. The object is associated with certain attributes
and characteristics. A positive or negative valence is assigned to each attribute, and all
attributes are accumulated to form the attitude. However, only the salient and important
attributes can come to an individual’s mind to influence her/his formation of attitude
toward the object. Therefore, for exposure to an ad, an individual’s cognitive
evaluations, such as beliefs toward the brand in the ad, determine her/his attitude toward
the same brand. Although some studies argue that brand cognitions might not have a
significant effect on brand attitudes (MacKenzie and Lutz 1989), the meta-analysis of
Brown and Stayman suggested that ad attitudes have substantial, and significant,
influence on brand attitudes via brand cognitions. In other words, the results of their
meta-analytic study support the idea that brand cognitions significantly affect brand
attitudes. For example, consumers considering buying a new car often scrutinize car ads
to determine which features various models have. A comfortable perception of the
attributes of the brand in a car ad may result in a favorable attitude toward the advertised

car.
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In addition, the consumers’ prior beliefs of other competing cars may also
simultaneously influence their attitude toward the particular car in the current car ad. This
is one reason why experienced consumers are more likely to use their prior experience
about the main attributes of different brands to discriminate a particular brand from other
brands. One consumer’s attitude toward a particular brand not only depends on her/his
cognitive evaluations of the braﬁd, but also depends on her/his perceptions of the
competing brands within the choice set. Numerous studies provide strong evidence to
support this contention. For example, Woodside and Clokey (1974) propose that one
consumer’s beliefs toward competing brands partially impact her/his attitude toward a
focal brand and in turn determine her/his intention to buy this brand. Other researchers
(Laroche, Kim and Zhou 1996) also argue that Cb could affect consumer behavior in two
different ways. First, it may create a favorable attitude toward the focal brand while
resulting in unfavorable attitude toward the competing brands. Second, it may increase
consumers’ confidence in evaluating the focal brand, while decreasing consumers’
confidence in evaluating the competing brands (later, the author will discuss how Cb
influences confidence toward a focal brand within a consideration set). Particularly,
Laroche and his colleagues examine the influence of competitive brands on attitude
formation (Laroche and Teng 2001; Laroche, Kim and Zhou 1996; Laroche, Hui and
Zhou 1994). Findings from their empirical studies show that an individual’s cognitive
evaluations of a particular brand and other brands determine her/his attitude toward the
focal brand. Howéver, the influence of the focal brand cognitive evaluations on attitude

toward the same brand is positive while that of the competing brands is negative.
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Moreover, the dual mediation model proposes that attitude toward an ad has a
direct and indirect influence on brand attitude (MacKenzie, Lutz and Belch 1986). In the
study of meta-analysis, Brown and Stayman (1992) also conclude that a significant
relationship between Aad and Ab exists. Aad has practical implications for marketers and
advertisers interested in designing and pretesting advertisements. Consumers’ affective
reactions to an ad may inspire their affective reactions to the brand in the ad, since a
likable ad may create a favorable impression on consumers, which in turn may give the
advertised brand a competitive edge in the market. A favorable attitude toward an ad
often leads to a favorable evaluation of the brand in the ad. Furthermore, a strong
positive attitude toward an advertisement might turn into brand preference, consciousness
and loyalty (Russell and Lane, 1993). However, any ad competes with other ads in the
markets, so one consumer’s generally positive responses to other ads may have a negative
influence on her/his attitude toward the advertised brand in the particular ad. Therefore,
this paper extends the Aad-Ab relationship to a competitive environment. It is expected
that one consumer’s attitude toward a brand in an ad depends on her/his attitude toward
the same ad, and her/his attitudes toward other competing ads.

Overall, both Aad and Cb determine the formation of Ab. Taking the competitive
effects into account (Laroche and Teng 2001; Laroche, Kim and Zhou 1996; Laroche,
Hui and Zhou 1994) and remaining consistent with the literature (MacKenzie, Lutz and

Belch 1986; Brown and Stayman 1992), I therefore hypothesize that:
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Hypothesis 4: Consumers’ attitudes toward a focal brand (ip) in the focal ad (i,)
are positively impacted by both their attitudes toward the same ad (i,, i,#ip) and
brand cognitions toward the same brand (i,), while their attitudes toward a focal
brand are negatively impacted by both their attitudes toward the competing ads
(ja» ja#1a) and brand cognitions toward the competing brands (jp) in the competing

ads (ja, ja#jb and 1,#],) in the consideration set.
3.1.4 Competitive Cb effects on CONb

Howard (1989) defined confidence as “the buyer’s degree of certainty that his/her
evaluative judgment of the brand is correct (p. 34).” This definition suggests that
confidence not only pertains to the buyer’s overall belief in a particular brand, but also
involves the buyer’s ability to evaluate the attributes of the brand. Familiarity with the
brand increases the ability to efficiently comprehend and use the new information related
to the brand (Laroche, Kim and Zhou 1996; Urbany, Dickson and Wilkie 1989).
Consumers who know about the brands such as the attributes, the importance of such
attributes, and the performance of the brand on such attributes can discriminate these
brands easily and confidently in one product category. Some researchers have confirmed
that a consumer’s confidence in evaluating a particular brand is a function of her/his
familiarity with that brand (Laroche, Kim and Zhou 1996; Park and Lessig 1981). At low
levels of familiarity, consumers are not able to discriminate enough in their brand
choices. This can explain why experienced consumers may have prior knowledge about
the attributes of various brands and know which attributes are the most important in
choosing an appropriate brand successfully. As a result, they are more likely to purchase

a brand with a high degree of confidence in evaluating that brand. This may suggest that
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confidence reflects one’s conviction in her/his beliefs about a brand, since s/he should
have greater confidence in evaluating the brand when s/he receives better cognitions
toward the same brand. Therefore, I hypothesize:
Hypothesis 5: Consumers’ confidence in evaluating a focal brand (ip) in the focal
ad (i,) is positively impacted by their brand cognitions toward the same brand (i,
i,#1y), while their confidence in evaluating a focal brand is negatively impacted by
their brand cognitions toward the competing brands (jp) in the competing ads (ja,

ja#jb and 1,#],) in the consideration set.

3.1.5 Competitive Ab and COND effects on PI

A purchase intention is one type of judgment about how an individual intends to
buy a specific brand. Some variables such as considering and expecting buying a brand
measure purchase intention (Laroche, Kim and Zhou 1996; Laroche and Sadokierski
1994; MacKenzie, Lutz and Belch 1986). To form a purchase intention toward a focal
brand requires making explicit overall evaluations of all brands of the product category.
Even if there is only one brand, a purchase intention probably is formed with regard to it.

In the advertising literature, numerous studies demonstrate that attitude toward a
brand in an ad significantly impacts intentions to buy that brand (Brown and Stayman
1992; Homer 1990; MacKenzie, Lutz and Belch 1986). In the consumer choice behavior
literature, some researchers also indicate that there is a significant positive relationship
between brand attitude and intention (Abe and Tanaka 1989; Fishbein and Ajzen 1975).
Furthermore, Laroche and Brisoux (1989) propose a multi-brand model of intentions,
where different brands compete along their overall attitude evaluations in determining the

consumer’s intention to choose a specific brand. They classify the influence of attitude
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toward a focal brand on purchase intention toward the brand as a direct effect, and the
influences of attitude toward other brands on intention to buy that focal brand as a
competitive effect. The findings show that the direct effect positively impacts intention to
buy the focal brand, while the competitive effect negatively affects intention to purchase
that brand. Therefore, one consumer’s intention to buy a focal brand is determined not
only by her/his attitude toward the same brand, but also by her/his attitudes toward other
brands within the consideration set. More recently, several studies provide further
evidence to support this argument (Laroche, Hui and Zhou 1994; Laroche, Kim and Zhou
1996; Laroche and Teng 2001).

Moreover, evidence also indicates that confidence is one of the determinants of
purchase intentions, and plays a key role in predicting intentions to buy (Bennett and
Harrell 1975; Laroche, Kim and Zhou 1996; Laroche and Sadokierski 1994). For
example, Laroche and Sadokierski (1994) show that intentions to choose an investment
firm depend on confidence in their evaluations of the firm. Particularly, confidence in a
particular brand contributes much stronger effect on intentions than attitude toward the
same brand. More recently, Laroche, Kim and Zhou (1996) confirmed the relationship
between confidence and intention in the consumer brand selection process, as well as the
effects of competitive brands on intention to purchase a focal brand within this process.

Together, brand attitude and confidence contribute the formation of purchase
intention. They play an important role in predicting consumer intention behavior.

Therefore, the following hypothesis is developed:
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Hypothesis 6: Consumers’ purchase intentions toward a focal brand (ip) in the
focal ad (i,) are positively impacted by both their attitudes toward and confidence
in the same brand (iy, 1,#iy), While their purchase intentions toward a focal brand
are negatively impacted by both their attitudes toward and confidence in the
competing brands (j,) in the competing ads (ja, ja#j» and i5#ja) in the consideration

set.

3.2 Culture, advertising and competition

3.2.1 Measures of the proposed model across cultures

As I discussed in Chapter 2, there are differences and similarities between North
American and Chinese cultures. On the one hand, those cultural characteristics such as
cultural values and norms may lead to different modes that deal with consumer decision-
making (Radford et al. 1991). On the other hand, consumers’ beliefs, attitudes, and
intentions in decision-making processes may be expressed in a similar way in different
cultures (Mathur 1998). In addition, although some researchers argue that culture should
be considered as a key variable in consumer purchase behavior (Engel, Blackwell, and
Miniard 1989), relatively little research has been done in a cross-cultural advertising
context (Lin 2001). Therefore, another objective of this work is to extend the proposed
model to a multicultural setting across North American and Chinese consumers to look at
the generalizations of the framework and shed some light on the apparent disparity in the
cross-cultural decision making literature. This work first examines whether the items
comprising the extended competitive vulnerability model operate invariantly across

Chinese and North American consumers. I hypothesize that:
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Hypothesis 7: The measures of ad cognitions, ad affects, ad attitudes, brand
cognitions, brand attitudes, brand confidence in evaluating a brand and purchase
intentions in the consumers’ competitive brand choice process are similar across

North American and Chinese consumers.

3.2.2 Factorial structure of the proposed model across

cultures

Marketing research has dealt extensively with the effect of culture on behavior in
general and with behavioral differences across cultures. However, relatively little is
known about consumer brand choice process because the relations among Cad, AFFad,
Aad, Cb, Ab, CONDb and PI have not been examined across cultures or countries. Given
the importance of advertising as a cross-cultural marketing tool, testing the factors which
impact consumer attitudes and purchase behaviors, as well as examining their
relationships cross-culturally, is an important step in assessing the cultural values of ad
effectiveness. Relying on a wealth of knowledge regarding camera brands, North
American and Chinese consumers probably follow a very similar brand choice process.
If marketing universals exist (Dawar and Parker 1994), then the proposed extended
competitive vulnerability model should be independent of the consumers’ cultural
orientation. I therefore hypothesize that:

Hypothesis 8: The factorial structure of the consumers’ competitive brand choice

process is similar and the structural parameters are variant across North American

and Chinese consumers.

3.2.3 Advertising appeals and argument-based persuasions
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Berkman and Gilson (1987) define an advertising appeal as “the creative attempt
to motivate consumers toward some form of activity, or to influence attitudes toward a
product or service.” Some cross-cultural researchers have included advertising appeals in
their studies (Albers-Millen and Gelb 1996; Cheng 1994; Khairullah 1995; Lin 2001;
Mueller 1987; Zandpour, Chang and Catalano 1992; Zhang and Gelb 1996). Their
findings suggest that different cultures seem to emphasize different advertising appeals in
which cultural values, norms and characteristics are embedded. It is possible that
individualists differ from collectivists in their cognitive and affective responses to
advertising appeals, depending on which cultural values and interests these appeals
manifest. Research indicates that Western commercials commonly use appeals that
reflect individualism, independence, self-sufficiency and self-achievement (Zandpour,
Chang and Catalano 1992). Individualists evaluate an individualistic - laden advertising
appeal more favorably than collectivists. For example, the camera advertising with a
headline of “come and indulge in the joy of self-expression™ receives higher scores in
North American respondents (Zhang and Gelb 1996).

However, collectivism, harmony, oneness with nature and veneration for the
elderly dominate Chinese culture. Most prior studies of advertising in China have shown
that Chinese commercials generally and clearly reflect traditional Chinese cultural values
(e.g., an emphasis on family/group and respect for elders) in advertising content and
strategy (Zhang and Gelb 1996; Cheng 1994). If these cultural values and social norms
are embedded in an ad, the Chinese will evaluate this ad more emphatically than North
Americans will. For instance, the camera advertising with a headline of “share the

moments of joy and happiness with your friends and family” receives higher scores in
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Chinese respondents (Zhang and Gelb 1996). Therefore, capturing advertising appeals
may offer a window to understand how individualists and collectivists process ad
information differently. However, it should be noted that whereas the results cited above
are based on marketing and advertising literature, this study focuses on how a culture-
laden advertising appeal interacts with arguments / a culture-laden picture to influence
consumers’ attitude and purchase behavior in a multiple-ad and multiple-brand
environment.

Argument strength, or a viewer’s perception that a message’s arguments are
strongly or weakly relevant to forming a reasoned opinion, is central to the dual
mediation model in examining the persuasiveness of messages (MacKenzie, Lutz, and
Belch 1986; Petty and Cacioppo 1986). When elaboration is high, subjects discriminate
more between strong and weak message arguments. An ad containing strong message
arguments induces predominantly favorable cognitive responses to the ad and the
advertised brand. Conversely, an ad including weak message arguments elicits primarily
unfavorable cognitive responses about the advocacy (MacKenzie, Lutz, and Belch 1986;
Petty and Cacioppo 1986).

In today’s market, consumers are faced with numerous ads and advertised brands.
In order to make a choice decision, they have to differentiate one from another based on
ad information and brand characteristics. Similarities between ads and the advertised
brands may reduce the impact on consumers’ thoughts, feelings, and judgmental
consequences. For example, if the advertising appeals of two ads in one product category
share common “design” ideas such as considering recipients’ cultural values, social

norms and so on the recipients may make less use of the appeals to distinguish the two
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ads and their advertised brands. In this situation, the recipients are more likely to engage
in a more extensive search in order to discriminate between the two ads and brands.
Argument strength primarily determines recipients’ thoughts, consequent evaluations,
and judgments. However, when the advertising appeals of two ads in a product category
have different “design” ideas: one reflects collectivistic cultural values and the other
focuses on individual benefits, incorporating argument strength, may have either a
positive or a negative impact on consumer attitude and purchase behavior compared with
argument-based persuasion alone, depending on whether the consumer is individualist or
collectivist.

Furthermore, the goal of an ad is to change consumer attitudes to be direction
more favorable to its advertised brand. In turn, it influences consumer purchase of that
brand. However, consumer purchase intentions toward a focal brand in a focal ad not
only depend on their attitudes toward this brand, but also on their attitudes toward
competing brands in competing ads (Laroche 2002; Laroche, Kim and Zhou 1995 &
1996; Laroche and Teng 2001; Laroche, Takahashi, Kalamas and Teng 2003). Hence, a
focal ad with a culturally congruent appeal and strong arguments may have a greater
interaction effect on consumer attitude and purchase behavior when competing ads

contain culturally incongruent appeals. Consequently, I hypothesize that:

H9a: North American consumers will rate a focal ad, containing an individualistic
appeal and strong arguments, higher on AFFad, Cad, Aad, Cb, Ab, CONb and PI
when competing ads contain collectivistic appeals as compared to individualistic

appeals.
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H9b: North American consumers will rate a focal ad, containing a collectivistic
appeal and weak arguments, lower on AFFad, Cad, Aad, Cb, Ab, CONb and PI
when competing ads contain individualistic appeals as compared to collectivistic

appeals.

H9c¢: Chinese consumers will rate a focal ad, containing a collectivistic appeal
and strong arguments, higher on AFFad, Cad, Aad, Cb, Ab, CONb and PI when
competing ads contain individualistic appeals as compared to collectivistic

appeals.

H9d: Chinese consumers will rate a focal ad, containing an individualistic appeal
and weak arguments, lower on AFFad, Cad, Aad, Cb, Ab, CONb and PI when
competing ads contain collectivistic appeals as compared to individualistic

appeals.

3.2.4 Advertising appeals and picture-based persuasions

Pictures enhance the influence of ad persuasions (Miniard et al. 1991; Mitchell

1986). Evidence shows that pictures are more arresting and can presumably activate

visual and verbal message learning and processing by enhancing the remembering of

other semantic information (Childers and Houston 1984; MacKenzie, Lutz and Belch

1986; Miniard et al. 1991). In addition, some researchers posit that a picture is more

influential simply because it evokes affective responses (Mitchell 1986; Mitchell and
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Olson 1981). Affective responses play an important role in the persuasion process (Burke
and Edell 1989; Edell and Burke 1987; Holbrook and Batra 1987). Research also
demonstrates that an ad with an affect-laden picture may evoke affective responses that
are associated with the advertised brand. Use of this kind of picture in print advertising
can lead to favorable ad attitudes (Mitchell 1986) and brand attitudes (Dickson et al.
1986; Mitchell 1986; Mitchell and Olson 1981), and in turn influence purchase intents
(Miniard et al. 1991; Mitchell 1986). Therefore, ad-induced emotions may have a direct
effect on attitude formation (Edell and Burke 1987; Holbrook and Batra 1987). Positive
and negative affect-laden pictures can alter consumer attitude. Specifically, when a
congruent culture-laden picture is embedded in an ad, it may create more favorable ad
and brand evaluations, because the picture can elicit positive feelings.

However, little is known about the role of pictures expressing cultural values in
advertising. In this regard, a pertinent question may be: when a culture-laden picture
interacts with a culture-laden advertising appeal, how does it enhance consumer attitude
and purchase behavior? For example, a North American viewing an ad containing an
individualistic culture-laden picture may have more favorable responses, because the
picture identifies a culture which strikes a responsive chord with her/his ego and
individual cultural values. However, an ad including an individualistic culture-laden
advertising appeal with a collectivistic culture-laden picture may elicit unfavorable
responses, since the picture and appeal is are culturally congruent and the picture may
offset the responsive chord elicited by the appeal. As Miniard et al. (1991) argue, the
appropriateness is likely to generate positive cognitions and affects while

inappropriateness is likely to trigger negative cognitions and affects. Consumers’
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thoughts and feelings generated by the appropriateness of an advertising appeal and
picture may influence their attitudes and product evaluations. Thus, a culture-laden
picture and appeal are embedded in an ad, when both match the cultural values and norms
of the viewer, they may create greater favorable responses than each of them alone. More

specifically,

H10a: North American consumers will rate a focal ad, containing an
individualistic appeal and a picture expressing individualistic cultural values,

higher on AFFad, Cad, Aad, Cb, Ab, CONb and PI when competing ads contain

collectivistic appeals as compared to individualistic appeals.

H10b: North American consumers will rate a focal ad, containing a collectivistic
appeal and a picture expressing collectivistic cultural values, lower on AFFad,
Cad, Aad, Cb, Ab, CONb and PI when competing ads contain individualistic

appeals as compared to collectivistic appeals.

H10c: Chinese consumers will rate a focal ad, containing a collectivistic appeal
and a picture expressing collectivistic cultural values, higher on AFFad, Cad,
Aad, Cb, Ab, CONb and PI when competing ads contain individualistic appeals as

compared to collectivistic appeals.
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H10d: Chinese consumers will rate a focal ad, containing an individualistic
appeal and a picture expressing individualistic cultural values, lower on AFFad,
Cad, Aad, Cb, Ab, CONb and PI when competing ads contain collectivistic

appeals as compared to individualistic appeals.

3.3 Summary

This chapter completes the discussion of the extended competitive vulnerability
model and the research hypotheses emerging from it. To summarize, the model is
borrowed from the dual mediation model (MacKenzie, Lutz, and Belch 1986) and the
competitive model (Laroche, Kim and Zhou 1996; Laroche and Sadokierski 1994;
Laroche and Teng 2001). It posits that the consumer brand choice process within which
advertising for a focal brand is expected to influence consumers’ purchase of the focal
brand and competing brands in the competing ads. Consumers’ attitudes and purchase
behaviors are not only affected by their evaluations and judgments of the focal brand in
the focal ad, but also impacted by those of the competing brands in the competing ads.
Within the process, attitude toward the focal ad not only directly influences attitude
toward the focal brand in the focal ad and attitude toward the competing brands in
competing ads, but also indirectly affects these brand attitudes through cognitions of the
focal brand and competing brands. Simultaneously, brand cognitions also impact
confidence in evaluating the focal brand and competing brands. Consequently, both
attitudes toward and confidence in evaluating the focal brand and competing brands
determine purchase intentions of the focal brand and competing brands. The extended
competitive vulnerability model looks at the generalizations across North American and

Chinese consumers.
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In addition, both culture and advertising influence consumers’ behavior. Culture
impacts advertising while advertising reflects cultural values. Chinese culture is highly
collectivistic, while North American culture has individualistic characteristics. Chinese
society historically emphasizes family and social interests. However, North American
culture encourages individual achievement and interests. One individual controls her/his
own decision without help from others. Cultural values such as focusing on group
benefits in China or individual benefits in North America differ significantly. These
cultural values are embedded in advertising to affect consumers’ interests and purchase
behaviors. Therefore, this study also addresses the interactive effects of culture-laden
advertising appeals, ad content arguments, and culture-laden pictures on ad cognitions, ad
affects, ad attitudes, brand cognitions, brand attitudes, confidence in evaluating a brand
and purchase intentions in both North American and Chinese cultures. Based on the
foregoing review, a number of hypotheses were developed. They are summarized in

Table 3.1.
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Table 3.1: A Summary of Hypotheses

H1: Consumers’ cognitive responses and affective responses toward an ad are correlated when they
are exposed to the ad.

H2: Consumers’ attitudes toward a focal ad (i,) are positively impacted by both their cognitive
evaluations of and affective reactions to the same ad (i,) while their attitudes toward a focal ad are
negatively impacted by both their cognitive evaluations of and affective reactions to competing ads

(o> 1a%ja)-

H3: Consumers’ brand cognitions toward a focal brand (i,) in the focal ad (i,) are positively
impacted by their attitudes toward the same ad (i,, i,#i,), while brand cognitions toward a focal
brand are negatively impacted by their attitudes toward the competing ads (j,, i,%ja)-

H4: Consumers’ attitudes toward a focal brand (i) in the focal ad (i,) are positively impacted by
both their attitudes toward the same ad (i,, i,#i,) and brand cognitions toward the same brand (i),
while their attitudes toward a focal brand are negatively impacted by both their attitudes toward the
competing ads (j,, j-#i,) and brand cognitions toward the competing brands (j,) in the competing ads
(= Ja%jb and i,%j,) in the consideration set.

HS: Consumers’ confidence in evaluating a focal brand (i) in the focal ad (i,) is positively impacted
by their brand cognitions toward the same brand (ip, i,#ip), while their confidence in evaluating a
focal brand is negatively impacted by their brand cognitions toward the competing brands (j,) in the
competing ads (j., j.#jp and i,%#j,) in the consideration set.

H6: Consumers’ purchase intentions toward a focal brand (i,) in the focal ad (i,) are positively
impacted by both their attitudes toward and confidence in the same brand (ip, i,#i,), While their
purchase intentions toward a focal brand are negatively impacted by both their attitudes toward and
confidence in the competing brands (jp) in the competing ads (ja, ja#jb and i,#j,) in the consideration
set.

H7: The measures of ad cognitions, ad affects, ad attitudes, brand cognitions, brand attitudes, brand
confidence in evaluating a brand, and purchase intentions in the consumers’ competitive brand
choice process are similar across North American and Chinese consumers.

HS8: The factorial structure of the consumers’ competitive brand choice process is similar and the
structural parameters are variant across North American and Chinese consumers.
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Table 3.1: A Summary of Hypotheses (continue)

H9a: North American consumers will rate a focal ad, containing an individualistic appeal and strong
arguments, higher on AFFad, Cad, Aad, Cb, Ab, CONb and PI when competing ads contain
collectivistic appeals as compared to individualistic appeals.

H9b: North American consumers will rate a focal ad, containing a collectivistic appeal and weak
arguments, lower on AFFad, Cad, Aad, Cb, Ab, CONb and PI when competing ads contain
individualistic appeals as compared to collectivistic appeals.

H9c¢: Chinese consumers will rate a focal ad, containing a collectivistic appeal and strong
arguments, higher on AFFad, Cad, Aad, Cb, Ab, CONb and PI when competing ads contain
individualistic appeals as compared to collectivistic appeals.

H9d: Chinese consumers will rate a focal ad, containing an individualistic appeal and weak
arguments, lower on AFFad, Cad, Aad, Cb, Ab, CONb and PI when competing ads contain
collectivistic appeals as compared to individualistic appeals.

H10a: North American consumers will rate a focal ad, containing an individualistic appeal and a
picture expressing individualistic cultural values, higher on AFFad, Cad, Aad, Cb, Ab, COND and PI
when competing ads contain collectivistic appeals as compared to individualistic appeals.

H10b: North American consumers will rate a focal ad, containing a collectivistic appeal and a
picture expressing collectivistic cultural values, lower on AFFad, Cad, Aad, Cb, Ab, CONb and PI
when competing ads contain individualistic appeals as compared to collectivistic appeals.

H10c: Chinese consumers will rate a focal ad, containing a collectivistic appeal and a picture
expressing collectivistic cultural values, higher on AFFad, Cad, Aad, Cb, Ab, CONb and PI when
competing ads contain individualistic appeals as compared to collectivistic appeals.

H10d: Chinese consumers will rate a focal ad, containing an individualistic appeal and a picture
expressing individualistic cultural values, lower on AFFad, Cad, Aad, Cb, Ab, CONb and PI when
competing ads contain collectivistic appeals as compared to individualistic appeals.
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Chapter Four

Empirical Design and

Methodology

This research involves giving subjects different treatments such as ad content,
appeals, pictures and competition, and checking for differences of in-group responses
between North America and China. It attempts to achieve causal information, as well as
explain cause-and-effect relationships regarding consumer attitudes and purchase
behaviors. Hence, experimental research was applied in this study. The research
hypotheses were empirically tested in two separate experiments. The objective of
experiment 1 was to examine how ad contents (i.e., weak vs. strong arguments) and
culture-laden advertising appeals (i.e., individualistic vs. collectivistic appeals) influence
Cad, AFFad, Aad, Cb, Ab, CONb and PI in a competitive environment. Therefore, hypotheses
9a-9d were tested by experiment 1. The aim of experiment 2 was to test how culture-laden
pictures (i.e., individualistic-laden and collectivistic-laden pictures) and advertising
appeals impact these measures in a competitive condition. Hypotheses 10a-10d were
examined in experiment 2. Both two experiments were conducted similarly in North
America and Mainland China. The aggregate data from Experiments 1 and 2 was used to
examine and compare the extended competitive vulnerability model across North

American and Chinese cultures, followed by testing hypotheses 1-8.
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4.1 Experiment 1

4.1.1 Overview and design

Experiment 1 used a 2 (culture: individualist vs. collectivist) x 2 (appeal:
individualistic vs. collectivistic-laden advertising appeal) x 2 (argument strength: weak
vs. strong argument) x 2 (competition: focal vs. competing ad) between-subjects factorial
design. Therefore, sixteen groups in which each group has one ad for a focal brand and
another for a competing brand were considered in experiment 1. For one culture, I had
eight combined groups. Table 4.1 shows the factorial design for one culture.

The digital camera selected for the focal ad was identical for all groups. For the
competing ad, the digital camera and ad content were identical for all groups. The
cameras in the focal and competing ad were similar in size, but different in design.
Overall, however, it is difficult to identify one as better than the other based only on the
appearance of the two cameras. In addition, the ad copy, size, and layout for both brands
were identical. In order to ensure equal print quality of the ads, those that were used in

China were also printed in Canada.

4.1.2 Product selection and arguments

A digital camera was chosen as a stimulus product because (a) the subjects in both
North America and China were familiar with the product and (b) it was assumed that
subjects had some interest in the product. These reasons provided the motivation to
processing information in the ad. Two hypothetical brands of digital cameras were
presented. The focal brand’s name was Canview, and Sparkle was the name for the

competing brand. The two brands were priced at approximately the same value and this
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constituted the control price attribute. The print ads for the digital cameras, differed in

appeal, picture and attribute information, and were constructed in full color to imitate

magazines ads, in order to remove the influence due to prior brand information and

knowledge.

Table 4.1: The Design of Experiment 1

Focal Ad (A Competing Ad (B)

Subjects Appeal Picture | Ad Content Appeal Picture | Ad Content
Weak

Group 1 | Individualistic | Camera | Arguments | Individualistic | Camera Text
Strong

Group 2 | Individualistic | Camera | Arguments | Individualistic | Camera Text
Weak

Group 3 | Collectivistic | Camera | Arguments Collectivistic | Camera Text
Strong

Group 4 | Collectivistic | Camera | Arguments | Collectivistic | Camera Text
Weak

Group 5 | Individualistic | Camera | Arguments Collectivistic | Camera Text
Strong

Group 6 | Individualistic | Camera | Arguments Collectivistic | Camera Text
Weak

Group 7 | Collectivistic | Camera | Arguments | Individualistic | Camera Text
Strong

Group 8 | Collectivistic | Camera | Arguments | Individualistic | Camera Text

In order to develop ad arguments, a list of some digital camera features was

compiled by using the following sources across North America and China: (a) popular

photography magazines and (b) visits to retail outlets. Argument strength was

manipulated as follows: participants in the weak argument condition read the focal ad,

“Canview offers you a new digital camera. Performance to match the imagination!

Cutting-edge technology meant for everyone.” In the strong argument condition,

however, the participants read the focal ad, “Aimed at the best of the best, Canview offers

a new digital camera: -A 4.3 megapixel CCD; A 3x optical zoom; Recording 80 seconds
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of video with sound.” For the competing ad, participants read the neutral text, “Sparkle
announces a breakthrough new digital camera featuring flawless mechanical precision,
amazingly quick handling and matchless optical quality. It easily earns the rank of

'”

exquisite for both style and performance. Unique in its class!” Finally, informing subjects
that two brands had cost approximately the same was constituted the control price

attribute.

4.1.3 Advertising appeals

This study manipulated two advertising appeals. As stated in the previous
discussion, a successful headline appeal should reflect the individualism and hedonism in
individualistic culture, while reflecting in-group orientation and social value conformity
in collectivistic culture. Based on the interview with some North Americans and Chinese,
five individualistic appeals and five collectivistic appeals were developed. After that, I
conducted several rounds of pretest with 8 separate groups (total sample size = 32) with
Canadian-born and Chinese-born faculties, staffs and EMBA/MBA students at Concordia
University (Zhang and Gelb 1996). Based on the pretest, “Achieve Genuine Self-
expression” was selected for the final individualistic appeal for the digital camera while
“Share the Joy with Those You love” was for the final collectivistic appeal. The two

appeals reflected their respective culture values and norms (Lin 2001; Schwartz 1992).

4.1.4 Translation

For each group of the print ads, there was a questionnaire in English and
Mandarin, respectively. English was used for the North American version while

Mandarin was used for the Chinese version. Back-double translation of the print ads and
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questionnaires was performed during the preliminary stage of this study. The print ads
and questionnaires were first translated into Chinese by two native bilingual English and
Chinese speakers, then translated back into English by two other bilingual Chinese-
English speakers in order to ensure the accuracy of the translation. The translated print
ads and questionnaires were further examined and modified by a professor from McGill
University who is proficient in both languages. Importantly, consistent with the actual ads
in China, the two fictional brand names in this experiment were not translated into

Chinese.

4.1.5 Pre-test

The translated appeals, arguments and questionnaires (English and Chinese
versions) were further pre-tested. In order to ensure the effectiveness of the design, I pre-
tested the print ads and questionnaires twice. The first pretest involved 17 bilingual
Master students (53% female, mean age = 28) who were studying in Concordia and
McGill universities. Based on the first pretest, several modifications such as typing,
grammar and so on were made. The questionnaires with the print ads were then pre-tested
by Canadians who only speak English, as well as Chinese who only speak Mandarin. A
total of 21 Canadian and American (52% female, mean age =35) and 18 Chinese (56%
female, mean age =31.5) EMBA/MBA students and professionals were recruited for the
experiment. All subjects indicated that they understood the questionnaire well. The
results of pre-test also showed that the culture-laden advertising appeals (individualistic
& collectivistic) and arguments (weak, neutral & strong) were identified correctly. The
suggestions regarding modifications from the second pre-test were incorporated into the

final versions of the questionnaire.
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4.1.6 Participants and procedure

Experiment 1 was conducted with consumers, or “real people,” and not from a
student sample in Canada during the periods of January — April and July-August, 2002
and in China between May and June 2002. Montreal and Toronto were chosen for data
collection sites in Canada. Subjects from one college, two universities, three companies,
five shopping malls, two churches and one hospital were invited to participate in the
experiment in return for a gift made in China (approximate value $5). The participants
were chosen as randomly as possible from the above units and consisted of Canadians
and Americans (born either in USA or temporary visitors from USA) of both genders and
various occupations, levels of income and social status. Similarly, Chinese experimental
participants were from 21 different units including three universities, eight compantes,
five government departments, two hospitals, two hotels and one research institute in the
cities of Jiangsu and Beijing. All subjects participated in return for a gift made in Canada
(approximate value $5). The experiments were run in small groups (n = 3- 25), which
were organized in advance. In each experiment, subjects were assigned into one of the
design groups. A total of 143 Canadian consumers and 22 American consumers (54%
female, mean age =36.2), as well as 252 Chinese (52% female, mean age =32.5)
participated in experiment 1.

Subjects were seated at partitioned desks and were asked to read a scenario which
provided a purchase goal induction. In the North American experiments, the text
described ‘Mark’, while the Chinese experiment introduced ‘Xiao Zhang’, who needed a
camera for performing relatively complex photography tasks. In order to create high

levels of task involvement in all treatment conditions, subjects were asked to assume that
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‘Mark’/*Xiao Zhang’ was a good friend of theirs and that he needed help to choose the
better brand from the ads presented. In addition, subjects were also informed that they
would have an opportunity to win a lottery reward of CAD $100.00 (RMB 550.00 for
Chinese participants) at the completion of the study. The chances of winning the reward
were linked to the final choice they made. While there was in fact no “correct” answer,
this reward program was in place in order to motivate the participants to select what they
thought was the “best” or “correct” choice of camera. All subjects were given the same
scenario to read.

The experimenter then drew the test group’s attention to two envelopes, which
were placed on the top right-hand side of the subject’s table. The two envelopes included
two ads featuring two fictitious digital camera models, one for Canview and another for
Sparkle. After the subjects had an opportunity to study the two ads, they were asked to
rate the ads and advertised brands in terms of their attitude and purchase behavior.
However, they were not permitted to review the ads or previous questions as they moved
through the list of questions. Finally, each subject selected one brand of her/his choice for

Mark/Xiao Zhang.

4.1.7 Dependent measures

All constructs are measured with multiple-item scales. A detailed description of
measurement items used in this research is provided as follows. All items used a 1 to 7-
point semantic different scale.

Cad refers to the consumers’ cognitive responses about an ad. Eight items
measure this construct (very unpersuasive/very persuasive, very uninformative /very

informative, not very meaningful/very meaningful, very unrealistic/very realistic, very
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difficult to understand /very easy to understand, completely untrustworthy/completely
trustworthy, very biased /very unbiased and not appealing to my individual
values/appealing to my individual values). Some items were drawn from previous studies
(MacKenzie, Lutz and Belch 1986; Edell and Burke 1987; Miniard, Bhatla and
Rose1990). These items assess the content, graphic design and layout of both the focal
brand ad and competing ad.

AFFad refers to the consumers’ affective responses to the ad. This construct is
measured with three items (unpleasant/pleasant, boring/interesting, and unexciting/
exciting). The three items assess the ad affective responses.

Aad refers to the consumers’ cognitive evaluations of the ad. This construct is
measured with seven items (very bad/very good, very unfavorable/very favorable, highly
uncreative/highly creative, least attractive/very attractive, highly dislikable/highly likable,
totally uninteresting/totally interesting, and highly implausible/highly plausible). Some
items are also drawn from previous research and were used in a number of other studies
(Gardner 1985; MacKenzie, Lutz and Belch 1986; Miniard, Bhatla and Rose 1990; Zhang
& Gelb 1996).

Cb pertains to the consumers’ beliefs about the brand featured in the ad. This

9% 46

construct is measured with four items, “it has a luxurious appearance,” “it is available in
different colors,” “it has a number of functions,” and “it has good quality.”
Ab refers to the consumers’ evaluation of the brand. This construct is measured

with five items (dislike quite a lot/like quite a lot, unsatisfactory/ satisfactory, poor

quality/good quality, very unappealing/very appealing and very bad brand/very good
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brand) with end-points labeled “1” to “7” (Gardner 1985; MacKenzie and Lutz 1989;
Miniard, Bhatla and Rose 1990; Mitchell 1986; Laroche and Teng 2001).

CONGb refers to the consumers’ level of self-confidence in evaluating the brand in
question. This construct is measured with two items. The overall confidence in the brand
evaluations is measured by two 7-point scales (not confident at all/very confident; not
very certain/very certain) (Laroche, Kim and Zhou 1996; Laroche, Takahashi, Kalamas
and Teng 2003).

PI refers to the consumers’ likelihood of purchasing the brand. This construct is
measured with four items (Laroche, Takahashi, Kalamas and Teng 2003; Mathur 1998).
In this study, these items are: “I would definitely intend to buy/ absolutely consider
buying/definitely expect to buy /absolutely plan to buy the digital camera.”

The measures of individualism/collectivism culture values were also included in
the questionnaire. In addition, several questions were used to measure subjects’

involvement in the experiment.

4.2 Experiment 2

The objectives of Experiment 2 were twofold. First, I wanted to provide an
extension of experiment 1 to establish the robustness of the findings. Second, I wanted to
examine the extended competitive vulnerability model by using data collected in
experiment 2. Finally, aside from the replacement of arguments with culture-laden

pictures, the procedure of experiment 2 was identical to experiment 1.
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4.2.1 Design and subjects

Similar to experiment 1, experiment 2 used a 2 (culture: individualist vs.
collectivist) x 2 (appeal: individualistic vs. collectivistic-laden advertising appeal) x 2
(picture: individualistic vs. collectivistic-laden advertising picture) x 2 (competition:
focal vs. competing ad) between-subjects factorial design. Therefore, there are eight
groups to be considered in experiment 2 for each culture (Table 4.2). Again, similar to
experiment 1, the camera in the focal ad is identical for each group. For the competing
ad, the camera and ad content are identical for each group. However, the cameras in the
focal and competing ads are similar in size, but different in design. Once again, the ad
copy, size, and layout for both brands are designed identical. In order to ensure the equal
print quality of the ads, they will both be printed in Canada. The sources of participants
are identical to experiment 1. A total of 155 Canadian consumers and 27 American
consumers (55% female, mean age =37), as well as 258 Chinese (51% female, mean age

=31) participated in experiment 2.

4.2.2 Product selection and ad contents

As in experiment 1, two digital cameras were used in experiment 2. The ad
contents in the focal ad and competing ad were controlled to be identical. In other words,
the ad contents in experiment 2 were manipulated so that subjects had difficulties to say
which camera was better just based on the ad contents of the two ads. For the focal ad,
participants read the neutral text, “Canview introduces a new digital camera for
photographers. Its flawless mechanical precision, incredible speed, quiet handling and

incomparable optical quality represent an obsession with perfection that is unavailable
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anywhere else. Truly impressive

1>

For the competing ad, I kept the same neutral text used

in experiment 1. Results from pre-test indicate that there is no significant difference

between the two ad contents (total sample size = 15: seven Canadian-born and eight

Chinese-born EMBA/MBA students at Concordia University).

Table 4.2: The Design of Experiment 2

Focal Ad (A) Competing Ad (B)
Subjects Appeal Picture | Ad Content Appeal Picture | Ad Content
Ind.- Laden
Group 1 | Individualistic | Picture Text Individualistic | Camera Text
Col.-Laden
Group 2 | Individualistic | Picture Text Individualistic | Camera Text
Ind.- Laden
Group 3 | Collectivistic Picture Text Collectivistic | Camera Text
Col.-Laden
Group 4 | Collectivistic Picture Text Collectivistic | Camera Text
Ind.- Laden
Group 5 | Individualistic Picture Text Collectivistic | Camera Text
Col.-Laden
Group 6 | Individualistic Picture Text Collectivistic | Camera Text
Ind.- Laden
Group 7 | Collectivistic Picture Text Individualistic | Camera Text
Col.-Laden
Group 8 | Collectivistic Picture Text Individualistic | Camera Text

4.2.3 Advertising appeals and pictures

Similar to experiment 1, experiment 2 used the developed advertising appeals;

one of which was for an individualistic advertising appeal, and the other was for a

collectivistic advertising appeal. In other words, to maintain consistency in this research,

the same advertising manipulation was used in both experiments.

Four individualistic-laden pictures, five collectivistic-laden pictures, and ten

neutral pictures were obtained from (a) popular photography magazines and (b) the

Internet. Based on a pre-test (total sample size = 21: ten Canadian-born and eleven
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Chinese-born consumers), three pictures were identified for use in experiment 2 (see

Appendices).

4.2.4 Translation

The same procedure as in Experiment 1 was used for Experiment 2.

4.2.5 Pre-test

Similar to experiment 1, the translated appeals and ad contents, culture-laden
pictures and questionnaires (English and Chinese versions) were further pre-tested. A
total of 19 Canadian and American (47% female, mean age =39) and 20 Chinese (50%
female, mean age =35) EMBA/MBA students and professionals were recruited for the
experiment. Again, all subjects reported that they understood the questionnaire well. The
pre-test suggested that the appeals, ad contents and culture-laden pictures were identified
correctly. The suggestions regarding modifications from the pre-test were incorporated

into the final versions of the questionnaire.

4.2.6 Participants and Procedure

The source of participants was identical to that of experiment 1.

4.2.7 Dependent measures

The measures of Cad, AFFad, Aad, Cb, Ab, CONb and PI for the focal ad and

brand, as well as competing ad and brand in experiment 1 were used.
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Chapter Five

Data Analyses and Results

In this chapter, ANOVAs were first run to test whether there were significant
cultural differences between North American and Chinese subjects. Based on the mixed
4-way factorial design, ANOVAs and MONOV As were then performed to analyze how
interactions of culture, culture-laden advertising appeal, argument strength, culture-laden
advertising picture and competition influence consumer brand choice behaviors in terms
of Cad, AFFad, Aad, Cb, Ab, CONb and PI for the two groups. In the testing section of
the extended competitive vulnerability model, I used the aggregate data from experiment
1 & 2 to conduct structural equation modeling analysis to test the proposed framework
for North American and Chinese consumers, respectively. Then I made a comparison for

the extended competitive vulnerability model between the two groups.

5.1 Effects of culture, advertising and competition
on consumer brand choice behavior

5.1.1 Preliminary analyses

Factor analyses were first carried out on the items measuring cultures for both
North American and Chinese subjects. The results showed that 6 items were loaded on 2
factors measuring individualism and collectivism for both North American and Chinese

subjects. Three items were loaded on one factor that represented individualism, while
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another three items were loaded on a second factor which represented collectivism.
Regarding the individualism factor, the reliabilities of these three scales were .53 and .47
for the North American and Chinese subjects, respectively. The reliabilities for the
collectivism variable were found to be .58 and .53 for the North American and Chinese
groups respectively (Table 5.1). Although the reliabilities obtained in my study on the
attitude-based measure of the I-C construct seem low, they are higher than those reported
by Chan (1994).

ANOVAs on the measures of the two dimensions were run to examine whether
there are significant cultural differences between North American and Chinese subjects.
As expected (Table 5.1), An ANOVA on individualist index revealed that North
American subjects were more individualist than Chinese subjects (M = 5.92 versus M =
421, F(1, 781) = 554.47, p<.01 ). An ANOVA on collectivist index yielded that Chinese
subjects were more collectivist than North American subjects (M = 5.87 versus M = 4.48,
F(1, 781) = 401.32, p<.01 ). Overall, the findings are consistent with the results of the
previous studies (Chan, 1994; Triandis et al., 1993).

Initial analysis also indicated no treatment effects for the order in which Canview

ad and Sparkle ad were administered (F’s < 1).

Table 5.1: Reliabilities and Means of Culture Variables

Cronbach’s Alpha Mean
N. A. | Chinese N. A. Chinese | F-values | p-values
Individualist index .53 47 5.92 4.21 554.47 .00
Collectivist index .58 .53 4.48 5.87 401.32 .00

5.1.2 Experiment 1

5.1.2.1

Manipulation checks
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5.1.2.1.1  Advertising appeals

Consistent with manipulation, North American subjects evaluated the
individualistic-laden advertising appeal more favofably than the collectivistic-laden
advertising appeal (M = 5.68 versus M = 4.60, F=20.77, p< .01). In contrast, the scores
on the dimensions for Chinese subjects indicated a different pattern. Chinese subjects
rated the collectivistic-laden advertising appeal more favorably than the individualistic-
laden advertising appeal (M = 5.63 versus M = 4.38, F= 37.02, p< .01). Table 5.2
indicates the results of the manipulation of culture-laden advertising appeals for both

North American and Chinese subjects.

Table 5.2: ANOVA Results-Advertising Appeal Treatments*®

North American Chinese
Mean | F-value | p-value | Mean | F-value | p-value
5.68 4.38
Appeal Individualistic | (.16) (.16)
Treatments 4.60 20.77 .00 5.63 37.02 .00
Collectivistic (.19) (.13)

*Standard errors are in parentheses.

5.1.2.1.2  Arguments

The manipulation of argument strength was also perceived as expected. An
analysis of the argument strength index consisting of three items indicated that in the
focal and competing ads condition, the strong arguments were perceived as stronger than
the neutral ad text in both North American and Chinese subjects (M = 5.89 versus M =
3.07,t=11.47, p<.01 for North American subjects; M = 5.77 versus M =3.10, t = 13.31,
p< .01 for Chinese subjects). Similarly, in the focal and competing ads condition, the
weak arguments were perceived as weaker than the neutral ad text in both North

American and Chinese subjects (M = 3.27 versus M = 5.14, t = -10.97, p< .01 for North
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American subjects; M = 3.02 versus M = 5.01, t = -12.96, p< .01). The results indicated
that the argument manipulation was effective for both North American and Chinese

subjects. The results indicated that the argument manipulation was effective for both

North American and Chinese subjects (Table 5.3).

Table 5.3: T Test Results-Argument Treatments*

North American Chinese
Mean | t-value | p-value | Mean | t-value | p-value

Strong 5.89 5.77
(Focal Ad) (.14) (.12)

Neutral 3.07 11.47 .00 3.10 13.31 .00
Argument | (CompetingAd) | (g (.15)
Treatments Weak 3.27 3.02
(Focal Ad) (.19) (.16)

Neutral 5.14 | -10.97 .00 5.01 -12.96 .00
(Competing Ad) (.17) (.14)

*Standard errors are in parentheses.

5.1.2.2 Dimensions of consumer brand choice behaviors

The identification of a set of descriptive factors which underlie consumer brand
choice behaviors was one of the objectives of Experiment 1. In the course of this
experiment, I analyzed how culture-laden advertising appeals and argument strengths
influence these factors in a competitive environment for both North American and
Chinese subjects. In order to provide greater insight into the results, several iterations of
principal component analyses and Cronbach alpha reliability analyses were used to
“simplify and purify” the dimensions by removing variables with poor loadings and low
item to total correlations. Finally, the 29 variables that capture the nature of consumer
brand choice behaviors were reduced to seven underlying factors with the remaining 22
variables (Table 5.4). For the focal ad and brand, the total variance explained by these

factors was 87 % and 86% for North American and Chinese groups respectively.
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However, the factors explained 85% of total variance for both North American and

Chinese subjects in the competing ad and brand. In addition, the coefficient alphas ranged

from .72 to .96 for the two ads and brands for the two groups. Thus, the seven factors

appear to describe consumer brand choice behaviors fairly well.

Table5.4: Factors Underlying Consumer Brand Choice Behavior

Factor Loading | Factor Loading
Factor Name Variables loading on Factor (focal) (competing)
N. A. | Chinese | N. A. | Chinese
Cad: Ad cognition Persuasive 81 81 .84 .85
Informative .82 .82 .87 .85
Meaningful .85 .84 .86 .86
Realistic 81 .79 .88 .85
Appealing to my individual values .76 75 .80 .80
AFFad: Ad affect The ad made me feel pleasant .62 .68 .65 .70
The ad made me feel excited .80 81 75 81
Aad: Ad attitude Good .81 .80 .83 81
Favorable .76 77 .78 .79
Creative .82 81 .85 .86
Attractive .85 .84 .88 .87
Cb: Brand cognition | It has a number of functions .85 .84 .83 .83
It has good quality .85 .87 .80 .87
Ab: Brand attitude I like it very much a7 .80 7 .80
It is very satisfactory .83 .82 .82 .82
It has very high appeal .79 77 76 71
COND: confidence in | Please indicate how confident you are about .90 91 .86 .90
Evaluating a brand your evaluation of the brand
Please indicate the degree of your certainty 81 .84 .80 .86
about your evaluation of the brand
PI: Purchase Definitely intend to buy .80 75 77 77
Intention Absolutely consider buying 81 .82 .80 82
Definitely expect to buy .85 .83 .85 .84
Absolutely plan to buy .86 .82 81 .80
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As described in Table 5.4, five items measured ad cognition and two items
measured ad affect. Ad attitude was measured by very bad/very good, very unfavorable/
very favorable, highly uncreative/highly creative and least attractive/very attractive. I
used two 7-point scales to measure brand cognition. The items were “it has a number of
functions” and “it has good quality”. Brand attitude was measured with 7-point scales: “I
like it very much,” and “It is very satisfactory,” as well as “It has very high appeal.”
These items were similar to ones used in previous studies (Gardner 1985; MacKenzie and
Lutz 1989; Miniard, Bhatla and Rose 1990; Mitchell 1986; Laroche and Teng 2001).
Two items from scales developed by Laroche et al (1996 and 1994) were used to measure
confidence in evaluating a brand. Finally, purchase intention was measured by four 7-
point scales: would definitely intend to buy, would absolutely consider buying, would

definitely expect to buy, and would absolutely plan to buy.

5.1.2.3 ANOVA and MANOVA analyses

In this section, ANOVAs and MANOVAs were performed for North American
and Chinese subjects to provide tests of the main effects of culture-laden advertising
appeal, argument strength and competition, as well as their interaction effects on the

measures of consumer brand choice behaviors.

5.1.2.3.1  Main effects of culture, appeal, argument strength and

competition on consumer brand choice behaviors

Data was analyzed with a 2 (culture: individualist vs. collectivist) by 2 (appeal:
individualistic vs. collectivistic-laden advertising appeal) by 2 (argument strength: weak

vs. strong) by 2 (competition: focal vs. competing ad) factorial design. All treatment cell
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means for the dependent measures regarding consumer brand choice behaviors are
summarized in Table 5.5. All significant treatment effects are reported.

Based on Table 5.5, I found that the main effects of culture on Cad, AFFad, Aad,
Cb, Ab, CONb and PI were partially significant and the influences of competition on
consumer brand choice behaviors were mostly significant. However, the analyses of
mean ratings from North American and Chinese subjects revealed both significant main
effects of advertising appeal and argument strength on Cad, AFFad, Aad, Cb, Ab, CONb
and PI for subjects. For example, this main significant effect of argument strength was
obtained from the North American group: Cad (M = 3.53 vs. M = 5.32, F(1, 151) =
109.86, p< .01), AFFad (M = 3.36 vs. M = 5.07, F(1, 153) = 106.96, p< .01), Aad M =
3.31 vs. M = 5.06, F(1, 153) = 134.53, p<.01), Cb (M = 3.97 vs. M = 4.86, F(1, 153) =
24.25, p<.01), Ab (M = 3.86 vs. M = 5.02, F(1, 153) = 57.19, p< .01), CONb (M = 3.94
vs. M = 5.23, F(1, 153) = 60.07, p< .01), and PI (M = 3.21 vs. M = 5.31, F(1, 153) =
126.40, p< .01). Similarly, argument strength exerted a significant effect on these
measures among the Chinese group: Cad (M = 3.54 vs. M = 5.24, F(1, 223) = 130.91, p<
.01), AFFad (M =3.33 vs. M = 5.00, F(1, 223) = 155.38, p< .01), Aad M =335 vs. M =
5.07, F(1, 223) = 160.57, p< .01), Cb (M = 3.93 vs. M = 4.76, F(1, 223) = 23.96, p< .01),
Ab (M =3.89 vs. M = 5.10, F(1, 223) = 106.61, p< .01), CONb (M = 4.06 vs. M = 5.25,
F(1, 223) = 55.84, p< .01), and PI (M = 3.22 vs. M = 5.22, F(1, 223) = 139.56, p< .01) .
That is, the strong argument yielded more favorable Cad, AFFad, Aad, Cb, Ab, CONb
and PI than did the weak argument for both North American and Chinese subjects.

Argument strength significantly influences consumer attitudes and purchase behaviors.
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5.1.2.3.2 Interaction effects of culture, appeal, argument strength and

competition on consumer brand choice behaviors

In addition to main effects, a significant culture by appeal interaction effect is also
found: Cad (F(1, 370) = 28.27, p< .01), AFFad (F(1, 370) = 19.59, p< .01), Aad (F(1,
370) = 30.10, p< .01), Cb (F(1, 370) = 36.03, p< .01), Ab (#(1, 370) = 25.80, p< .01),
COND (F(1, 370) = 12.48, p< .01) and PI (F(1, 370) = 24.17, p< .01), indicating that
North American respondents rated higher on Cad, AFFad, Aad, Cb, Ab, CONb and PI
when an ad contains an individualistic appeal as compared to a collectivistic appeal. In
contrast, data given by Chinese respondents indicates an opposite pattern with significant
higher scores on these measures in a collectivistic appeal as compared to an
individualistic appeal (Figure 5.1). However, the interaction effect of culture by argument

strength is not observed.

Figure 5.1
Two-way Culture by Appeal Interaction
on Cad
4.77

4.67
—e— Col. Appeal
§ —=— Ind. Appeal

4.06 4.05

N. A. Chinese
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Figure 5.1
Two-way Culture by Appeal Interaction on Cb

4.80 467
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~#—|nd. Appeal
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Moreover, the culture-laden advertising appeal by argument strength interaction
effect was found from both North American and Chinese groups: Cad (F(1, 150) = 4.17,
p< .05 for North American subjects; F(1, 220) = 2.89, p< .10 for Chinese subjects),
AFFad (F(1, 150) = 3.58, p<.10 for North American subjects; F(1, 220) =2.66 , p< .10
for Chinese subjects), Aad (F(1, 150) = 3.11, p< .10 for North American subjects; F(1,
220) = 2.90, p< .10 for Chinese subjects), Cb (F(1, 150) = 3.07, p< .10 for North
American subjects; F(1, 220) = 3.14, p< .10 for Chinese subjects), Ab (F(1, 150) = 2.83,
p< .10 for North American subjects; F(1, 220) = 2.79, p< .10 for Chinese subjects),
COND (F(1, 150) = 3.65, p< .10 for North American subjects; F(1, 220) = 3.83, p< .10
for Chinese subjects) and PI (F(1, 150) = 4.32, p<.05 for North American subjects; F(1,
220) = 3.22, p< .10 for Chinese subjects).This suggests that both North American and

Chinese subjects respond differently to the mixed appeal and argument strength
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conditions. For example, the mean scores of Cad, AFFad, Aad, Cb, Ad, CONb and PI for
the focal ad and brand from North American subjects are higher when the advertising
appeal of the focal ad is individualistic and strong arguments are used as compared from
Chinese subjects (Cad (M = 5.49 vs. M = 5.10, F(1, 88) = 3.76, p< .01), AFFad (M =5.17
vs. M =490, F(1, 88) = 1.40, p> .10), Aad (M =548 vs. M= 4.69, F(1, 88) =25.43, p<
.01), Cb (M = 5.40 vs. M = 4.25, F(1, 88) = 20.29, p< .01), Ab (M = 5.37 vs. M =4.74,
F(1, 88) =9.48, p<.01), CONb (M= 5.27 vs. M=5.19, F(1, 88) = .19, p>.10), and PI (M
= 5.40 vs. M = 5.03, F(1, 88) = 2.25, p> .10). However, Chinese subjects give a more
favorable evaluation of these measures for the focal ad and brand when the focal ad
contains a collectivistic appeal and strong arguments, as compared with North American
subjects (Cad (M =5.36 vs. M =5.15, F(1, 92) = 1.26, p> .10), AFFad (M =5.10 vs. M =
4.97, F(1, 92) = .32, p> .10), Aad (M =5.42 vs. M =4.61, F(1, 92) = 24.38, p< .01), Cb
(M=521vs. M=4.29, F(1,92)=11.96, p< .01), Ab (M= 5.43 vs. M= 4.66, F(1, 92) =
14.69, p< .01), CONb (M = 5.30 vs. M = 5.19, F(1, 92) = .30, p>.10), and PI (M = 5.38
vs. M = 5.20, F(1, 92) = .71, p> .10). This difference is driven by the interaction of
culture by culture-laden advertising appeal by argument strength. As expected, a
significant culture by appeal by argument interaction is obtained: Cad (F(1, 370) = 6.98,
p<.01), AFFad (¥(1, 370) = 6.85, p<.01), Aad (F(1, 370) = 5.84, p<.05), Cb (¥(1, 370)
=5.99, p<.05), Ab (F(1, 370) = 5.73, p< .05), COND (F(1, 370) = 7.15, p< .01) and PI
(F(1, 370) = 7.34, p< .01). Therefore, in the strong arguments/weak arguments, there is
significant difference between the individualistic and collectivistic appeals for both North
American and Chinese subjects. As examples, Figures 5.2 & 5.3 clearly illustrated the

three-way interaction on ad attitude.

82



Figure 5.2

Three-way Interaction on Aad
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Figure 5.3
Three-way Interaction on Aad
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Next, [ moved to address the interaction effect of competition with culture, appeal
and argument strength on consumer brand choice behaviors. When the competing ad
contains a collectivistic-laden advertising appeal, the individualistic-laden advertising
appeal which conveys self-expression information exerts the greatest influence on Cad,
AFFad, Aad, Cb, Ab, CONDb and PI among North American subjects as it interacts with
the strong ad arguments. However, the effects of interaction of the collectivistic-laden
advertising appeal and the strong ad arguments have the strongest influence on these
measures among Chinese subjects, when the competing ad contains an individualistic-
laden advertising appeal. The Table 5.5 indicates the cell means associated with the
experimental factors and interactions. The results indicate that the scores on Cad, AFFad,
Aad, Cb, Ab, CONbD and PI in group 6 are higher than those in the other seven groups for
North American subjects (Cad (Mhighest = 5.65, F(7, 146) = 19.35, p< .01), AFFad (Mhighest
=5.44, F(7, 146) = 18.84, p< .01), Aad (Mhighest =5.71 F(7, 146) = 24.39, p< .001), Cb

(Mhighest = 5.56, F(7, 146) = 7.81, p< .01), Ab (Miighest = 5.64, F(7, 146) = 10.87, p< .01),
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CONDb (Mhighest = 5.38, F(7, 146) = 9.86, p< 01) and PI (Mhighest = 5.52, F(7, 146) =
23.13, p< .01). Conversely, these measures receive lower scores from North American
subjects in group 7 than in other seven groups (Cad, Miowest = 2.98; AFFad, Mjgwest = 2.83;
Aad, Migwest = 3.14; Cb, Miowest = 3.52; Ab, Migwest = 3.71; CONb, Miowest = 3.56; PL,
Miowest = 2.71). Therefore, H9a and H9b are strongly supported. Results from Chinese
subjects showed the opposite pattern with a significant highest scores in group 8 and
lowest scores in group 5 (Cad (Mhighest = 5.58 versus Miowest = 3.04, F(7, 216) = 22.59, p<
.01), AFFad (Mhighest = 5.36 versus Miowest = 2.82, F(7, 216) = 26.15, p< .01), Aad(Mhighest
= 5.73 versus Miowest = 3.18, F(7, 216) = 28.94, p< .01), Cb (Mhighest = 5.52 versus Miowest
= 3.57, F(7, 216) = 8.01, p< .01), Ab (Mhighest = 5.68 versus Miowest = 3.65, F(7, 216) =
20.55, p<.01), CONb (Mhighest = 5.59 versus Miowest = 3.60, F(7, 216) = 10.61, p< .01),
and PI (Mhighest = 5.59 versus Migwest = 2.73, F(7, 216) = 26.81, p< .01). These findings
strongly support H9c and H9d. In regards to space constraints, I illustrate ad attitude in
Figure 5.4 as an example to show the effects of interaction of culture by appeal by
argument strength by éompetition. As such, North American subjects rate a focal ad,
containing an individualistic appeal and strong arguments, higher on Cad, AFFad, Aad,
Cb, Ab, CONDb and PI when competing ads contain collectivistic appeals as compared to
individualistic appeals. However, Chinese subjects rate a focal ad, containing a
collectivistic appeal and strong arguments, higher on Cad, AFFad, Aad, Cb, Ab, CONb
and PI when competing ads contain individualistic appeals as compared to collectivistic
appeals.

Overall, the results indicate that the interactions of culture, culture-laden

advertising appeal, argument strength, and competition on Cad, AFFad, Aad, Cb, Ab,
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CONDb and PI influence consumer brand choice behaviors for both North American and

Chinese consumers.

Figure 5.4
Four-way Interaction on Aad
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5.1.2.4 Summary

Experiment 1 examined the effect of culture-laden advertising appeal, argument
strength, and competition on consumer brand choice behaviors for North American and
Chinese subjects. The results suggest that there are significant differences in how
individuals from the two cultures respond to the appeals and arguments between a focal
ad and competing ads. For example, North American subjects had more favorable
attitudes toward an ad containing an individualistic appeal and strong arguments when
competing ads contained collectivistic appeals as compared to individualistic appeals.
However, Chinese subjects had more favorable attitudes toward an ad containing a
collectivistic appeal and strong arguments when competing ads contained individualistic
appeals as compared to collectivistic appeals. This pattern is identical for other measures
of consumer brand choice behaviors such as Cad, AFFad, Cb, Ab, CONb and PI.

My results are consistent with the findings of previous empirical studies that a
culturally congruent appeal is associated with more favorable outcomes. A culturally
congruent individualistic appeal receives more positive responses from individualists
while a culturally congruent collectivistic appeal obtains more positive responses from
collectivists (Zhang and Gelb, 1996). Both North American and Chinese subjects report
more positive responses when the ad arguments are strong than when they are weak. In
addition, my findings indicate that competing ads and brands influence subjects’
responses to the focal ad and brand. The competitive effects are strengthened when the
focal ad and competing ads contain different kinds of culture-laden advertising appeals

(individualistic vs. collectivistic).
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Evidence indicates that ad cognitions evoked by pictures serve as important
determinants of picture-based persuasion (Miniard, Bhatla, Lord, Dickson and Unnava,
1991). Similar to an advertising appeal, cultural values, norms and characteristics can be
embedded in an advertising picture. Subjects with distinct cultural backgrounds may have
different reactions to a culture-laden picture and in turn their responses may influence
their brand choice. In Experiment 2, therefore, I further examine the interaction effects of
culture, culture-laden advertising appeals, culture-laden pictures, and competition on

consumer brand choice behaviors.
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5.1.3 Experiment 2

5.1.3.1 Manipulation checks

5.1.3.1.1  Advertising appeals

This manipulation was similar to that of Experiment 1. Table 5.6 shows the
evaluations of North American and Chinese subjects on the individualistic-laden
advertising appeal and the collectivistic-laden advertising appeal, respectively. The
results suggest that the manipulation of culture-laden advertising appeals for the North

American and Chinese subjects are appropriate.

Table 5.6: ANOVA Results-Advertising Appeal Treatments*

North American Chinese
Mean | F-value | p-value | Mean | F-value | p-value
5.57 4.54
Appeal Individualistic | (.14) (.15)
Treatments 4.50 23.18 .00 5.54 28.75 .00
Collectivistic (.17) (.12)

*Standard errors are in parentheses.
5.1.3.1.2  Culture-laden pictures

A composite score consisting of the two items was derived and used to check the
manipulation of picture for the focal and competing ads for the North American and
Chinese subjects. For the North American group, the focal ad with the individualistic-
laden advertising picture received highef favorable scores than the competing ad with the
neutral picture (M = 5.43 versus M = 4.50, t = 5.20, p< .01). In contrast, the focal ad with
the collectivistic -laden advertising picture received lower scores than the competing ad
with the neutral picture (M = 4.81 versus M =5.11,t=-1.89, p<.01). Compared to North

American subjects in the picture condition, Chinese subjects rated the collectivistic-laden
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advertising picture in the focal ad more favorably than they did for the neutral picture in
the competing ad (M = 5.36 versus M = 5.02, t = 1.99, p< .01). Moreover, Chinese
subjects evaluated the neutral picture in the competing ad more favorably than they did
the individualistic picture in the focal ad (M = 5.51 versus M = 4.32, t = 8.13, p< .01).
Therefore, picture manipulation was effective for both the North American and Chinese
groups. The results are summarized in Table 5.7, which shows how the picture

manipulation is effective for both the North American and Chinese groups.

Table 5.7: T Test Results-Advertising Picture Treatments*

North American Chinese
Mean | t-value | p-value | Mean | t-value | p-value

Individualistic 543 4.32
(Focal Ad) (.11) (.13)

Neutral 450 | 520 .00 5.51 -8.13 .00
Picture (Competing Ad) | (11) (11)
Treatments | Collectivistic 4.82 5.36
(Focal Ad) (.09) (.11)

Neutral 511 | -1.89 .06 5.02 1.99 .05
(Competing Ad) (.09) (.12)

*Standard errors are in parentheses.

5.1.3.2 Dimensions of consumer brand choice behaviors

Similar to Experiment 1, the same set of measures was identified in Experiment 2,
which loaded on seven underlying factors. These factors in the focal ad and brand
explained 86.07 % and 86.15 % of total variance for North American, and Chinese
respondents, respectively. They explained 82.51% and 82.00% of total variance for the
two groups in the competing ad and brand. The coefficient alphas were between .65 and
.97 for the two ads and brands for the two groups. Table 5.8 shows a summary of the

factor analysis results.
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Table 5.8: Factors Underlying Consumer Brand Choice Behavior

Factor Loading | Factor Loading
Factor Name Variables loading on Factor (focal) (competing)
N. A. | Chinese | N. A. | Chinese
Cad: Ad cognition Ad is persuasive .90 .88 .82 .84
Ad is informative .85 .86 .79 .85
Ad is meaningful .84 .85 .83 .88
Ad is realistic .82 81 73 85
Ad is appealing to individual values 78 75 .80 a7
AFFad: Ad affects The ad made me feel pleasant .64 72 .73 73
The ad made me feel excited 72 .78 .82 .84
Aad: Ad attitudes The ad is good 72 81 .84 81
The ad is favorable .67 72 58 .63
The ad is creative 77 81 .83 .80
The ad is attractive .76 .80 72 .80
Cb: Brand cognitions | Brand in the ad has a number of functions .83 .83 77 .78
Brand in the ad has good quality 79 73 .80 .80
Ab: Brand attitudes I like the brand very much 81 79 78 82
The brand is very satisfactory .82 .82 .82 .85
The brand has very high appeal .79 .78 .76 .76
COND: confidence in | Please indicate how confident you are about .92 92 .88 .90
Evaluating brand your evaluation of the brand
Please indicate the degree of your certainty .88 .87 .84 .87
about your evaluation of the brand
PI: Purchase Definitely intend to buy 77 .78 .80 81
Intentions Absolutely consider buying .76 .78 .83 81
Definitely expect to buy .80 81 .86 .84
Absolutely plan to buy .80 81 .83 .84
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5.1.3.3  ANOVA and MANOVA analyses

As indicated in Table 5.8, I posit that the measures of Cad, AFFad, Aad, Cb, Ab,
COND and PI are identical over Experiment 1 and 2. In a manner similar to Experiment 1,
in Experiment 2 I conduct ANOVAs and MANOVAs analyses to examine the main
effects of culture, culture - laden advertising appeal, culture - laden advertising picture

and competition as well as their interaction effects on consumer brand choice behaviors.

5.1.3.3.1  Main effects of culture, appeal, picture and competition on

consumer brand choice behaviors

Similar to experiment 1, data was analyzed based on 2 (culture: individualist vs.
collectivist) by 2 (appeal: individualistic vs. collectivistic-laden advertising appeal) by 2
(picture: individualistic vs. collectivistic-laden advertising picture) by 2 (competition:
focal vs. competing ad) factorial design. All treatment means for Cad, AFFad, Aad, Cb,
Ab, COND and PI are summarized in Table 5.9.

The results in Table 5.9 suggest that there are significant main effects of culture
and competition on Cad, AFFad, Aad, Cb, Ab, CONb and PI. As in Experiment 1, the
culture -laden advertising appeals show significant main influences on these measures in
both North American and Chinese subjects. In addition, the main significant effect of
culture - laden advertising picture obtained indicates that the individualistic-laden
advertising picture and the collectivistic-laden advertising picture receive different scores
from North American and Chinese groups on the measures of consumer brand choice
behaviors. For instance, analysis of the North American responses indicates a significant
picture main effect: Cad (M =4.78 vs. M =4.18, F(1, 166) = 12.93, p< .01), AFFad (M =

4.85 vs. M= 3.62, F(1, 166) = 51.33, p< .01), Aad (M = 4.93 vs. M = 3.97, F(1, 166) =
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37.22, p<.01), Cb (M =4.70 vs. M =3.75, F(1, 166) = 41.36, p< .01), Ab (M =5.01 vs.
M=4.06, F(1, 166) = 33.10, p< .01), CONb (M =4.81 vs. M =432, F(1, 166) = 7.65, p<
.01), and PI (M = 4.81 vs. M =3.29, F(1, 166) = 77.65, p< .01). The analyses of data
from Chinese subjects also show a picture main effect: Cad (M =4.11 vs. M =4.92, F(1,
237)=31.01, p<.01), AFFad (M =3.71 vs. M=4.99, F(1,237)=75.10, p< .01), Aad (M
=3.96 vs. M =4.95, F(1, 237) = 48.86, p< .01), Cb (M =4.22 vs. M = 4.84, F(1, 237) =
18.71, p<.01), Ab (M =4.11 vs. M =5.18, F(1, 237) = 53.34, p< .01), CONDb (M = 4.28
vs. M =492, F(1, 237) = 15.51, p< .01), and PI (M = 3.31 vs. M = 5.01, F(1, 237) =
120.35.65, p< .01). Therefore, as expected, the main effect findings reveal that culture,
culture-laden advertising appeal, culture-laden advertising picture and competition

significantly influence consumer attitudes and purchase behaviors.
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5.1.3.3.2  Interaction effect of culture, appeal, picture and competition on

consumer brand choice behaviors

Two-way MANOV As were first run to examine the interaction effects of culture
by appeal, culture by picture, and appeal by picture. The results reveal that all interaction
effects are significant. Since the manipulation checks of appeal and picture in Experiment
2 already provide strong evidence that North American and Chinese subjects respond
differently to two kinds of culture-laden advertising appeals, and two types of culture-
laden advertising pictures respectively, I would not go further to discuss the interaction
effects of culture by appeal and culture by picture (Figure 5.5). However, I emphasized
the significant interaction effect of appeal by picture: Cad (F(1, 397) = 15.51, p< .01),
AFFad (F(1, 397) = 9.33, p<.01), Aad (F(1, 397) = 6.35, p<.05), Cb (F(1, 397) = 23.69,
p<.05), Ab (F(1, 397) = 17.35, p< .01), COND (F(1, 397) = 6.30, p< .05) and PI (#(1,
397) = 13.29, p< .01). The results shown in Figure 5.6 indicate that the ads matching
advertising appeal to advertising picture evoke more favorable responses on the measures
of consumer brand choice behaviors than the mixed unmatched ads.

In addition, examination of the interaction between appeal and picture for North
American and Chinese subjects reveals significant difference between the individualists
and collectivists. For example, in the individualistic appeal/individualistic picture
condition, the scores of the measures of consumer brand choice behaviors between the
two groups were: Cad (M = 5.37 vs. M = 4.02, F(1, 97) = 40.85, p< .01), AFFad (M =
5.41 vs. M = 3.56, F(1, 97) = 71.50, p< .01), Aad (M = 5.44 vs. M = 3.62, F(1, 97) =
70.74, p<.01), Cb (M =5.33 vs. M=4.13, F(1,97) =34.36, p<.01), Ab (M =573 vs. M

= 3.89, F(1, 97) = 93.00, p< .01), CONb (M = 5.27 vs. M = 4.24, F(1, 97) = 19.50, p<
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.01), and PI (M = 5.54 vs. M =3.13, F(1, 97) = 131.31, p< .01). As expected, the results
suggested that the focal ad and brand, which contained an individualistic appeal and an
individualistic picture, receive higher ratings on Cad, AFFad, Aad, Cb, Ab, CONb and PI
from North American subjects and lower ratings on those measures from Chinese
subjects. Also, as shown in Figure 5.7, there is also significant difference between the
North American and Chinese subjects in the collectivistic appeal/collectivistic picture
condition. In this condition, the results suggest an opposite pattern that Chinese subjects
give higher ratings and North American subjects report lower ratings for the focal ad and
brand: Cad (M = 5.39 vs. M =4.09, F(1, 101) = 36.05, p<.01), AFFad (M =5.54 vs. M=
3.35, F(1,101) = 118.29, p< .01), Aad(M = 5.51 vs. M =3.78, F(1, 101) = 78.88, p<.01),
Cb (M =5.26 vs. M =3.81, F(1, 101) = 39.93, p< .01), Ab (M = 5.79 vs. M = 3.85, F(1,
101) = 109.91, p<.01), CONb (M =5.22 vs. M=4.21, F(1, 101) = 15.14, p<.01), and PI
(M = 5.61 vs. M = 298, F(1, 101) = 182.90, p< .01). Moreover, in either the
individualistic appeal/collectivistic picture condition or in the collectivistic
appeal/individualistic picture condition, no significant difference is found between the

North American and Chinese subjects.
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Figure 5.5
Two-way culture by Picture
Interaction on Aad
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Figure 5.7
Three-way Culture by Appeal by
Picture Interaction on PI
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The three way interaction between culture, advertising appeal and competition is
statistically significant (Cad (F(1, 802) = 3.07, p<.10), AFFad (¥(1, 802) = 8.46, p<.01),
Aad(F(1, 802) = 14.01, p<.01), Cb (F(1, 802) = 2.88, p< .10), Ab (F(1, 802) = 9.15, p<
.01), COND (#(1, 802) = 6.21, p< .05), and PI (¥(1, 802) = 8.59, p< .01). In addition, a
significant culture by culture-laden advertising appeal interaction effect was also
observed from the focal ad and competing ad: Cad (F(1, 401) = 25.53, p< .01 for the
focal ad; F(1, 401) = 18.14, p< .01 for the competing ad), AFFad (F(1, 401) = 33.03, p<
.01 for the focal ad; F(1, 401) = 18.62, p< .01 for the competing ad), Aad (F(1, 401) =
43.40, p< .01 for the focal ad; F(1, 401) = 12.11, p< .01 for the competing ad), Cb (F(1,
401) = 20.54, p< .01 for the focal ad; F(1, 401) = 29.92, p< .01 for the competing ad), Ab
(F(1, 401) = 47.59, p< .01 for the focal ad; F(1, 401) = 17.74, p< .01 for the competing
ad), COND (F(1, 401) = 11.44, p< .01 for the focal ad; F(1, 401) = 18.68, p< .01 for the
competing ad) and PI (F(1, 401) = 37.14, p< .01 for the focal ad; F(1, 401) = 47.71, p<
.01 for the competing ad). Figure 5.8 is a graphic representation of this interaction,
indicating that the mixed culture and appeal conditions significantly influence subjects’

responses to the focal ad and competing ad.
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Figure 5.8
Three-way Culture by Appeal by
Competion Interaction on Ab
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Finally, in a manner similar to Experiment 1, [ analyze the interaction effect of

competition with culture, appeal and picture. As predicted, when the competing ad
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contains a collectivistic-laden advertising appeal, the focal ad with an individualistic-
laden advertising appeal and picture which convey self-expression information exerts the
greatest influence on Cad, AFFad, Aad, Cb, Ab, CONDb and PI among North American
subjects. According to Group 5 in Table 5.9 the cell means associated with the
experimental factors and interactions show these results: Cad (Mpighess = 5.70, F(7, 146) =
6.99, p<.01), AFFad (Mpighes: = 5.77, F(7, 146) = 13.56, p<.01), Aad(Mpighes: = 5.68, F(7,
146) = 10.28, p< .01), Cb (Mpighes: =5.70, F(7, 146) = 13.90, p< .01), Ab (Mhighes: = 5.86,
F(7, 146) = 13.70, p< .01), CONb (Mighess = 5.66, F(7, 146) = 4.24, p< .01), and
PI(Mhpighess = 5.59, F(7, 146) = 21.13, p< .01). However, when a competing ad contains an
individualistic-laden advertising appeal, the interaction of the collectivistic-laden
advertising appeal and collectivistic-laden advertising picture in a focal ad have the
strongest influence on these measures among Chinese respondents. For example, Chinese
subjects report the opposite pattern with a significant highest scores in group 8 (Cad
(Mhighest = 5.87, F (7, 216) = 11.84, p<.01), AFFad (Mjighes: = 6.03, F(7, 216) = 20.53, p<
01), Aad(Mhighess = 5.89, F(7, 216) = 15.05, p< .01), Cb (Mpighest = 5.95, F(7, 216) =
10.52, p<.01), Ab (Mpighes: = 6.06, F(7, 216) = 20.33, p<.01), CONb (Mpighes: = 5.88, F(7,
216) = 7.40, p< .01), and PI(Mpighes: = 5.88, F(7, 216) = 30.17, p< .01). Furthermore, I
also expected that the focal ad and brand in Group 8 would receive the lowest scores on
those measures from North American group, since both the appeal and picture in the
focal ad in that group did not match North American culture values. However, the results
do not support this argument. The reasons seem to be that the effects are driven by an
appeal by picture interaction. When an appeal matches a picture, the scores on the

measures are higher than observed for the mismatch ads. Similar to Group 8, the focal ad
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and brand in Group 5 do not receive the lowest scores from Chinese subjects. Figure 5.9
depicts these results. Overall, my hypotheses H10b and H10d are not supported, but
hypotheses H10a and H10c are strongly supported, indicating that North American
subjects rate a focal ad, containing an individualistic appeal and a picture expressing
individualistic cultural values, higher on Cad, AFFad, Aad, Cb, Ab, CONb and PI when
competing ads contain collectivistic appeals as compared to individualistic appeals. In
contrast, Chinese subjects rate a focal ad, containing a collectivistic appeal and a picture
expressing collectivistic cultural values, higher on Cad, AFFad, Aad, Cb, Ab, CONb and
PI when competing ads contain individualistic appeals as compared to collectivistic

appeals.
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Figure 5.9
Four-way Interaction on PI
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5.134 Summary

Similar to Experiment 1, the effects of culture, culture-laden advertising appeal
and competition on consumer brand choice behaviors were also examined in experiment
2. The results of the two studies were consistent. Again, the findings from Experiment 2
suggest that competing ads and brands influence subjects’ responses to the focal ad and
the focal brand. The competitive effects on consumer attitudes and purchase behaviors
are significant for both North American and Chinese groups.

More importantly, the findings from Experiment 2 show that there are significant
differences in how individuals from North American and Chinese cultures respond to the
culture-laden advertising pictures. When an ad contains an appropriate, individualistic
visual element, it can increase North American subjects’ ad and brand evaluations while a
collectivistic picture elicits positive Chinese subjects’ ad and brand evaluations. Hence,
Experiment 2 not only further confirms the findings obtained in Experiment 1 that
culture, advertising appeal and competition significantly influence consumer attitudes and
purchase behaviors, but also indicates that culture-laden advertising picture can interact
with these variables to enhance their effects on consumer brand choice behaviors. The
results from Experiment 2 increase my understanding of how culture-laden picture can be
influential.

The findings of Experiment 1 and 2 support that culture, appeal, argument
strength, picture and competition influence consumers’ responses to ads and brands.
However, the question of how competing ads and brands influence a focal ad and brand,

and how participants with distinct cultural backgrounds make a brand choice in the
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multiple-ad, and the multiple-brand environment is still unknown. The next section is

conducted to address this question.

5.2 Testing the extended competitive vulnerability model

The extended competitive vulnerability model in Figure 4 was analyzed by using
the maximum likelihood method (i.e., ML), with EQS software (Bentler, 1992; Barbara,
1994). Based on the aggregate data from experiment 1 and 2, the extended model was
first tested separately for the North American and Chinese subjects. Second, a
comparison between the two groups was conducted to examine whether the measurement
items of the proposed model are invariant across the North American and Chinese
consumers. Third, I then went further to examine whether the structural relationships of

the proposed model are invariant across the two groups.

5.2.1 Baseline models

As a pre-requisite to making the two-group comparison, it is customary to first
establish baseline models for North American, and Chinese subjects, respectively. In
order to examine the causal relationships among Cad, AFFad, Aad, Cb, Ab, CONDb and PI
for both groups, the proposed extended competitive vulnerability models were analyzed
using the ML method, with EQS software (Bentler, 1992; Barbara, 1994). Assessment of
the overall proposed model fit for each group was based on: (1) the comparative fit index
(CFI values > .90 are indicative of good fit, Hu & Bentler, 1999), and (2) acceptability
criterion for chi-square (less than 3 times the number of degree of freedom, Carmines &
Mclver, 1981). By applying the aggregate data of Experiment 1 and 2 (321 North
American subjects and 462 Chinese subjects for the two experiments), the results of the

structural analyses indicate a very good performance of the proposed model. For the

108



North American subjects, the overall fit of the proposed model is excellent (i.e., xz =
1700.35 with 868 degrees of freedom and CFI = .94, standardized RMR = .14, and
RMSEA = .06). Similarly, the overall fit of the proposed model for Chinese subjects is
also excellent (i.e., xz = 2162.74 with 868 degrees of freedom and CFI = .93,
standardized RMR = .13, and RMSEA = .06). These results suggest that the observed
structure is consistent with the proposed framework of the consumer brand choice
process.

Table 5.10 presents the standardized parameters of the relationships included in
the structural model with their corresponding t-values. For North American group,
twenty-six of thirty-four hypothesized paths are significant and thirty-one of thirty-four
relationships are in the hypothesized direction. Another three of relationships are not in
the hypothesized direction and significant. Similarly, for Chinese subjects, I find that
twenty-five of hypothesized paths are significant and thirty of relationships are in the
hypothesized direction. The coefficients of the measurement and structural equations in
both baseline models range from -.30 to .99 and most [t-test| values far above 1.96
(Anderson & Gerbing, 1988). The standardized estimates for the baseline models across
North American and Chinese consumers are shown in Figure 5.10.

Competitive Cad and AFFad effects on Aad (H1 and H2)

Cadl < AFFadl (.66, t = 9.07, p< .01 for North American subjects; .66, t =
10.91, p< .01 for Chinese subjects) and Cad2 <> AFFad2 (.61, t = 8.51, p< .01 for North
American subjects; .63, t = 10.43, p< .01 for Chinese subjects) suggest that Cad and
AFFad are positively correlated for both the focal ad and competing ad. These results

support my expectation of correlated relationships between the constructs (H1). In
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addition, the standardized parameters (i.e., Cadl/Cad2 — Aadl/Aad2, Cadl/Cad2 —
Aad2/Aadl, AFFadl/AFFad2 — Aadl/Aad2, and AFFadl/AFFad2 — Aad2/Aadl) show
that consumers’ attitudes toward a focal ad increase while their cognitive responses of,
and affective reactions to, the same ad increase. However, consumers’ attitudes toward
the competing ad decrease while their cognitive responses of and affective reactions to
the same ad increase. Therefore, the results support H2.

Competitive Aad effects on Cb (H3)

Aadl — Cbl (.56, t = 8.42, p< .01 for North American subjects; .61, t = 10.39, p<
.01 for Chinese subjects) and Aad2 — Cb2 (.59, t = 8.89, p< .01 for North American
subjects; .56, t = 10.12, p< .01 for Chinese subjects) show that consumers’ brand
cognitions toward a focal brand in the focal ad are positively influenced by their ad
attitudes toward the same ad. The results are consistent with previous findings (Brown
and Stayman 1992; MacKenzie, Lutz and Belch 1986). In addition, Aadl — Cb2 (- .06, t
=-1.02, p> .10 for North American subjects; - .003, t = - .06, p< .10 for Chinese subjects)
suggests that consumers’ ad attitudes toward the focal ad negatively influence their brand
cognitions toward the competing brand in the competing ad, although the competing
effects are not significant. Thus, the findings support H3.

Competitive Aad and Cb effects on Ab (H4)

As expected, consumers’ ad attitudes toward a focal ad have indirect influence on
their brand attitudes toward the focal brand in the focal ad, through their brand cognitions
toward the same brand, in addition to their direct effects on brand attitudes toward that
brand. These results validate the previous findings (Brown and Stayman 1992;

MacKenzie, Lutz and Belch 1986). Moreover, consumers’ brand attitudes toward the
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focal brand in the focal ad are negatively influenced by their ad attitudes toward the focal
ad and brand cognitions toward the same brand. Hence, the results support H4.
Competitive Cb effects on CONb (HS)

The standardized parameters for North American subjects (Cbl — CONbl1, .37, t
=5.14, p< .01, Cb2 — COND2, .50, t = 7.03, p< .01, Cbl — COND2, - .17, t = -2.79, p<
.01, and Cb2 — CONbDI, - .05, t = -.86, p>.10) show that consumers’ confidence in
evaluating a focal brand in the focal ad increases while their brand cognitions toward the
same brand increase. However, their confidence in evaluating the competing brand in the
competing ad decreases while their cognitive evaluations of the focal brand increase.
Similar results are found in Chinese subjects. Thus, H5 is supported.

Competitive Ab and COND effects on PI (H6)

As expected, Table 5.10 shows that consumer attitudes toward, and confidence in,
a focal brand in a focal ad positively influence their purchase intentions toward the same
brand. On the contrary, their attitudes and confidence in the competing brand in the
competing ad negatively influence their purchase intentions toward the focal brand.
Therefore, consumer attitudes toward, and confidence in, a focal brand and competing
brands both determine their purchase intentions toward the focal brand. The findings

strongly support H6.
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Table 5.10: Baseline Models-Standardized Estimates for North
American and Chinese Consumers

N. A. Subjects

Chinese Subjects

N=321 N=462
Paths Estimates t-values Estimates t-values
Cadl — persuasive 93 fixed .94 Fixed
Cadl — informative 92 29.91 .92 36.39
Cadl — meaningful .90 27.61 .90 34.09
Cadl — realistic .86 24.10 .85 28.93
Cadl — individual values .86 24.20 .87 30.82
Cad2 — persuasive 91 fixed 92 Fixed
Cad2 — informative .90 25.51 .93 35.50
Cad2 — meaningful .86 23.36 91 33.33
Cad2 — realistic .85 22.48 .87 29.18
Cad2 — individual values .87 23.85 .85 27.72
AFFad]l — pleasant .92 fixed .93 Fixed
AFFadl — excited .84 18.57 .85 22.06
AFFad2 — pleasant 92 fixed .93 Fixed
AFFad2 — excited .85 18.57 .83 19.95
Aadl — good .84 fixed .85 Fixed
Aadl — favorable .88 20.48 .89 25.52
Aadl — creative .86 19.87 .88 24.81
Aadl — attractive 92 22.07 91 26.82
Aad2 — good .89 fixed .86 Fixed
Aad2 — favorable .84 20.66 .82 22.09
Aad2 — creative .85 21.21 .85 23.04
Aad2 — attractive 91 24.16 91 25.95
Cb1l — functions .76 fixed 73 Fixed
Cbl — quality .78 10.73 73 12.16
Cb2 — functions .76 fixed .80 Fixed
Cb2 — quality 75 10.77 73 12.62
Abl — like .90 fixed .89 Fixed
Abl — satisfactory 81 18.44 .82 22.37
Abl — appeal .86 20.50 .88 25.54
Ab2 - like .85 fixed .82 Fixed
Ab2 — satisfactory 82 16.99 .80 18.04
Ab2 — appeal .83 17.26 .80 18.23
CONb1 — confidence .79 fixed 78 Fixed
CONb1 — certainty 98 11.65 .99 15.29
CONDb2 — confidence 81 fixed .82 Fixed
CONDb2 — certainty 97 15.45 .99 17.86
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Table 5.10: Baseline Models-Standardized Estimates for North
American and Chinese Consumers

N. A. Subjects Chinese Subjects
N=321 N=462
Paths Estimates t-values Estimates t-values

PI1 — intend to buy .92 fixed 91 fixed
PI1 — consider buying .93 29.32 .94 35.16
PI1 — expect to buy .94 30.83 95 36.99
PI1 — plan to buy 94 30.22 .95 36.55
PI2 — intend to buy 90 fixed .89 fixed
PI2 — consider buying .89 24.10 .90 30.01
PI2 — expect to buy 94 28.27 .95 34.01
PI2 — plan to buy .92 26.45 .93 32.16
Cadl <& AFFadl .66 9.07 .66 10.91
Cad2 <> AFFad2 61 8.51 .63 10.43
Cadl > Aadl 28 4.86 32 6.63
AFFadl — Aadl .60 9.30 53 9.80
Cad2 —» Aadl -.13 -2.59 -.07 -1.45
AFFad2 —» Aadl .05 1.01 .03 57
Aadl - Cbl .56 8.42 61 10.39
Aad2 - Cbl -17 -2.87 .04 .69
Aadl —»> Abl 36 5.43 27 4.72
Cbl > Abl 41 5.32 52 7.40
Aad2 — Abl -.02 -22 -.10 -2.02
Cb2 — Abl -.04 -51 -.11 -1.94
Cbl —» CONDI 37 5.14 44 7.14
Cb2 - CONb1 -.05 -.86 -.09 -1.77
Abl — PI1 49 10.16 .50 12.29
CONb1 — PI1 32 7.13 35 9.35
Ab2 — PI1 -13 -2.76 -.10 -2.62
CONbL2 — PI1 -.19 -4.28 -17 -4.77
Cadl —» Aad2 -.09 -1.52 -.09 -1.69
AFFadl —» Aad2 .05 .92 .06 1.10
Cad2 —» Aad2 .16 2.84 25 4.88
AFFad2 —» Aad2 .69 10.69 .55 9.68
Aadl —» Cb2 -.06 -1.02 -.00 -.06
Aad2 — Cb2 .59 8.89 .56 10.12
Aadl - Ab2 -29 -4.45 -.30 -5.16
Cbl —> Ab2 .02 24 .05 .84
Aad2 — Ab2 24 3.53 24 4.18
Cb2 —> Ab2 49 6.08 49 7.22
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Table 5.10: Baseline Models-Standardized Estimates for North

American and Chinese Consumers

N. A. Subjects

Chinese Subjects

N=321 N=462
Paths Estimates t-values Estimates t-values
Cbl - CONbB2 -17 -2.79 -11 -2.26
Cb2 - CONbD2 .50 7.03 46 7.86
Abl - PI2 -.11 -2.36 -.10 -2.59
CONb1 - PI2 -11 -2.66 -.14 -3.66
Ab2 - PI2 43 8.14 43 9.76
CONbL2 - PI2 40 8.12 39 9.69
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5.2.2 Measurement Model

The baseline models offer separate assessments of the applicability of the
relationships to each subject group. The statistical significance of the between-group
difference in the proposed mechanisms of consumer brand choice behaviors was tested in
a subsequent multi-sample model, imposing measurement equality constraints between
North American and Chinese subjects. A more stringent test was enforced by holding the
elements of the measurement model equal across the two groups. The path coefficients, t-
values and LM (Lagrange-Multiplier) tests for releasing constraints are summarized in
Table 5.11. In this initial test of invariance, all constraints held in the associated
probabilities are greater than .05. The results clearly indicate an excellent fit. Hence, I
conclude that the items comprising Cad, AFFad, Aad, Cb, Ab, CONb and PI are

essentially identical for the North American and Chinese subjects.

5.2.3 Structural Model

In the third level of analysis, additional constraints were added to test for
invariance of the structural parameters. In the subsequent test of equality, all the
invariance constraints held (i.e., all probability values were > .05), and all the structural
relationships, were in the hypothesized directions (Table 5.11). The results of the
aggregate-level structural analysis show a very good performance of the model (CFI=
.94, standardized RMR= .14, and RMSEA= .04), with a chi-square of 3888.33 (df =
1800, p<.001).

Accordingly, these results support my expectation that consumer cognitive
responses of, and affective reactions to, a focal ad positively influence their ad attitudes,

brand cognitions, brand attitudes, confidence levels, purchase intentions, and final choice
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of the focal brand in the focal ad versus the competing brands in the competing ads.
These findings confirm my HI1-H6. In addition, all the equality constraints of
measurement and structural parameters held in that the associated probabilities are > .05,
thus supporting my H7 and HS8. Overall, I conclude that all elements of the extended
competitive vulnerability model operate similarly for North American and Chinese

consumers.
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Table 5.11: Comparison of the Extended Competitive

Vulnerability Model across North American and Chinese
‘ LM Test for
N. A. Subjects Chinese Subjects Releasing
N=321 N=462 Constraints
Paths Estimates | t-values | Estimates | t-values xz Probability
Cadl — persuasive .93 fixed 94 fixed - fixed
Cadl — informative 92 46.45 92 46.45 .00 .96
Cadl — meaningful .90 43.86 .90 43.86 .08 77
Cadl —» realistic .86 37.65 .85 37.65 33 .56
Cadl — individual values .86 39.13 .87 39.13 .01 .95
Cad2 — persuasive 91 fixed .92 fixed - fixed
Cad2 — informative .90 43.81 .93 43.81 .62 43
Cad2 — meaningful .87 40.79 91 40.79 1.70 .19
Cad2 — realistic .85 36.88 .87 36.88 .09 .76
Cad2 — individual values 87 36.71 .85 36.71 72 40
AFFadl — pleasant 92 fixed 93 fixed - fixed
AFFadl — excited .84 28.69 85 28.69 .02 .89
AFFad2 — pleasant .93 fixed 92 fixed - fixed
AFFad2 — excited .85 27.27 .83 27.27 .01 .95
Aadl — good .84 fixed .85 fixed -- fixed
Aadl — favorable .88 32.80 .89 32.80 21 .65
Aadl — creative .87 31.62 87 31.62 1.16 28
Aadl — attractive 92 34.62 91 34.62 .01 95
Aad2 — good .89 fixed .86 fixed -- fixed
Aad2 — favorable .83 30.15 .83 30.15 .64 42
Aad2 — creative .85 31.16 .84 31.16 .04 .85
Aad2 — attractive 91 35.28 .90 35.28 43 S1
Cbl — functions .76 fixed 73 fixed -- fixed
Cbl — quality 76 16.23 74 16.23 45 .50
Cb2 — functions 78 fixed 79 fixed | fixed fixed
Cb2 — quality 74 16.83 74 16.83 17 .68
Abl — like .89 fixed .89 fixed - fixed
Abl — satisfactory 81 28.87 81 28.87 .06 .81
Abl — appeal 87 32.61 .88 32.61 .09 .76
Ab2 — like .84 fixed .83 fixed -- fixed
Ab2 — satisfactory .82 24.54 .80 24.54 .02 .90
Ab2 — appeal .82 24.86 81 24.86 37 .54
CONbDI1 — confidence .79 fixed .78 fixed -- fixed
CONb1 — certainty 98 19.24 .99 19.24 .19 .67
COND2 — confidence .80 fixed .82 fixed -- fixed
COND2 — certainty 98 23.67 98 23.67 10 .76
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Table 5.11: Comparison of the Extended Competitive
Vulnerability Model across North American and Chinese

LM Test for
N. A. Subjects Chinese Subjects Releasing

N=321 N=462 Constraints

Paths Estimates | t-values | Estimates | t-values xz Probability

PI1 — intend to buy 92 fixed 91 fixed -- fixed
PI1 — consider buying .93 45.95 .94 45.95 41 52
PI1 — expect to buy .95 48.24 .95 48.24 .83 .36
PI1 — plan to buy .94 47.54 .95 47.54 15 69

PI2 — intend to buy .89 fixed .90 fixed - fixed
PI2 — consider buying .89 38.57 .90 38.57 .10 76
PI2 — expect to buy .94 44.24 .95 44.24 .08 a7
PI2 — plan to buy 92 41.61 .93 41.61 25 .62
Cadl < AFFadl .66 14.20 .66 14.20 .01 .92
Cad2 & AFFad2 .63 13.48 .62 13.48 21 .65
Cadl — Aadl 31 8.19 30 8.19 24 .62
AFFadl — Aadl 57 13.38 .55 13.38 .03 .86
Cad2 — Aadl -.09 -2.69 -.09 -2.69 4.20 27
AFFad2 — Aadl .04 .98 .03 .98 .26 .61
Aadl — Cbl .60 13.49 .59 13.49 23 .63
Aad2 — Cbl -.05 -1.25 -.04 -1.25 441 .04
Aadl - Abl .30 6.98 31 6.98 .01 .92
Cbl —»> Abl 46 9.15 48 9.15 25 .62
Aad2 — Abl -.07 -1.74 -.07 -1.74 1.81 .18
Cb2 —» Abl -.08 -1.75 -.07 -1.75 1.41 23
Cbl —» CONDI 41 8.81 41 8.81 79 37
Cb2 — CONbI -.07 -1.83 -.07 -1.83 .01 92
Abl — PII .50 11.92 49 11.92 31 .58
CONbI — PI1 .33 11.85 34 11.85 .59 44
Ab2 — PI1 -.11 -3.66 -.11 -3.66 .02 .88
CONb2 — PI1 -17 -6.44 -.18 -6.44 37 .55
Cadl — Aad2 -.08 -2.17 -.08 -2.17 .14 71
AFFadl —» Aad2 .05 1.19 .05 1.19 35 .55
Cad2 — Aad2 .20 5.58 21 5.58 .01 .92
AFFad2 — Aad2 .64 14.29 .59 14.29 .87 35
Aadl - Cb2 -.02 -.57 -.02 -.57 .90 34
Aad2 — Cb2 57 13.6 57 13.6 .60 44
Aadl —» Ab2 -31 -7.19 -32 -7.19 1.18 .28
Cbl —» Ab2 .05 97 .04 97 71 40
Aad2 — Ab2 23 5.39 23 5.39 17 .69
Cb2 — Ab2 49 9.57 49 9.57 .16 .69
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Table 5.11: Comparison of the Extended Competitive
Vulnerability Model across North American and Chinese

LM Test for
N. A. Subjects Chinese Subjects Releasing

N=321 N=462 Constraints

Paths Estimates | t-values | Estimates | t-values xz Probability

Cbl - CONDb2 -.14 -3.69 -.14 -3.69 20 .66
Cb2 — CONb2 .50 10.69 47 10.69 .01 .92
Abl —» PI2 -.11 -3.47 -.10 -3.47 .01 92
CONb1 — PI2 -13 -4.46 -12 -4.46 21 .65
Ab2 — PI2 44 12.70 43 12.70 23 .63
CONDb2 — PI2 39 12.59 .39 12.59 .01 92
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5.2.4 Summary

The findings of the three-step structural equation modeling analyses show that
consumer brand choice process is invariant across North American and Chinese
consumers. 1 first tested the extended competitive vulnerability model for North
American and Chinese subjects, respectively. The results indicate that the proposed
model has an excellent fit for the two groups. The higher level of cognitive responses of a
focal ad significantly leads to a higher evaluation of that ad. However, the higher level of
cognitive responses of the competing ads significantly leads to a lower evaluation of the
focal ad. Similar results were also obtained for AFFad. In addition, my results not only
confirmed the dual mediation model that in addition to a direct effect, Cad also has an
indirect influence on Ab through Cb, but also included the competing ads and competing
brands. The results provide strong evidence that the effects of the competing ads and
competing brands on a focal ad and focal brand are negative. Specifically, my findings
showed that the higher level of confidence in evaluating a focal brand leads to increase
intentions to buy that brand, which in turn, increases higher probability of selecting that
brand. However, the higher level of confidence in evaluating the competing brands leads
to decrease intentions to buy the focal brand, and finally decrease the probability of
choosing the same brand.

Further, I examined the measurement items and structural relations of the
proposed model and found them to be invariant across North American and Chinese
consumers. The results provide evidence that the seven factors (Cad, AFFad, Aad, Cb,
Ab, CONb and PI) that form consumer brand choice process operate in a similar in both

North American and Chinese consumers.
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Chapter Six

Conclusions, Implications

and Future Research

6.1 Theoretical Implications

Through experiment 1 and experiment 2, this study aims to contribute to the
literature on cross-cultural, advertising and consumer behavior. Firstly, it focuses on a
research gap that has not received attention in the literature, namely cultural effects on
consumer brand choice behavior in a competitive advertising situation. Specifically, it
emphasizes the interactions of competition and culture, such as the interaction effects of
culture-laden advertising appeals, argument strengths and culture-laden pictures on
consumer attitudes and purchase behaviors in an environment of competition illustrating
how culture may influence consumer brand choice behaviors. For example, when
consumers form their attitudes toward a brand in an ad, the objective characteristics and
attributes of the particular brand are not the only factor that impacts their attitudes.
Consumers’ cultural beliefs and values may also have significant influences on the
formation of their attitudes toward that brand. In particular, consumers are more likely to
favor the brand in an ad when the cultural meanings expressed by the ad are consistent
with their cultural beliefs and values. However, if the consistency does not exist, the

degree of purchase intention toward that brand may decrease. The consumers may have
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more positive purchase intents toward another brand whose ad features more competitive
cultural meaning. Therefore, this research not only improves the understanding of
cultural effects, but also uncovers culture and competition interaction effects on
consumer brand choice behaviors.

Secondly, this research integrates two models and offers an extended competitive
vulnerability model, suggesting the effects of ad cognitions and affects of competing ads
on the formations of attitude toward ad, brand cognitions, attitude toward brand,
confidence in evaluating brand, and purchase intention vis-a-vis a focal ad. Although
previous studies have investigated the influence of ad cognitions on consumer choice
behavior, this study provides further insight into the competitive effects of ad cognitions
and affects of one ad on another. Based on literature, MacKenzie, Lutz, and Belch (1986)
developed a dual mediation model suggesting that in addition to a direct effect, Aad also
has an indirect influence on Ab through Cb, whereas Cad indirectly impacts Ab through
Aad. As well, Ab affects PI. Although the dual mediation model addresses the links
among these variables, it fails to incorporate them in the models predicting consumer
choice behavior in competitive environments (Laroche 2002). Evidence indicates that
there are competitive relationships among Cb, Ab, and PI in consumers’ choice processes
(Laroche, 2002; Laroche, Hui, and Zhou, 1994; Laroche and Teng, 2001). Particularly,
Laroche recently put forward the idea that “competitive effects are present at all stages in
the consumer decision process” (2002, p. 15). Drawing on this insight, this study
incorporates competition in the dual mediation model.

Although Laroche et al have pointed out that cognitive evaluations of competing

brands significantly influence consumers’ attitude and intention formations toward a
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focal brand within the choice set (Laroche, Hui and Zhou 1994; Laroche, Kim and Zhou
1995 & 1996; Laroche and Sadokierski 1994; Laroche and Teng 2001), they do not
pinpoint the specific informative variables that may impact consumer choice behaviors.
For example, the manner in which ad information of a focal ad and competing ads
influence consumers’ attitude and purchase intent is unknown in the competitive
vulnerability model (Laroche and Brisoux 1989; Laroche, Hui and Zhou 1994; Laroche,
Kim and Zhou 1995 & 1996, Laroche and Sadokierski 1994; Laroche and Teng 2001).
More recently, Laroche (2002) attempted to relate the competitive vulnerability model to
the dual mediation model, but no empirical test was conducted. By integrating the dual
mediation model and the competitive vulnerability model, this study offers a
comprehensive understanding of the competitive effects of competing ads and brands on
a focal ad and brand.

Thirdly, this research extends the framework to a multicultural setting to look at
the generalizations of the proposed consumer brand choice model across North American
and Chinese consumers. Bagozzi (1994) stressed that the area for future growth is “the
exploration of cross-cultural dynamics...... Cross-cultural research is possible for
researchers from all points of view: information processing, human judgment and choice,
attitude theory, and so on” (p.3). This study does agree with these points. Although
culture is viewed as a significant variable in buyer behavior (Engel, Blackwell, and
Miniard 1989), there is still relatively little theoretical and empirical work that has been
done in a cross-cultural advertising context (Zhang and Gelb 1996). Moreover, a study to
compare the consumer brand choice behaviors across cultures is relatively new to

advertising research. It should be of interest to marketing academics because of the need
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to test the universality of theories developed in North America. This study fills the void
in the literature by addressing the associations between Cad, AFFad, Aad, Cb, Ab, CONb
and PI across North American and Chinese cultures. In other words, this research
attempts to extend the framework to a multicultural setting by comparing the reactions of
North American and Chinese consumers to advertising, and determines whether the
proposed consumer brand choice model which incorporates those factors differs
substantially across cultures.

Finally, this study contributes to marketing research methodology. The market in
China is becoming more and more attractive for the rest of the world, not only for North
American companies in particular, but also for academic researchers. The shortage of
advertising information about this market requires much research. This study provides a
way to document the brand choice process of Chinese consumers and contrast it with that
of North American consumers. It helps identify how differences between cultures in
advertising may affect consumer purchase intentions and choice within consumer brand
choice processes. This study may be applicable to other individualistic cultures such as
Australia or to other collectivistic groups such as India and Japan.

Overall, from the perspectives of cross-cultural, advertising and consumer
behavior, this study adds to a growing interest in consumer research on the interaction
effects of culture-laden advertising appeals, ad content arguments, and culture-laden
pictures on consumer attitudes and purchase behavior in a competitive environment for
both North American and Chinese consumers. Moreover, for researchers interested in
understanding the effects of advertising on consumer purchase behavior (Brown and

Stayman 1992; Garder 1985; MacKenzie and Lutz 1989; MacKenzie, Lutz, and Belch
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1986), this study extends the dual mediation model by taking into account the
competitive effects of one ad on another. To researchers interested in consumer brand
choice behavior (Laroche and Brisoux 1989; Laroche, Kim and Zhou 1996; Laroche and
Sadokierski 1994; Laroche and Teng 2001), the study relates the competitive
vulnerability model to the advertising field. The extended competitive vulnerability
model provides a theoretical framework for examining competitive effects of advertising
on consumer brand choice process. It increases my understanding of the competitive
effects of advertising by demonstrating the relationships among Cad, AFFad, Aad, Cb,

Ab, CONb and PI.

6.2 Managerial Implications

Based on this study, what marketing strategies might be useful for marketers and
advertisers? Several valuable implications are suggested as follows: matching advertising
to culture is important for international marketers and advertisers, especially in the case
of sharply contrasting cultures, such as individualistic and collectivistic cultures (Zhang
and Gelb 1996). Marketers should reply on a more specialized approach when
communicating with consumers in a foreign market. Culture influences the concerns of
advertising and consumer brand choice process. As well, cross-cultural comparisons
contribute to a richer understanding of contextual influences on consumer choice
behaviors. For example, this study shows that ad content, including appeal, argument
strength and picture, is important in a cultural context, as it can change consumer
attitudes and purchase behaviors. Thus, marketers should take the variables of ad content

into account in their advertising.
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Knowing what influence cultural groups on evaluating advertising is especially
important for marketers who wish to implement global strategies, specifically for the
companies who want to pursue further development in the Chinese market. Chinese are
fickle about purchase when their level of brand awareness is not high. Therefore,
marketers have to keep marketing and making consumers aware of their brands as much
as possible. In China, advertising significantly influences consumer purchase behavior.
Advertising which concentrates on emotional and social appeals instead of objective
product characteristics may have great effectiveness in the Chinese market. The favorite
Chinese medium of information gathering is television. They purchase a significant
number of their items through this medium. They also prefer reading newspapers in order
to be informed. Generally speaking, the more brands the Chinese consumers see, the
more the likelihood of increased trial purchases and brand switching. Therefore,
marketers who are increasingly seeking enhanced opportunities for growth and profit in
Chinese market have to understand and learn the Chinese culture, as well as employ
appropriate social values in ad promotion strategies in order to increase their ad and
brand cognitions. When their ad appeal matches Chinese consumers’ cultural values, the
strategy of employing a culturally aware ad appeal may bring more positive responses
from these consumers in evaluating the ad and brand, and in turn, influence them to buy
that brand. This strategy may be applicable to other markets such as Indian and Japanese
markets and Australian market, where collectivistic and individualistic cultures contrast
with each other. Therefore, for marketers who attempt to change consumers’ attitudes and

purchase intents, this study provides interesting solutions.

127



In addition, the analyses of interaction effects provide the opportunities that
marketers can have in order to capture and understand unique differences between North
American and Chinese consumers. The uniqueness is further revealed as an
understanding of cultural values and their effects on consu'mers’ attitudes and purchase
behavior are uncovered. On the other hand, the invariance of the extended consumer
brand choice model suggests that consumers follow the same brand choice process
regardless of their cultural orientation. This gives marketers the freedom to play with ad
cognition and ad affect variations, while being mindful of the local business environment.

Another important marketing implication is that a marketer should not only pay
attention to her/his own ads and products, but also study competitors’ ads and products,
because competition exists. Ideally, an ad is usually designed to build certain mental
associations with and beliefs about a brand in the ad, which may lead consumers to buy
that brand, since the ad creates a more favorable Aad that enhances brand evaluations and
purchase intents. In other words, advertising can bias brand evaluations by establishing
conditions where consumers view the brand more favorably than they would otherwise.
To affect consumers’ evaluations of other competing brands, therefore, a marketer has to
influence their perceived benefits of the competing brands. If her/his ad succeeds in
creating a highly favorable Ab (i.e., enhance the perceived utility of her/his brand relative
to competing brands), it should decrease consumers’ evaluations of those competing
brands (i. e., reduce perceived benefits of the competing brands). Subsequently, the
consumers’ cognitions and attitudes toward, as well as confidence in evaluating the

competing brand will be lower. As a result, they will choose the marketer’s brand.
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6.3 Limitations and Future Research

This study has several limitations that deserve attention in future research. For
example, the neutral text was applied for the competing ad in Experiment 1. It limited the
examination of interaction effects between argument strength and culture, appeal, as well
as competition for the competing ad and brand. Similarly, the neutral picture was applied
for the competing ad in Experiment 2. The interaction effects between picture and
culture, appeal and competition for the competing ad and brand could not be examined.
Future research is needed to take all factor variables into account for both a focal ad and
competing ads at the same level in order to examine all interaction effects of the factorial
design (i.e., week versus strong arguments crossed with the focal ad and competing ad in
Experiment 1; individualistic versus collectivistic laden-pictures for the two ads in
Experiment 2).

In this research, only two items measured ad affect. Although there are three
variables designed to measure it in the questionnaire, the results indicate the negative
question was not related with positive questions well. Therefore, future research is
needed to explore more questions in order to improve the measure of ad affect.

In addition, two hypothetical brands were considered in this study. Actually,
consumers may face a few alternatives while making a brand choice decision (Lussier
and Olshavsky 1979). Future research should replicate this study using more realistic
product stimuli in order to generalize my findings. Specifically, future research on
consumer brand choice processes may attempt to examine the proposed hypotheses using

different product categories across North American and Chinese cultures. Expanding
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research to a variety of product categories will also improve the generalizability of this
study.

Similarly, this study covered only two cultures across North American and
Chinese consumers. In order to generalize the cultural effects on the extended
competitive vulnerability model, at least one more culture must be added to the study in
order to achieve cultural triangulation.

Another area for future exploration is the effect of personality traits on how
consumers make a brand choice. For instance, need for cognition is an important
individual-level variable that measures the extent to which consumers willingly engage in
processing information (Cacioppo and Petty 1982). It is conceivable that consumers with
a high need for cognition are more likely to thoroughly process commercial information
and use a more cognitive choice model with a larger consideration set than those with a
low need for cognition. Particularly, need for cognition of consumers may greatly vary
across cultures. Therefore, continued investigation is needed to shed some light on these
relationships.

Finally, in addition to individualism and collectivism, Hofstede (1980 and 1994)
also takes into consideration the factors of cultures placing more or less values on what
he calls power distance, uncertainty avoidance, masculinity/femininity, as well as long-
term/short-term orientation. The power distance refers to the level of tolerance that low
power members exhibit for an unequal distribution of power between members.
Uncertainty avoidance relates to the level of tolerance in which people feel threatened by
an ambiguous situation. Masculinity/femininity contrasts cultures based on the extent to

which dominant cultural values include success, money, assertiveness and materialism
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versus relationships among people and quality of life. Long-term/short-term orientation
refers to cultural traits such as thrift (saving) and perseverance. Therefore, future research
to address advertising which varies on these dimensions across North American and
Chinese consumers will be useful to understand the differences and similarities of

consumer brand choice behaviors between the two groups (Zhang and Gelb 1996).

6.4 Conclusion

This study reports two experiments. Both experiments examined the interaction
effects of culture, culture-laden advertising appeals, argument strengths, culture-laden
advertising pictures and competition on consumer attitudes and purchase behaviors. By
using the aggregate data from the two experiments, I tested the extended competitive
vulnerability model, which linked the dual mediation model (Brown and Stayman 1992;
Gardner 1985; MacKenzie and Lutz 1989; MacKenzie, Lutz, and Belch 1986) and the
competitive vulnerability model (Laroche and Brisoux 1989; Laroche, Kim and Zhou
1995 and 1996; Laroche and Sadokierski 1994; Laroche and Teng 2001). In order to put
the data for this work to its most effective use, both experiments were undertaken with
consumers, or “real people,” and not from a student sample. Such verification increased
confidence in the findings. ANOVAs and MANOVAs were applied to analyze the
interaction effects and Structural Equation Modeling was applied to determine the
model’s fit to responses from North American and Chinese consumers concerning
attitudes and purchase intention of two digital cameras in a competitive environment.

The results of Experiment 1 indicate that North American consumers have more
positive attitudes and purchase intents toward a brand in an ad containing an

individualistic appeal, and strong arguments when competing ads contain collectivistic
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appeals as compared to individualistic appeals. In contrast, Chinese consumers have more
positive attitudes and purchase intents toward a brand in an ad containing a collectivistic
appeal and strong arguments, especially when the competing ads contain individualistic
appeals as compared to collectivistic appeals. Experiment 2 provides evidence that an ad
containing an appropriate, individualistic visual element can increase North American
consumers’ attitudes and purchase intents while a collectivistic picture evokes positive
Chinese consumers’ attitudes and purchase intents. The findings from Structural Equation
Modeling suggest that competing ads and competing brands negatively influence
consumers’ attitudes and purchase intents toward a focal brand in a focal ad. Multi-group
analysis was also conducted to examine for invariance across North American and
Chinese consumers. The measurement and structural model analyses of the multi-group
show that there is invariance in both models except for one path. The path that is
insignificant (t = -1.25) for invariance is the competing ad attitude and the focal brand
cognition in the focal ad. However, the lack of invariance was minimal. Overall, the
extended vulnerability model presents a fairly robust model in describing consumer brand
choice process.

Generally speaking, the question of how the multiple-ads and multiple-brands
influence consumer attitudes and purchase behaviors in multicultural environments is
really very new. This study is just a b'eginning into that area, and I hope that I have

answered some of the issues that are crucial in today’s marketing and advertising.
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Achierve Genuine Seli-expression

Aimed at the best of the best, Canview offers a new
digital camera:

—A 4.3 megapixel CCD
—A 3x optical zoom

—Recording 80 seconds of video with sound

To learn more about Canview, please visit www.canview.com



Share the Joy with Those You Love

Canview offers you a new digital camera.
Performance to match the imagination!

Cutting-edge technology meant for everyone.

To learn more about Canview, please visit www.canview.com



Share the Joy with Those You Love

Sparkle announces a breakthrough new digital camera featuring
flawless mechanical precision, amazingly quick handling and
matchless optical quality. It easily earns the rank of exquisite

for both style and performance. Unique in its class!

To learn more about Sparkle, please visit www.sparkle.com
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Achiere Genuine Seli-expression

Canview introduces a new digital camera for photographers. Its
flawless mechanical precision, incredible speed, quick handling
and incomparable optical quality represent an obsession with
perfection that is unavailable anywhere else. Truly impressive!

To learn more about Canview, please visit www.canview.com



Achieve Genuine Seli-expression

Canview introduces a new digital camera for photographers. Its
flawless mechanical precision, incredible speed, quick handling
and incomparable optical quality represent an obsession with
perfection that is unavailable anywhere else. Truly impressive!

To learn more about Canview, please visit www.canview.com



Sparkle announces a breakthrough new digital camera featuring

flawless mechanical precision, amazingly quick handling and
matchless optical quality. It easily earns the rank of exquisite
for both style and performance. Unique in its class!

To learn more about Sparkle, please visit www.sparkle.com
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Questionnaire Number:

Dear Sir/Madam,

As part of the requirement of my Ph. D. in Administration Program at Concordia
University, Montreal, Canada, I am interested in studying the opinions of North
American consumers from various backgrounds on advertising.

I would very much appreciate your participation in this study by completing this
questionnaire. This should take approximately 30 minutes of your time. Please note that
your responses to this questionnaire will be kept confidential and will be used in
academic research only at Concordia University. No one will know or use your name in
this research at all.

Since this research is necessary for the successful completion of my Ph. D. program, I
sincerely hope that you will agree to participate in this survey.

Thank you again for your kind participation, and I hope that you will enjoy the
experience.

Yours truly,
Lefa Teng Dr. Michel Laroche, FRSC
A.B.D. in Marketing Supervising Professor

Tel: (514) 848-2738 Tel: (514) 848-2942



How To Use This Booklet

This booklet and two manila envelopes have been provided for today’s study.
Please place the two envelopes on the top right-hand side of your table. The booklet
contains a series of instructions which describe the various tasks you will perform. You
will be asked some questions about each task.

Most of these questions simply ask you to circle one number on a scale that best
reflects your agreement or disagreement with the statements. For example,

1. I am always careful about my manner of dress.
Strongly Moderately Slightly Slightly = Moderately  Strongly
disagree  disagree disagree  Neutral agree agree agree
1 2 3 4 5 ® 7

Some of the questions simply ask you to circle the appropriate number that best
reflects your personal reactions. For instance,

ewed is
Verybad 1 2 ® 4 5 6 7 Verygood

The booklet also provides you with instructions regarding when to open and how
to use the manila envelopes. Please do not open the manila envelopes until the
experimenter asks you to do so.

The first two parts of the study will be timed so it is important that you wait until
instructed to do so before you begin. However, you will complete the remainder of the
study at your own pace. You may take as much as little time as you need to complete it.

When you have completed a page please do not go back to previous pages to
check or modify earlier responses. Also, please do not look at pages after the one you are
currently working on. In other words, just go through the booklet one page at a time until
the end.

The booklet and instructions have been designed to be as clear and easy to follow
as possible. However, if at any time you feel unsure about what exactly you are being
asked to do, or what a question means, please feel free to raise your hand and the
experimenter will help you.

not turn this page until the experimenter tells you to do so!
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Section 1

In this section, we would like to know your level of agreement or disagreement
with the following statements that represent commonly held opinions. There are no right
or wrong answers. Please indicate your choice by circling one number that best reflects
the degrees of your opinion.

Strongly Moderately Slightly Slightly Moderately Strongly
disagree  disagree disagree Neutral agree agree agree
One of the pleasures of life is to be related 1 2 3 4 5 6 7
interdependently with others.
I don’t like to live close to my good friends. 1 2 3 4 5 6 7
I have a close relationship with my relatives 1 2 3 4 5 6 7
and friends.
I would provide funds if a relative told me 1 2 3 4 5 6 7
that s/he is in financial difficulty.
I feel strongly about returning favors 1 2 3 4 5 6 7
to others.
It is not everyone’s responsibility to 1 2 3 4 5 6 7
respect the aged people.
I have a traditional relationship with 1 2 3 4 5 6 7
my parent(s).
What happens to me is my own doing. 1 2 3 4 5 6 7
The most important thing in my lifeisto 1 2 3 4 5 6 7
make myself happy.
When faced with a difficult personal 1 2 3 4 5 6 7
problem, it is better to decide what to
do myself, rather than to consult others.
One should not go to the extremes in 1 2 3 4 5 6 7
his/her behavior.
To a great extent, my life is controlled 1 2 3 4 5 6 7
by accidental happenings.
I feel powerful people mostly determine 1 2 3 4 5 6 7
what happens in my life.
When I get what I want, it’s usually 1 2 3 4 5 6 7
because I’'m lucky.
I can pretty much determine what will 1 2 3 4 5 6 7

happen in my life.
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Strongly Moderately Slightly Slightly Moderately Strongly

disagree  disagree disagree  Neutral agree agree agree
It’s not always wise for me to plan too 1 2 3 4 5 6 7
far ahead because many things turn out
to be a matter of good or bad fortune.
When I get what I want, it’s usually 1 2 3 4 5 6 7
because I worked hard for it.
My life isn’t determined by my own actions. 1 2 3 4 5 6 7
I strive as much as possible to be 1 2 3 4 5 6 7

independent of others (materially or emotionally).

I live too much by other people’s standards. 1 2 3 4 5 6 7
When I’'m in a group, [ usually don’t say 1 2 3 4 5 6 7
much for fear of saying the wrong thing.

I feel self-conscious when I’m with people 1 2 3 4 5 6 7
who have a superior position to mine.

Showing affection openly is acceptable. 1 2 3 4 5 6 7
I always act properly in order to save 1 2 3 4 5 6 7
embarrassment.

I only half-believe in myself. 1 2 3 4 5 6 7
I am quite shy and self-conscious 1 2 3 4 5 6 7
in social situations.

I feel that ’'m a person of worth, 1 2 3 4 5 6 7
on an equal plane with others.

I’m not satisfied with my present situation. 1 2 3 4 5 6 7
I’ll continue to grow best by being myself. 1 2 3 4 5 6 7
I always do things confidently and positively.1 2 3 4 5 6 7
I believe that I can deal with my daily work. 1 2 3 4 5 6 7
I often like to consult my family when 1 2 3 4 5 6 7

considering the purchase of an
electrical product.

I am likely to be influenced by the 1 2 3 4 5 6 7
suggestions of others when making a decision.

The quality expectations I have for the 1 2 3 4 5 6 7
products I buy are often very high.

I often expect a relatively high level of 1 2 3 4 5 6 7
service while shoppi

nter tells you to do so
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Section 2 (Digital Cameras)

This section focuses on your opinions on digital cameras. The following questions
are relatively simple and straightforward. Please answer each question by circling the
appropriate number.

Do you like to engage in conversation about digital cameras?
Don’t like very much 1 2 3 4 5 6 7 Like very much
Based on your lifestyle, do you feel a digital camera is an important product for you?
Not very important 1 2 3 4 5 6 7  Very important
How much do you know about the features and uses of digital cameras?
Know very little 1 2 3 4 5 6 7 Knowalot
How would you rate your knowledge about digital cameras as compared to the rest of the population?

One of the least 1 2 3 4 5 6 7  One of the most
knowledgeable people knowledgeable people

Have you ever used a digital camera?

Yes: 1 No: 2
Do you currently own a digital camera?
Yes: 1 No: 2
Strongly Moderately Slightly Slightly Moderately Strongly
disagree disagree disagree Neutral agree agree agree
In general I am quite capable when it 1 2 3 4 5 6 7
comes to distinguishing a good digital
camera from a bad digital camera.
I can’t think of many differences between 1 2 3 4 5 6 7
major brands of digital cameras.
I would spend a lot of time and effort 1 2 3 4 5 6 7

searching for information on different
ads/brands before buying a new digital camera.

You have to make a choice between four cameras which are similar on all features (including price) except
their megapixels and optical zooms. The megapixel and optical zoom range information on these cameras

are presented below. Which digital camera would you choose based on the information?

Camera A: 2.5 megapixels/2X optical zoom CameraB: 4.3 megapixels/3X optical zoom
Camera C: 1.3 megapixels/3X optical zoom CameraD: 3.5 megapixels/2X optical zoom

How do the opinions of family or friends influence your decision when you consider buying a deluxe
electrical product ranging between $499 and $999 in price?

Very little influence 1 2 3 4 5 6 7  Very strongly influence
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Strongly Moderately Slightly Slightly Moderately Strongly

disagree disagree disagree Neutral agree agree agree
I would prefer complex to simple problems. 1 2 3 4 5 6 7
I like to have the responsibility of handling 1 2 3 4 5 6 7
a situation that requires a lot of thinking.
I find great satisfaction in deliberately 1 2 3 4 5 6 7
working hard and for long hours.
The idea of relying on thought to make 1 2 3 4 5 6 7
my way to the top appeals to me.
I really enjoy a task that involves coming 1 2 3 4 5 6 7
up with new solutions to problems.
I prefer my life to be filled with puzzles 1 2 3 4 5 6 7
that I must solve.
The notion of thinking abstractly 1 2 3 4 5 6 7
is appealing to me.
I prefer a task that is intellectual, difficult, 1 2 3 4 5 6 7

and important to one that is somewhat
important but does not require much thought.

I usually end up deliberating about issues 1 2 3 4 5 6 7
even when they do not affect me personally.

Thinking is not my idea of fun. 1 2 3 4 5 6 7
I would rather do something that requires 1 2 3 4 5 6 7

little thought than something that is sure to
challenge my thinking abilities.

I try to anticipate and avoid situations 1 2 3 4 5 6 7
that demand deep thoughts.

I only think as hard as I have to. 1 2 3 4 5 6 7
I prefer to think about small daily projects 1 2 3 4 5 6 7

than long-term ones.

I like tasks that require little thought once 1 2 3 4 5 6 7
I’ve learned them.

Learning new ways to think doesn’t excite 1 2 3 4 5 6 7
me very much.

I feel relief rather than satisfaction after 1 2 3 4 5 6 7
completing a task that required a lot
of mental effort.

It’s enough for me that something gets the 1 2 3 4 5 6 7
job done; I don’t care about how or why it works.

turn this page until the ¢
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Instructions

For the purpose of this study, assume that Mark is a good friend of yours. He has
recently taken up photography as a hobby. Mark lost his old camera and therefore needs
to buy a new camera for himself.

Mark uses his camera to take a variety of pictures. He is considering buying a
digital camera with the latest features and is willing to spend a maximum of $500.00.
Being a good friend, you are trying to help Mark find a digital camera.

You have a chance to win lottery reward of $100.00 at the completion of the
study. The likelihood of winning the reward is based on your final choice of digital
camera for Mark. Please leave your name and address below (if you wish) in case you
would be the winner. Your identification will never be used for other purpose. To assure
Sfull confidentiality, this cover sheet will be removed from the questionnaire as soon as we
receive it.

You will have three minutes to examine two digital camera ads. One is for
Canview and the other is for Sparkle. Both advertised digital cameras are made in Japan
and priced identically at $499.00. Your task is to select one of the cameras, Canview or
Sparkle for your friend, Mark, based on the information of the ads and the advertised
brands you will see. You will be asked to evaluate the ads and brands before you make a
choice for Mark.

Please read the two digital camera ads carefully and remember the brand name
and the ad associated with each one. There are no rights or wrong answers to any
question. I am simply interested in obtaining your honest opinions.

Do you have any questions? If so, raise your hand. Otherwise, please wait for the
experimenters to instruct you to continue.

Thank you very much!

Your name and address (if you wish):
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Section 3

You have seen the two ads of Canview and Sparkle. We would like to ask you a
few questions or get your reactions to the advertisements and brands of Canview and

Sparkle, respectively. Please circle one number that best reflects the degree of your
reactions, opinions or feelings.

First, please indicate vour level of agreement or disagreement with following statements about Canview
and Sparkle_respectively.

Canview Sparkle

Strongly Strongly | Strongly Strongly
disagree agree disagree agree
2 ‘ 2 5 6 7
56 17

5.6 7

596 7

5. 6.7

5 26 .7

5 6.7

Next, we would like to know vour involvement about Canview and Sparkle, respectively, while looking
at, and evaluating the advertising messages.

For Canview, you were:
Not involved at all Highly involved
Not concentrating at all
Not paying attention at all

Not spending any effort at all

Concentrating very hard
Paying a great deal of attention
Spending a lot of effort

—_ e e —
RO NN
W W W W
N N
Wh W L
o = =
MU
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For Sparkle, you were:
Not involved at all
Not concentrating at all
Not paying attention at all
Not spending any effort at all

In vour thoughts, the ad for Canview was:

1
1
1
1

[T S I SR

3
3
3
3

Very unpersuasive
Very uninformative
Not very meaningful

Very difficult to understand
Very unrealistic

Completely untrustworthy
Very biased

Not appealing to my ind. values

—_ ey P e e e P e

NN o NN NN

W W o W W W W W

In your thoughts, the ad for Sparkle was:

Very unpersuasive
Very uninformative
Not very meaningful
Very difficult to understand
Very unrealistic
Completely untrustworthy
Very biased
Not appealing to my ind. values

1
|
1
1
1
1

1
1

2
2
2
2
2
2
2
2

W W oL W W W W W

4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5

6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7
6 7

Highly involved

Concentrating very hard
Paying a great deal of attention
Spending a lot of effort

Very persuasive

Very informative

Very meaningful

Very easy to understand
Very realistic
Completely trustworthy
Very unbiased

Appealing to my ind. values

Very persuasive

Very informative

Very meaningful

Very easy to understand
Very realistic
Completely trustworthy
Very unbiased

Appealing to my ind. values

According to your feelings. please circle the number that best describes how much you agree or disagree

with the statement.

Canview

Sparkle

Strongly

disagree

Strongly
agree

Strongly Strongly

disagree agree
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In vour opinion, the ad for Canview was:

Very bad

Highly dislikable
Very unfavorable
Highly uncreative
Least attractive
Totally uninteresting
Highly implausible

In vour opinion, the ad for Sparkle was:

Very bad

Highly dislikable
Very unfavorable
Highly uncreative
Least attractive
Totally uninteresting
Highly implausible

1
1
1
1
1
1
1

2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3
2 3

PO O N N

N N O N

TR LY I B TRV

[V S NV VY IR

JEN= - = N~ NY- NEoN

> W= AN~ S = N~ NEe NI~ N

QNN N

NN N g\

Very good

Highly likable
Very favorable
Highly creative
Very attractive
Totally interesting
Highly plausible

Very good
Highly likable
Very favorable
Highly creative
Very attractive
Totally interesting
Highly plausible

How likely is it that Canview and Sparkle cameras have the following characteristics?

Canview

Very
unlikely
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1

unlikely

Sparkle
4 5.6
45 76
4 5 76
6
4 5 6

Very
likely




Overall, what are your attitudes toward the digital cameras of Canview and Sparkle,.

respectively?

Canview Sparkle

Strongly Strongly | Strongly Strongly
disagree agree disagree agree

Not confident Very

at all confident
Please indicate how confident you are 1 2 3 4 5 6 7
about your evaluation of Canview.
Please indicate how confident you are 1 2 3 4 5 6 7
about your evaluation of Sparkle.

Very Very

uncertain certain

Please indicate the degree of your certainty 1 2 3 4 5 6 7
about your evaluation of Canview.
Please indicate the degree of your certainty 1 2 3 4 5 6 7

about your evaluation of Sparkle.

Please indicate the strength of vour intentions if you were to choose Canview or Sparkle for Mark.

Canview Sparkle

Strongly Strongly | Strongly Strongly
disagree agree disagree agree

45 6T

5 67
5.6 1
5 67
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Highly Highly

improbable probable
Would you buy Canview for Mark? 1 2 3 4 5 6 7
Would you buy Sparkle for Mark? 1 2 3 4 5 6 7

What is the likelihood that you would choose Canview or Sparkle for Mark?
(Please divide 100% approximately in proportion to the likelihood of choosing each brand)

Probability of selecting Canview for Mark:
Probability of selecting Sparkle for Mark:

TOTAL 100%
Highly Highly

unsatisfied satisfied
How do you feel about choosing 1 2 3 4 5 6 7
Canview for Mark?
How do you feel about choosing 1 2 3 4 5 6 7
Sparkle for Mark?

Not at all Extremely

important important
How important was it for you to choose 1 2 3 4 5 6 7
Canview for Mark?
How important was it for you to choose 1 2 3 4 5 6 7
Sparkle for Mark?

Not at all Very

appropriate appropriate
How appropriate would it be to buy 1 2 3 4 5 6 7
Canview for Mark?
How appropriate would it be to buy 1 2 3 4 5 6 7

Sparkle for Mark?

How would you judge the advertised cameras of Canview and Sparkle on the price of $§ 499.00.

respectively?

Canview Sparkle
Strongly Strongly | Strongly Strongly
disagree agree disagree agree
‘ 1 2 5 6 7
5.6 7
“““ 5 6 17
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Section 4

The following questions deal with demographics:

Are you: Male Female

Are you: ___ Single
_ Married or living together
___ Separated or divorced
__ Widowed

In what country were you born? Country:

What is your present nationality?

Please indicate your age bracket:

under 25 years 40 to 49 years
25 to 29 years 50 to 59 years
30 to 39 years 60 years and over

Please indicate your total family gross income bracket:

Less than $30,000 $70,000 to $89,999
$30,000 to $49,999 $90,000 and over
_____$50,000 to $69,999

Please indicate the highest level of education you attained:
_____elementary school
_high school
_____community college/technical school/diploma
_____undergraduate university degree
___graduate university degree

What is your occupation?

What is your employment status? (circle one number)

Work full time (30 or more hours per week) 1
Work part-time (less than 30 hours per week) 2
Retired, pensioned 3
Student 4
Unemployed 5

6

Homemaker only

How would you rate overall comprehension of this questionnaire?
I had no problem understanding the questionnaire. I understood every question.

There were a few questions that I didn’t understand.

There were many questions that I didn’t understand. I found it very difficult to understand the
questions.
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I didn’t understand anything of what was written.

How would you rate your understanding of the instructions given to you?
1 had no problem understanding the instructions. I understood very well.

There were a few instructions that I didn’t understand.

Indicate what you were not sure of:

There were many instructions that I didn’t understand. I found it very difficult to follow.
I didn’t understand anything of what was said.

What do you think the purpose of the present study was? Please be brief.

> booklet and manila
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