THE FRYLHOQLOGY OF ADYERTISING

‘As T woke up this morning and sturmnbled to the bathroom to refresh, I barely noticed
the brand of toothbrush and toothpaste I used. I couldn’t escape the brand of break-
fast cereal though, because it screamed at me in huge typeface to enjoy my “coco-pops”.
I wanted to check the morning news, so switched on the television, only to find a
seemingly endless sequence of commercials on every channel I selected, urging me to
buy more cereal, get a consumer loan, choose shampoo X instead of Y, collect a great
offer at the nearest car dealership, and phone lawyer Z when [ had a conflict at work. [
had no mterest in any of these products or services. Before setting off for work, [ saw
a glimpse of yesterday's football match, but the billbcards surrounding the playing
field were more visible than the ball, so the sponsoring only distracted me from what |
wanted to see. On my way to the train station I passed numercus signs, billboards and
shop windows, each with their own message and several repeating the same message [
had seen a mile back. Of course, I did not want to attend to them, and wasn't even able
to do so, since [ was using my cell-phone to email a friend. It was only 8,00 am, but by
now I had heen exposed to over 250 commercial messages ranging from brand names
and packaging to billboards, television ads and sponsored events. And of course, none
of these messages had in any way affected me, my mood, my thinking or my actions,
because I had other things on my mind, and a busy schedule 1o follow. Or had they?

After reading this book, the answer to this question will be yes, and in more
ways than the actor of this anecdote or the reader might have imagined. Although
people’s lives differ, there is at least one constant, particularly among those living in
Western and Asian-Pacific hyper-industrialized socicties and that is the ubiquitous
presence of advertising. Indeed, the average US consumer is thought to be exposed to
more than a 1,000 commercial messages each day. Did you ever wonder whether and
how this advertising works? How consumers make sense of advertising messages?
What types of messages ‘get across’, when and why? What impact advertising has on
consumer emotions, thoughts and behaviour? That is what this book is about.

Advertising is defined as any form of paid communication by an identified
sponsor aimed to inform and/or persuade target audiences about an organization,
product, service or idea (Belch & Belch, 2004; Tellis, 2004; Yeshin, 2006). In the present
chapter, we set the stage for what is to come in the following chapters by providing the
reader with a grasp of the business context, societal context, and academic context in
which the material in the other chapters must be situated. As such, the present chapter
will touch briefly on several issues that are dealt with in more detail in the coming
chapters and will highlight the origins and settings of contemporary thinking and
research on the psychology of advertising and its translations in advertising practice.
More in particular, we will discuss how advertising practice has evolved through
history, how it manifests itself presently, what functions it has in society, and how
thinking about its effects has developed to where we are now. We conclude this chapter
with an outline of the contents of the other chapters.

The origins of modern day advertising
Advertising was not invented yesterday or the day before, but has a considerable

history. As McDonald and Scott (2007) claim, the first type of advertising was what
we now term ‘outdoor advertising’. Archaeclogists have unearthed tradesmen’s and



SETTING THE STAGE

tavern signs from ancient civilizations such as Egypt and Mesopotamia, Greece and
Rome, indicating that traders and merchants were keen to tell their community what
they had to sell and at what price. Similarly, ads for slaves and household products
have been found in early written records of the period. Later, town criers and travel-
ling merchants advertised goods and services and in so doing became the forerunners
of today's voice-overs in television and radio ads (McDonald & Scott, 2007). The
Industrial Revolution between 1730 and 1830 especially boosted advertising practice.
This increase can he partly explained by the large-scale diffusion of the division of
labour which increasingly necessitated informing consumers of the availability of
goods and services, the creation of which they were no longer directly mvolved in, and
partly beczuse the Industrial Revolution greatly accelerated the scale of production,
creating an obvious impetus for manufacturers to advertise in order to sell their stock.
As a result, markets transformed from being mainly local to regional and finally even
global. The Industnal Revolution also illusirates the pivolal role of advertising as a
necessary lubricant for economic traffic. Without advertising, we would not be aware
that certain products or services exist, and consumption would wane. This in turn
would directly slow down production. Thus, whereas advertising cannot be said to
create consumer needs, 1t zs capable of channelling those needs by reshaping them
into wants for specific products and services that manufacturers can supply and that
promise to satisfy those needs (cf. Kotler, 1997).

A ‘side effect’ of these trends was the creation and growing importance of the
consumer brand: the label with which to designate an individual product and differ-
entiate 1t from competitors. Since production and consumption became distinct in
tfime and space, consumers needed such an unequivocal label with which they could
idenrify the product of their choice amidst alternatives. Hence, advertising practi-
tioners (who by the mid to end of the Industrial Revolution started to exclusively work
as such and thereby created an entirely new profession) were quick to assign unique
labels to products and associate them with unique advantages not shared by competi-
tors. The Unique Selling Proposition or USP was born, a summary statement
used to meaningfully differentiate the brand from the competition. The creation of a
compelling USP was to grow to be the key challenge for professional advertisers in
‘building’ new consumer brands.

The American Civil War and, 50 years later, World War 1 temporarily slowed
down production, only to see an ‘afterburner effect’ after hostilities ceased and societies
had to be rebuilt. After the Depression years and World War I, advertising volumes
skyrocketed again, to keep up with the production and consumption pace of the period.
The post-war economic boom enabled ever more consumers on an ever widening scale
to enjoy new products and services, and the concomitant mass introduction of televi-
sion increased advertising’s reach at an unprecedented rate. This trend 1s mrrored by
the present-day proliferation of the internet as an advertising medium. More gener-
ally, a brief history of advertising should include a brief discussion of the evolution
of the chief carriers of these ad messages throughout history: the advertising media.

The earliest forms of advertising, as noted, used ‘outdoor media’: clay tablets,
placards, and, from 1400 onward, handhills znd poster bills. Martin Luther used this
latter medium when advertising his objections to Roman Catholicism by nailing a
poster bill on the Wittenberg church door. Outdoor advertising subsequently evolved
from poster bills ta billboards, which especially in North America grew out to be one
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of the most eve-catching icons of mcreased consumerism with brands such as
Kellogg's, Heinz, Coca-Cola and Palmolive covering large parts of US public space.

Newspapers and magazines are among the main advertising media, especially
since therr development in the eighteenth and nineteenth century accelerated. An
estimated billion people per day read newspapers, and advertisers have been keen on
reaching them, especially with display (regular) ads and classified ads (McDonald &
Scott, 2007). Interestingly, despite the mtroduction of television and, more recently, the
internet, newspapers continues to be a popular advertising medium. Although market
shares of classified ads are decreasing mainly due to the nternet, newspaper advertis-
ing 1s still second 1n volume after television, with 30 per cent of all main media
expenditures (McDonald & Scott, 2007). Similarly, the advent of the internet has not
led to the demise of magazine advertising, as audiences are ever more specifically
targeted with special interest magazines, which continue to be attractive for advertis-
ing aimed at reaching consumer segments that share common interests, values,
or lifestyles.

Television, radio and the internet complement the array of contemporary mass
media. Whereas radio advertising started in the early 1920s in the US, television
advertising took off two decades later with a Bulova Watch commercial being shown
before a baseball game between the Brooklyn Dodgers and Philadelphia Phillies
(McDonald & Scott, 2007). Despite the World Wide Web, television continues to claim
the largest share in ad expenditures, accounting for more than $147 billion worldwide
in 2005 (McDonald & Scott, 2007). Finally, internet advertising started in 1994 and
has ever simce seen yearly growth rates ol over 25 per cenl. At present, the mnternet
appears a complementary rather than a substitute medium. Although 1t has taken
away some of the market share from other media (most notably classified ads in
newspapers), the internet will probably coexist next to more traditional mass media,
rather than eliminating them as some media gurus have prophesied. In all, despite its
humble origins, advertising has grown to be a flourishing business with spending
on advertising expected to reach $450 billion worldwide by 2010.

We might look at classic ads with feelings of warm nostalgia or wonder about
the sometimes peculiar language use and propositions made, but are the appeals made
in thosc historic ads really fundamentally different from those we find in contemporary
advertising? The answer appears to be both ves and no. McDonald and Scott (2007)
argue that from the 1800s to the early twentieth century virtually all print ads used
what we would nowadays term an informational or argument-based appeal.
They straightforwardly informed consumers what was for sale, at what price and
where one could buy it. The approach became known as the ‘tell’ approach, a more
subtle variant of the more pressing ‘hard-sell’ approach of ‘salemanship in print’
which aligned a set of persuasive arguments Lo convince prospective buyers and thus
became known as the ‘reason-why approach’ (Rowsome, 1970, see Fig 1.1).

Partly as a reaction to this aggressive approach, a more subtle ‘soft-sell
approach was developed n the early 1900s which sometimes used an emotional
or affect-based appeal, aiming to influence the consumer’s feelings and emotions
rather than his thoughts. The development of the soft-sell approach was in line with
the societal and academic trend of the time mcreasingly to view human nature as
governed by instinct, emotions and non rational processes (Beard, 2005). Despite the
impression that the discussion may have given thus far, Fox (1984) has stated that
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Figure 1.1 Vintage advertisement using an informational appeal

argument-based and atfect-based appeals have coexisted through the ages, rather than
one approach evolving out of the other. Hence, even the beginning of the twentieth
century saw 1illustrations of emotional appeals next to informational ads much like
we see today. Indeed, in today’s advertising practice, hard-sell and soft-sell appeals
still coexist, and sometimes reflect distinct philosophies of the ad agencies abour
what works in advertising (1.e. use of arguments versus use of emotional appeals to
sell products; Kardes, 2002).

The functions of advertising

Imagine a world without advertismg. What would 1t be like? Certainly, there would be
no unsolicited harassment by sales representatives, no distraction by neon signs and
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billboards, no interruptions to movics on 'T'V by commercial breaks. But before sighing
with relief, also think of the following. Perhaps, there would also be no newspapers
and magazines, no television, no radio. All these media depend on advertising rev-
enues for their existence. There would be fewer great sports competitions such as
tennis, football and Formula One, because all depend largely on commercial spon-
sorship. And, on a personal level, your knowledge of ‘what is out there', what prod-
ucts are available, with what attributes, at what price and at which outlet, would be
seriously impaired. In short, advertising does have its place in society, both at an
aggregate and an individual level. In contemporary industrialized societies, advertis-
ng serves several functions; facilitating competition, communicating with consumers
about products and services, funding public mass media and other public resources,
creating jobs, and informing and persuading the individual consumer.

First, advertising facilitates competition among firms. Advertising enables firms
to communicate with consumers fast and efficiently, and thereby plays an important
role in the competition between firms for consumer attention, competition for con-
sumer preferences, choice and, of course, consumer financial resources. Second,
advertising is the prime, and perhaps only, means companies have to inform con-
sumers about new and existing products. If a firm offers a product that 1s cheaper
than that of competitors, but equally good, they need consumers to learn about this.
And the key way to achieve this 1s by advertising. Relating this to the previous
function, as a result, the competitor may go down in price, thus stirring competition
between the two. Third, as alluded to before, advertising is a key source of funding for
mejor mass media in the US and many other countries. Newspapers, TV, radio and
certainly many free services on the internet (e.g. search engines such as Google or
AltaVista) would not exist if it were not for advertising expenditures. On the other
hand, to prevent full dependence on advertising revenues, countries such as Great
Britain, Germany and the Netherlands still maintain a public service broadcasting
system which is publicly rather than commercially financed (e.g. the BBC in Great
Britain, or ARD and ZDF in Germany). Fourth, the advertising industry 1s an import-
ant employer. Earlier we referred to the huge estimated volume of expenditures in the
industry. Add to this the number of employees in advertising related industries — a
total of over 300,000 worldwide n the year 2000, and estimated to grow at a yearly
rate of 32 per cent compared to 15 per cent for other industries — and it becomes
evident that a world without advertising would produce fewer jobs, less competition,
and thus less economic activity.

Related to these societal functions, are two important functions of advertising
at the individual level: to inform and persuade the individual consumer. When adver-
tising’s function is to inform, the emphasis is on creating or influencing non-evaluative
consumer responses, such as knowledge or beliefs. When trying to persuade, in
contrast, the focus is on generating or changing an evaluative (valenced) response,
in which the advertised brand is viewed as more favourable than before or vis-a-vis
competitors.

As mentioned earlier, advertising’s key objective 1s often to provide information
on what is available, where and at what price. There is one basic motive for an
advertiser to use an informational appeal: to communicate something new and poten-
tially relevant about a product, service or idea. At first glance, this would imply that
the information function is primarily used for new product or service introductions,
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but reality appears more complex than that. Use of advertising to inform 1s made
widely and for varying purposes. For instance, Abernethy and Franke (1996) have
shown that the information function varies with product category: informational
appeals are used more frequently for durable goods (e.g. products that can be used
repeatedly such as refrigerators, cars, or furniture) than non-durable goods (e.g. food
items, cosmetics or holidays). Moreover, ads in developed, industrialized cultures
(e.g. the US, Canada) use informational appeals more often than ads in less developed
countries (e.g. India, Saudi Arabia, Latin Amcrica). What information do mformational
appeals convey? The study by Abernethy and Franke (1996) revealed that the most
frequently communicated types of information are about performance, availability,
components and attributes, price, quality and special offers.

There are also moments in the life of a product when specific informational
appeals are called for. Typically, products proceed through a product life cycle, an
inverted U-shaped curve which is related to the diffusion or spreading of a procuct
across the marketplace from its initial introduction to its decline and ultimate demise
(see Figure 1.2).

The product life cycle has an introduction stage, a growth stage, a maturity
stage and 2 decline stage. The S-shape depicts the volume of sales and profits at each
of these stages. When a product enters the market, advertisers must inform con-
sumers that it is there and thus create brand awareness (i.e. creating the conscious
knowledge that the brand exists and that it represents a specific product) and induce
product trial. During the growth stage, the focus is on building market share, vis-a-vis
the competition, which is frequently achieved by improving the product, or developing
brand extensions and communicating them to the consumer. In the maturity stage,
consolidating market share becomes paramount, shifting focus to creating consumer
brand loyalty and maintaining top-of-mind awareness. Finally, in the decline stage
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Figure 1.2 Stages in the product life cycle and communication objectives
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mformational appeals may be used to convey new and additional uses {or the product.
For instance, advertisers of fast food products may suggest different occasions at
which their snacks may be consumed (e.g. not just at a party, but also at the weekend,
during lunch, etc.).

For more complex new products or services, advertising may provide a means
to ‘educate’ the consumer about the ways the product or service works. For instance,
with the global climate change 1n mind, a Dutch bank (Rabobank) has recently mtro-
duced a new type of mortgage loan, where consumers pay for the loan with a reduced
interest rate, while using the money for improving the energy efficiency of their
homes, a strategy which not only increases the market value of the property but
simultaneously improves the social responsibility image of the bank. The acvertising
campaign featured a well-known sports celebrity who informed consumers of this
new type of loan and its attributes. The information function of advertising is high-
lighted 1n the chapters on how advertising affects the processing of information and
consumer memory.

For existing products and services, informational appeals are also used when
there are problems associated with the product. Advertisers are sometimes forced to
use advertising to communicate a product recall to inform consumers that they
are to return their product to the factory for repair or refunding. Product recalls are
frequently issued by law, but may also constitute a voluntary action by the manu-
facturer, especially when a product’s fault may have safety or health implications
(see Figure 1.3).

An important notice to Brenneke® dealers and customers:

Brenneke USA not affected
by Rottweil™ ammo recall

Recently, RUAG Ammotec GmbH announced a recall of
Rottweil™ brand rifled slug ammunition using Brenneke®
slugs. This does not affect Brenneke USA ammunition. Since
Jan. 1, 2006, Brenneke USA has been the only authorized
source of Brenneke products. No ammunition bearing the
Brenneke USA name and logo is subject to recall.

PO Box 1481
Clinton, 1A 52733
800/753-9733
www.brennekeusa.com
e-mail: brennekeusa@clinton.net

Figure 1.3 Recall ad imcorming consumers there is no recall

Reproduced with permission of Brenneke, USA
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[For example, car manufacturers often use advertising to inform customers that
a problem with their mode! has occurred and they should have 1t checked at the dealer.
Additionally, advertising may have a ‘corrective’ function when manufacturers or
service providers learn that consumers have certain misconceptions or when the
product has an overall negative image or reputation.

In an early study examining this issue, Tybout, Calder and Sternthal (1981)
addressed a problem that fast-food restaurant McDonald'’s faced some time ago (see
also Kardes, 2002). A rumour spread among consumers that McDonald's used worms
to prepare their hamburgers. Of course, the rumour was false, and, surprisingly,
although consumers said they did not believe the rumour, sales plummeted anyway
by more than 30 per cent (Tybout et al., 1981). Hence, there was a clear need to inform
the public that McDonald's hamburgers were safe to eat and as tasty as ever. but how?
Ina first response, McDonald’'s simply tried to counter the adverse effects of the rumour
by refuting it through advertising, in-store communication and public relations (PR)
messages. Printand TV ads emphasizing that McDonald’s used ‘100 per cent pure beel’
were intensified, and store managers posted a letter from the Secretary of Agriculture,
stating that the ‘hamburger produced by these [McDonzld's] establishments is whole-
some, properly identified, and in compliance with standards identified by Food Safety
and Quality Service regulations’. In addition, McDonald's PR advisors stressed that it
would hardly make sense to use worm meat since it 1S even more expensive to process
than ground beef.

This concerted appeal to consumer reason, however, failed to have a positive
effect. To understand this issue, Tybout et al. (1981) turned to the structure of con-
sumer memory, a subject that 15 dealt with more in depth in chapter 3. They
observed that disconfirming beliefs about worms present in consumer memory did
not serve as a basis for judgment (see also Grant, Malaviya & Sternthal, 2004). The
hypothesized reason was that hearing the rumour made consumers form an associa-
tive link in their memory between McDonald's and worms, and every time the brand
name was activated, this also activated the associated concept of worms, despite the
presence of a belief informing them that the rumour was false.

Of course the activation of the concept of worms is not much of an appetizer,
which explamns the declining sales (Kardes, 2002). To solve this problem, the
researchers reasoned that the brand name McDonald's needed to activate other *harm-
less” concepts that could weaken the salience of worms and thus would decrease the
tendency for an aversive consumer response. This was accomplished by asking cus-
tomers to participate in a survey which asked about a wide range of features of
McDonald’s restaurants, such as the quality of the French fries and milkshakes, the
service and quality of the personnel, their friendliness, the cleanliness of the restaur-
ant and the convenience of the location. The idea was that completing the survey
would forge the necessary associative links in consumer memory between McDonald’s
and these attributes, weakening the association between McDonald’s and the concept
of worms. The results supported this reasoning: those who completed the survey were
less likely to think of worms when exposed to the brand name, and showed more
favourable evaluations of McDonald's.

The previous study showed that informing consumers may sometimes backfire
or be neffective in changing misconceptions. In that case, the advertiser needs to
resort to persuasion to reach his objectives, and the Tybout et al. (1981) approach is
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one clever way of doing so. The persuasion function of advertising becomes espe-
cially apparent in Tellis" (2004) definition of advertising as ‘any paid message that a
firm delivers to consumers in order to make the offer more altractive to thew’ (p. 9,
italics added). As 13 apparent from this definition, the persuasion function mainly
differs from the information function in the intention of the sender: information
appeals, although they may certainly lead to consumer persuasion, are intended to
inform, whereas persuasive appeals are intended to change consumer responses. The
persuasion function is clearly important as the function of advertising is to aid in the
marketing of products and services, and the key function of marketing is to facilitate
the ‘exchange of value’ between manufacturers and consumers (Kotler, 1997). Ultim-
ately, it is the persuasion brought about by advertising that should result in buying
and using the product or service. Hence, in each of the stages of the product life cycle
described above, persuasion strategies will always flank information appeals 1n order
to increase the odds of consumers responding positively to the product or offer.

When the focus is on persuasion, advertising primarily seeks to influence beliefs
and evaluative consumer responses, such as feelings, preferences and attitudes (see
below). As discussed more extensively in chapter 5, persuasion is aimed at changing
such consumer responses via exposure to a communication (Petty & Cacioppo, 1986),
sometimes (but definitely not always) through the use of one or more arguments
supporting a position advocated by the communicator (Eagly & Chaiken, 1984).

There are two basic strategies advertisers can use to achieve the goal of persua-
sion: by directly increasing the attractiveness of the offer or the message, or by reducing
consumer reluctance to accept the position. Knowles and Linn (2004) have summarized
these approaches as alpha and omega strategies to persuasion. Alpha strategies
generally serve to increase the tendency to ‘move toward the advocated position’, and
hence influence a consumer’s approach motivation. In contrast, omega strategies
can persuade because they reduce or minimize the tendency to move away from the
position, and hence influence a consumer’s avoidance motivation. Alpha strategies
in advertising include the use of strong, compelling arguments that justify accepting
the message position, the promise of incentives and other inducements for accepting
the message position, or communicating scarcity by saying that the product is in short
supply, or only available for a limited period. Omega strategies, on the other hand,
reduce resistance by directly counterarguing consumer concerns (which might not
always be successful as we saw above); distracting consumers to interfere with their
concerns regarding the message position; reframing the message so that it does not
appear to be a blatant persuasive attack; or using negative emotions such as fear or
guilt (Knowles & Linn, 2004). As we will discuss below, alpha and omega strategies
translate into various source and message variables in advertising

The effects of advertising: a psychological perspective

Thinking about the impact of advertising mvariably implies choosing a perspective
for doing so. In this volume we adopt a psyvchological perspective where we focus
on individual responses to clearly specified advertising stimuli. However, the psycho-
logical perspective 1s by no means the only alternative. Indeed scholars have summar-
ized current perspectives on advertising effectiveness (e.g. Poiesz, 1989):
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» The naive approach assumes (hat advertising must be effective, simply because
1t 18 so ubiquitous and advertising expenditurcs are vast and ever increasing.

@ The economic approach tries to address the effects issue by correlating advertis-
ing expenditures with aggregated changes in sales volume.

e The media approach conceptualizes advertising effectiveness in terms of the
number of individuals in a specific target population who have been exposed to
a message. Hence, it conceives of impact as the extent of ‘reach’ of the message.
An effective message 1n this approach is one where many consumers of the
target segment have been exposed, and relatively few consumers outside the
target segment. This approach is still a dominant paradigm in advertising prac-
tice where commissions and fees for agencies are based largely on effective
reach. The problem with this approach is that it cannot inform us on the
impact of this exposure: it 1s unclear what happens once a consumer 1s exposed
to the message.

] The creative approach, in contrast, claims to provide an answer to this issue, but
does so by equating effectiveness with creativity. It assumes that a message 1s
effective to the extent that it is well-made and creative (leaving open what a
‘creative ad’ is, however). This notion is widespread among advertising agencies
where creative directors (in charge of message strategy and production) are
frequently the ones who have to convince the advertiser to opt for one or the
other type of commercial message.

» Finally the psychological approach aims at identifying effects of advertising
at the individual level. That is, its objective is to relate specific advertising
stimuli to specific and individual consumer responses. Moreover, it seeks to
articulate the intrapersonal, interpersconal or group-level psychological processes
that are responsible for the relationship between ad stimuli and consumer
responses.

The psychological approach is the perspective of choice for the present volume, hut it
is hardly new. Indeed, more than 100 years ago, in 1904, Walter D. Scott published a
paper in the Atlantic Monthly entitled “The Psychology of Advertising’. It is fair to say
that this publication marked the begimning of an era m which the subject of advertis-
ing’s impact on consumers has received overwhelming attention from practitioners,
concerned public policy organizations and academics. Similarly, as far back as 1923,
Claude C. Hopkins, an advertising professional who worked for one of the predeces-
sors of the well-known advertising agency Foote, Cone and Belding (FCB) had this
advice for advertising practirioners: ‘the competent advertising man must understand
psychology. The more he knows about it, the better. He must learn that certain effects
lead to certain reactions, and use that knowledge to increase results and avoid mis-
takes’ (cited in Pieters & van Raaij, 1992, p. 4).

The psychological approach implies not only a focus on the individual, it also
requires being as explicit as possible about the types of consumer responses, the
types of advertising stimuli affecting these responses, and the types of postulated,
causal relations between advertising stimuli and consumer responses.

11
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Consumer responses

Specific outcome measures at the individual level include thoughts, feelings and
actions, or, more formally, cogmitive, affective, and hehavioural consumer responses.

Cognitive consumer responses are beliefs and thoughts about brands, products
and services that consumers generate in response to advertising. They include the
‘traditional’ ad effectiveness mdices such as brand awareness and brand (and product)
recall and recognition, as well as newly formed associations about products and
brands which are sometimes a function of the persuasive information (i.e. persuasive
arguments) encountered in advertising. According to our definition of attitudes, as
categorization of an object (e.g. a product, message or brand) along an evaluative
dimension (chapter 4), attitudes should also be considered cognitive responses. Hence,
an attitude captures how good or bad we judge an object to be. Similarly, prefer-
ences of Brand X over Brand Y can also be considered cognitive responses. Afjective
responses, in contrast, entail various more or less transient emotions and moods that
can occur as a function of ad exposure and differ in valence (positive versus negative)
and intensity (i.e. arousal). Examples include warmth (Vanden Abeele & MacLachlan,
1994), irritation (Fennis & Bakker, 2001), fear, pride, sadness or anger. Finally,
behavioural responses include the intention and actual behaviour in response to adver-
tising, such as buying the product, choosing a brand, but also product trial, brand
switching, and discarding a product.

Assessing advertising effects on consumer responses

Consumer thoughts, feelings and behaviours may be affected by advertising stimuli.
But what does ‘alfected’” mean exactly? We need to state the type of relationship that
exists between ad stimulus and consumer response. Basically, relationships can be
correlational or causal (cf. Kardes, 2002). When some advertising stimulus (say,
the number of arguments in an informational message) and consumer response (say,
the artitude towards the product) correlate, then an observed change in one variable
is associated with a change in the other: if the number of arguments in the message
changes, then the consumer attitude changes. A positive correlation implies that an
increase in one variable i3 associated with an increase in the other, as when more
arguments are associated with a more positive attitude. A negative correlation implies
that an increase in one variable 1s associated with a decrease in the other (i.e. more
arguments are associated with a more negative attitude). Zero correlation implies that
there is no systematic relationship between the two variables. Correlation 1s informa-
tive because it enables the researcher to predict the values on one variable when the
values of the other are known.

However, in addition to prediction, a psychologist wants to explain consumer
responses in response to advertising stimuli, and here correlation coefficients fall
short. Although correlation 1s d necessary condition for causality, it is not a sufficient
one. To infer that A causes B, three conditions must be met: 1) the antecedent
(A) must precede the consequence (B); 2) changes in the antecedent must be associated
with changes in the consequence; and 3) no other explanation for the change n
consequence must be present than the change in antecedent (l.e. the third veriable
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problem). Correlation only tells us something about condition 2, but not the
other two.

The main problem in inferring causality is usually not the temporal sequence,
hut the third variable problem. For example, if a firm increases its advertising budget
for a branded product and subsequently finds that sales have also increased, they
can easily check that the increase in advertising preceded the increase in sales
(i.e. condition 1). But can they conclude that the increase in sales was really caused by
the increase in advertising? They might, but they should not, because there could
be numerous alternative reasons for the increased sales. There might have been
improvements in the product, there might have been environmental changes, which
led to an increase in the need for that product (e.g. hot summer weather stimulating
soft drink and beer consumption). Even if we were successful in eliminating all obvi-
nus third variable explanations for the increase in sales, it would still be possible that
some non-obvious cause, which we overlocked, could have been responsible.

As can be seen in this volume, one type of research design is particularly suited
to establish causality and that is the experiment. In i1ts most basic form, an experiment
imvolves manipulating one or more antecedent(s), and subsequently assessing its
(or their) impact on the consequence. The antecedent is the independent variable
and the consequence is the dependent variable. Random assignment of partici-
pants to the different conditions created by manipulating the antecedent(s) ensures
that any effects on the dependent variable can be reliably attributed to the independent
variable(s). By randomly assigning participants to the various experimental condi-
tions, we can be assured that there were no (statistically significant) differences
between participants before the independent vanable was manipulated. Thus, any
statistically significant difference between conditions that can be observed afterwards
is likely to be due to the experimental manipulation.

To return to the earlier example and to demonstrate that the number of argu-
ments in an ad affects consumer attitudes toward the product, we could have opted for
a design where we would have experimentally manipulated the number of arguments,
for example by creating two ads for the same product, with one ad containing two and
the other containing five arguments. Next, we would randomly assign participants
to be exposed to either the two-argument or the five-argument version. Potential
extraneous variables such as pre-existing differences in the level of consumer
involvement (the extent of perceived personal relevance of the brand, product or
product category), brand familiarity or product knowledge within our sample would
not pose a problem, since their influence would be equal in both conditions and thus
could not differentially affect the outcome. If we subsequently measured attitudes
towards the advertised product and observed that attitudes were more positive in
the five-argument as opposed to two-argument condition, we could attribute this
difference to our experimental manipulation and conclude that the change in number
of arguments (two versus five) caused the changes in attitude found (more positive
m the five as opposed to twe-arguments condition).

Although we could be confident in attributing the difference in attitudes to the
difference in the number of arguments presented, we might want to ‘dig deeper’ and
identify the psychological mechanisms that are responsible for the impact of our
experimental manipulation on our dependent vanable. It seems likely that differences
n the amount of thought clicited by the two types of ads were responsible for
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(1.e. mediated) the greater impact of the ad containing five arguments than the ad with
only two arguments. We could test this assumption by measuring the amount of
thoughts with the thought-listing technique (Greenwald, 1968; Osterhouse & Brock,
1970) described in chapter 5, and by using this measure in a mediation analysis. A
mediation analysis attempts to identify the intermediary psychological processes
that are responsible for (i.e. mediate) the effect of an independent on the dependent
variable. According to a classic article by Baron and Kenny (1936), to demonstrate
mediation, we would have to show that (1) the independent variable had an impact on
the assumed mediator (i.e. more thoughts after five than two arguments); (2) that vari-
ations in the mediator significantly accounted for vanation i the dependent vanzble
(1.e. that more thoughts accounted for more positive attitudes); and (3) that controlling
for the mediator (i.e. number of thoughts listed) significantly reduced or eliminated
the impact of the independent variable on the dependent variable.

It scems plausible that the amount of thinking does not only depend on the
number of arguments presented in an advertisement but also on the degree of per-
sonal relevance (i.e. consumer involvement) of the advertised product for the target
audience. For example, consumers should be more motivated to think about a car
advertisement, if they are in the market for a new car (or chronically interested in
automobiles) than if they are uninterested in cars and not planning to buy one in the
near future. In our hypothetical experiment we ignored differences in involvement by
assigning participants randomly to the two experimental conditions. However, since
we suspect that differences in the number of ad arguments have a greater effect under
high than low mvolvement conditions, we might conduct a second experiment, in
which we manipulate number of arguments (two versus five) and level of involvement
(low versus high). Such experiments, in which two or more variables are manipulated
within the same design, are called factorial experiments. We would probably find
overall, that five arguments result in more attitude change than two arguments. This
would be a main effect of number of arguments. However, since the number of
arguments should have greater impact on consumers who are highly involved and thus
highly motivated to think about the ad, we would also expect a statistical inter-
action between number of arguments and involvement: the main effect of number
of arguments on attitudes should be maderated by level of consumer involvement.

In case of moderation a given main effect (of A on B) is conditional upon a third
variable, C, which is labelled the moderator. Moderators are individual differences
or contextual variables that strengthen or even change the direction of the effect of
the independent on the dependent variable. This means that the effect of A on B 1s
different for different levels of C. In the previous example, involvement would be the
moderator (C) and the formal hypothesis would be that the effect of arguments (A) on
attitudes (B) 1¢ moderated by involvement (C), such that the effect is more pronounced
when mvolvement is high rather than low. Moderarion would be demonstrated if the
interaction effect between arguments and involvement (A*C) on attitudes (B) would be
significant. Plotting the interaction and probing for the simple main effect of A within
both levels of C would then he required to ascertain that the observed pattern was
indeed the one we predicted.

The discussion on moderated effects illustrates that we are not assuming that
the ellects of advertising variables are mvanant across consumers. Rather, we need
to take the psychological make-up of the consumer and situational constraints into
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account when making predictions ahout the effect of some ad factor on some indi-
vidual outcome measure. That 1s, the consumer is not a passive recipient, absorbing
whatever he is exposed to. He is not a fabula vasa but brings his psychological make-
up into the mfluence setimg. And this psychological make-up can play an important
role in the impact of advertising. Hence, we take the position 1n the present volume
that advertising effects can be best understood as joint or interaction effects between
sttualional and person vanables (cf. Kardes, 2002). That 1s, an advertising message
may have a larger impact on one group of consumers than on another group of
consumers, or the direction of the effect may differ for different groups of consumers.

Situational variables are external, environmental variables that act as the
independent or moderator variables that affect some consumer outcome (or dependent)
variable. Examples of situational variables include source and message variables in
advertising stimuli, and other communication tools that make up the marketer’s
promotional mix. Person variables are dimensions that are internal to a specific
individual and typically act as moderator variables. These include variables that are
specific to a person and a situation, such as consumer involvement or pre-existing
product knowledge, or they may vary over persons but be constant over situations,
such as individual difference characteristics. Individual difference variables include
personality traits such as the need for cognition or the need for cognitive closure
which will be discussed in chapter 5.

Source and message variables in advertising

The role of source and message variables will be reviewed extensively in chapter 5.
The purpcse of the following section is merely to introduce the main concepts. When
looking at an advertisement, one might often wonder what the source is of that
advertising message. Take the advertisement showing the golf professional Tiger
Woods endorsing Tag Heuer watches. Who is the source in this message? Is it
Tiger Woods? Tag Heuer? Or a combination (see ['igure 1.4)?

In many instances sources are individuals delivering the message. In other
mstances they are the organization or the brand behind the product or service. One
can make a distinction between direct and indirect sources. A direct source is a
spokesperson delivering a message or demonstrating a product. An'indiréct source
does not deliver the message but is nevertheless associated with the product or ser-
vice, for instance the logo of a bank that concludes an ad for a new type of mortgage.
In the Tag Heuer ad, Tiger Woods is not speaking directly about the watch to the
viewer, but 1s merely associated with the brand, so must be considered an indirect
source 1n this mstance.

Source credibility

Credibility includes the dimensions of source expertise and trustworthiness. We shall
see in chapter 5 that while all companies would want their messages to be presented by
credible sources, the accumulated research suggests that the impact of source cred-
1bility and other source effects 1s sometimes 1impressive and sometimes negligible.
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Figure 1.4 Source variable: Tiger Woods endorsing Tag Heuer watches

Reproduced with permission of Tag Heuer, SA
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