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DISSERTATION ABSTRAO

Elizabeth A. Minton
Doctor of Philosophy
Department of Marketing
June2014
Title: The Theoretical Antecedents to Commuation Primes: A Holistic Persgtive
with Public Policy Imgications

This research provides a thorough review of the research on priming and
marketing(essay 1pas well as empirically explores several unintended consequences of
priming (essay 2andthe antecedents to priming effe(ssay 3)In essay 1, pming
research is reviewed using a classification system based on priming outcome using the
ABC model of attitudes (i.e., affective, behavioral, and cognitive priming). The priming
process is discussed, and types of priming in each category are reviewed befor
challenges in the priming process are discudsegssay 2, noproductcentric
(i.e.,collateral) primege.g., cebranding, sponsorship, cause marketerg) explored
This research explores how collateral information works as a prime to influerttecpro
evaluations, specifically with application to cause markefstgdy 1 of essay @xplores
the consumer outcomes of collateral communication primes by showing that adding a
health cause to a cookie package (i.e., the prime) significantly increadestgrealth
perceptions. Study 2 explores limits on collateral communication priming and finds that
health charities on product packaging increase brand attitude and purchase intentions,

while disclaimers increase processing and reduce prime effects. Séxgjores person

specific antecedents to coll ateral communi

C a



theory of mind leads to ad skepticism that, in turn, influences reaction to pEsses. 3
specifically examines the theoretical framework underlypnming effectsoy examining
priming from two bodies of competing theory rooted in individual and social antecedents
to behavior. Stud{ of essay Zonfirms past findings and develops materials to be used
in studies 2 and 3 by showing that spokesfigaresmarketesupplied cues that vary in
manipulativeness, and these cues interact with other cues, such as complexity and
persuasion. Study 2 provides support for individual antecedents-tuased primes
(cognitive abilities, as measured by working meynmapacity, and advertising

skepticism). Study 3 builds on study 2 by adding in social antecedents (theory of mind
and psychological reactance) to develop a comprehensive model of consumer information
processingAll together, these three essays exploeeliierature on priming and

marketing and provide a more holistic understanding of the antecedents to priming

effects.
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CHAPTERI

OVERVIEW OF ESSAYS

This dissertation is composed of three essays, each addressing a different aspect
of primingin the field of marketingThe first essay is a conceptual paper that reviews the
field of priming includng types of priming, priming theory, and measurement of priming.
In additional, fields related to priming are discussed to help distinguish priming from
other constructs. The paper concludes with development of an ABC model of priming
grouping types of pming by their priming outcomeeither affective, behavioral, or
cognitive. This paper sets the groundwork and understanding of priming needed to fully
appreciateessay 2 and essay 3.

The second essay explores priming specifically as it relates to calllate
information (i.e., nosproductcentric information). This second essay takes fundamental
concepts from the first essay into an experiniEsged setting. The context of this essay
is health, which has been growing in importance in marketing over theelsesal years.

More importantly though, this essay explores theoretical antecedents (theory of mind and
advertising skepticism) to collateral communication primes to provide a more holistic
understanding of priming effects.

The third essay builds on tfiest two essays to examine how two theoretical
models predict consumer response to priming effemtee model rooted in individual
mechanisms and the second model rooted in social mechanisms. Results show that
individual mechanisms (cognitive abilitiaad advertising skepticism) and social

mechanisms (theory of mind and psychological reactance) work together to influence



consumer response to primes. While the second essay explores adgstrectof
theory of mind and advertising skepticism, thisdlessay provides additional
understanding of a holistic model of consumer priming effects by incorporating cognitive

abilities and psychological reactance into the prime model.



CHAPTERII
ESSAY 1:

THE ABC MODEL OF CONSUMER PRIMING

Contribution Statement

Prior research hasvestigated aspects of the priming process, such as consistent
and reverse priming effect®eCoster and Claypool 200dhd content and process
priming (Janiszewski and Wyer 20148 umerous other papers have used priming
techniques in assessing consumer outcdBeger and Fitzsimons 2008; Chartrand et
al. 2008; Fitzsimos, Chartrand, and Fitzsimons 2008pwever, little work has been
done in creating a comprehensive framework for understanding and categorizing the
priming studies already conducted and comparing what researchers have designated as
priming to other consiicts in the marketing literature. Therefore, this research develops
an ABC framework of priming (including affective, behavioral, and cognitive priming),
building off the ABC model of attitudes, to categorize prior priming research, contribute
to future rsearch and replication by thoroughly understanding what is meant by various
priming terms, and contrasting the construct of priming to that of other constructs in the

field of marketing.



Introduction

A clear understanding of priming is lacking in theldi of marketing. Books and
review papers have been written describing specific priming technjgiiegdaniszewski
and Wyer 2014 for content and process priming; Kinoshita and Lupker 2003 for masked
priming; McNamara 2005 for semantic primindgjowever, priming techniques are most
often used in isolation in research resulting in little clarity about how one priming
technique is related to another. Psychology textbooks often discuss only the general
concept of pming or only a small selection of priming techniques, usually including
semantic, repetition, and masked prim{kialy, Proctor, and Weiner 2003hese
fuzzy distinctions among priming techniques should raise concern among ressarcher
especially when experimental techniques using priming are replicated from prior research
where the initial priming technique may have been poorly developed. Therefore, this
paper seeks to clarify priming techniques and provide a useful framework for
understanding such techniques based on a new ABC (affective, behavioral, cognitive)

priming categorization system.

Priming Defined

The concept of priming dates back to the 1960s in the psychology literature where
Segal(1966)investigated priming words in one task thereby cueing retrehamilar
words in a later task. In this same decade, Qui{ll®67)introduced spreading activation

theory, the first theory of primingdowever, not until the mid980s did priming



techniques begin to appear in the business, and more specifically, marketing literature.
Some research in marketing was conducted before the 1980s, though not explicitly
connected to priming theory. Forexampl St ei n b e (1§78)atudgshotvad c h 6 s
that store food samples of meat increased final purchase amounts for obese consumers. In
essence, the food samples acted as a prime for increased consumption, although the
authors described thprocess as the food stimuli influencing internal cues for hunger.

St ei nber g (1878)dtudy shdws thatd researchers use many different terms to

refer to the priming process. This study also brings into question the broader tlaéoreti
boundaries of priming. In other words, we seek to explore when an effect is a result of
priming and when an effect isa result of some other type of consumer reaction.

Specifically, McNamarg2005)d e f i nes pri ming as #fAan i mpro
performance in a perceptual or cognitive task, relative to an appropriate baseline,
produced by context or prior experienceo (p.
priming, often researchers refer to thengral priming concept as the priming paradigm
(Higgins and King 1981)Within the priming paradigm exists the prime, whislhe
item used to manipulate or increase knowledge activation, and the target, which is the
item to which the prime is applied in an effort to influence knowledge activation and
produce specific outcom¢hliggins, Bargh, and Lombardi 198%ome researchers also
refer to the prime as treimulusor independenvariable however, a stimulus or an
independent variable are only a prime if it increases knowledge activation which
influences future response & targetReferringp ack t o St ei 198y g and Yal
study, the store food samples were the prime, and the total meat sample consumption was

the target.



Priming Theory

Theories of priming can be classified into two main groupspidgpective
priming theories and (2) retrospective priming theofdesmes 2012)Prospective theories
of priming describe that a prime initiates knowledge activation that then influences
response to a target; thus, the majority of the primnoggss occurs before exposure to
the target. In contrast, retrospective theories of priming posit that the priming process
does not begin until after exposure to the target. There are two main prospective priming
theories: (1) spreading activation theongld2) expectancy theory; as well as two main
retrospective priming theories: (§¢mantic matching theory and (2) compogné
theory.

Spreading activation theory states that a prime activates nodes in memory that are
associated with that prin{€ollins and Loftus 1975; Quillian 196Ahen an individula
responds to a target, the individual is more likely to use these activated nodes, as opposed
to nonactivated nodes, in the target response. For example, if the wataees used, all
nodes in one's memory associated with water become activatedeng, fish, drink,
bathe, health). Then when this individual is asked what activity they would like to do
next, the individual is more likely to respond with watelated activities (e.g., swim,
fish, bathe) because words associated wdterare more atve in the individual's mind.

As a result of knowledge activation's occurrence prior to exposure to the target, spreading
activation theory is said to be a prospective theory.

In contrast to spreading activation theory, expectancy theory posits timat upo

exposure to a prime, one's mind automatically creates a set of expected target words



(Posner and Snyder 197Becaus this expectancy set of words needs to be created,
expectancy theory proposes a slower priming process than spreading activation, although
this may be only milliseconds of differenfféeely and Keefe 1989Thus, once exposed

to the targeword, response to the target is much faster than if not previously exposed to
the prime. However, many researchers have shown expectancy theory to not be an
accurate representation of the priming process because priming effects occur even when
individuals cannot list the target word in response to the pf@hevilla, Hagoort, and

Brown 1998) In any case, expectancy theory is classified as a prospective theory given
that the majority of the priming process (i.e., creation of the expectancy set) occurs prior
to exposure to the target.

Turning now toretrospective theories, semantic matching theory states that
individuals are exposed to both the prime and target and then use the prime to make sense
of the targe{Neely and Keefe 1989This sense making process is focused on searching
for semantic meaning in the case of weords, although it could be argued that such a
search for meaning applies to logical meaning in addition to semantic meaning. For
example, in a causelated marketing campaign where a cause is partnered with a brand
an individual's mind may grab hold of a cause prime and use that to actively evaluate the
relationship between the cause (i.e., prime) and brand (i.e., target). Due to the necessity
of having both the prime and the target before the priming processbsgmantic
matching theory is classified as a retrospective theory of priming.

Rather than an active process of sense making, compound cue theory posits that a
prime and target are stored together in stearth memory. Once presented with the

prime and &rget, this compound cue in shtgtm memory is matched to compounds



already existing in longerm memoryDosher and Rosedale 1989; Ratcliff and McKoon
1988) Because this matching process is central to compound cue theory, fanafiarity
the primetarget compound cue is essential to successful priming under this theory.
Similar to semantic matching theory, compound cue theory requires both the prime and
target together before the priming process can begin, thereby making compound cue
theory a retrospective theory of priming.

All of these theories, both prospective aattospective, lead to the same end
result of increased knowledge activation. However, the process by which this knowledge
is activated differs greatlgmongtheories. Alhough it may seem as if these theories are
exclusive, meaning that only one theory can be correct, some argue that these theories
can be used in conjunction with one another. For example, Neely and(ke&%
describes a threstage modl of priming that begins with spreading activation (the most
subconscious), proceeds to expectancy theory (where expected targets are automatically
created), and then, after exposure to the target, proceeds with semantic matching to
understand more compli@rimetarget pairs.

While Nelly and Keef's threstage model of priming allows three different
theories of priming to work together, some priming theories cannot be combined to
provide a more holistic understanding of the priming process due to funtdémen
differences in their bases in models of memory. For examplepthpound cuéheory
of priming operates in coalescence with global memory models, such as SAM (search of
associative memory) or TODAM (theory of distributed associative menfigigilamara
1992) The SAM model is a cdeased memory model (i.e., memory is retrieved from

cues) and describes that memory is represented byréimgth of connection between



cues(Raaijmakers and Shiffrin 19813imilarly, the TODAM model describes memory
as a series of vectors of attributes, and items are retrfiemadnemory when a current
vector is matched with vectors in memd@Murdock 1993) In contrast to these retrieval
memory models, spreading activation models sugbasinformation spreads between
related nodes of memo(€ollins and Loftus 1975)n other wordsmemory is a fully
connected network rather than a scatteringtiming and weak connections between
objects Thus, while some theories may be able to work together as Neely and Keefe
(1989)describe, compound cue theory and spreading activation, in particular, are in

direct opposition to one anotheradto their foundation in different models of memory.

Priming Techniques

To understand and categorize priming techniques better, each type of priming is
categorized by priming outcome: affective, behavioral, and cognitive, which follows suit
with the trkcomponent ABC model of attitudéBreckler 1984) These three priming
outcomes build upon prior research that distinguish between affective and cognitive
priming (Erdley and D'Agostino 1988;iY1990a)and between behavioral and affective
priming (Wyer et al. 2010how to develop a model that incorporates priming of all three
attitudinal components affect, behavior, andognition. Although studies have shown
that priming can be conducted noonsciously, the result of priming still falls into one of
the three outcomes of primiriGhartrand et al. 2008or example, a WaWlart poster

can norconsciously prime low cost, which results in loast consistent behaviofs.g.,



thrifty shopping). This provides support for a three category, and no more, priming
framework centered on affective, behavioral, and cognitive priming outcomes.
Additionally, a section on methods of priming reviews methods for administering
priming techniques (e.g., masked priming) that can be used to administer any outcome
based priming procedure. For example, a masked priming technique can be used to

produce a cognitive, behavioral, or affective priming outcome.

Affective Priming

In the tricomponent ABC model of attitudes, affect refers to the feelings and
emotions related to an attitu@@®reckler 1984) The concept of affective priming was
developed byazio, Sanbonmatsu, Powell, and Karfie&86)and shows that affective
responses significantly varied as a result of affeatied stimuli. In a followup study,
Spruyt et al(2002)tested priming with affectively congruent and affectively incongruent
pictures. When the prime picture was affectively congruent widingeet picture (e.qg.,
both conveyed happy emotions or both conveyed sad emotions), response time to the
target picture was significantly quicker, thereby supporting the affective priming effect.
In another study, Spruyt et €002)found that affective pictures produced greater
priming effects than word primes suggesting a greater power td pisons in affective
priming studies. Also, in one of the most comprehensive reviews to date of affective
priming studies, Klauer and Mus¢?002)describe the recent increased attention in
affective priming and a varietf conditions in which affective priming occurs (e.g., with

both pictures and colors, at different time lengths between prime and target, with or

10



without distracter tasks, etc. ). Speci ficall
phenomenonthgtr ocessing of an evalwuatively pol ari z
faster and more accurately when it is preceded by an evaluatively consistent prime word
(e.g., sunshine) rather than an evaluatively
10). Notethat this example indicates primes that are both affective and cognitive in

nature, although the affective component is strongest. Jones andZes8pnote that

affective priming, alongvith other related tools such as the implicit association test, is

directly related to consumer behavior when understanding consumer attitudes towards

products and brands because of the central focus on understanding consumer processing.

Behavioral Primmg

In contrast to affect and affective priming, which focus on feelings and emotions,
behavior refers to actual actions as well as behavioral intentions according te the tri
component ABC model of attitudéBreckler 1984)Behavioral priming, sometimes also
referred to as social priming, results in increased participation in prime activated
behaviors. Reviews of behavioral priming studies can be seen in thedd&rmfiSocial
Psychology(Dijksterhuis 2010pand in articles by Dijksterhuis and Bar@001)and
Wheeler and Pett{2001)

In the consumer domain, research in behavioral priming investigates how priming
withattrb ut es under the marketerdéds control can a
Fitzsimons, Chartrand, and Fitzsimd@608)found that presentation of an Apple logo

led consumers to behave more creatively tharsamers primed with an IBM logo. In

11



another article, MandéR003)showed that priming consumers to think of the

interdependent self as opposed to the independent self led consumers to take higher

financial risks (e.g., buy a more expensive product) and lower social risks (e.g., not buy a

product that may not be socially accepted). As yet another example, Laran, Dalton, and
Andrade(2011)found that consumers primed with low quality brand names (e.g-, Wal

Mart) were more likely to shop for low value products as opposed to consumers primed

with high quality brand names (e.g., Nordstrom). In contrast, these authors found that
consumers primed with | ow quality brand sl oga
actually led consumers to shop for high value products in reactance to a perceived

persuasion attempt. This idea of consistent and inconsistent (i.e., reactance) responses to

primes will be discussed later in a section on orientation of priming responses.

Procedural PrimingProcedural priming falls under the umbrella of behavioral
priming but focuses specifically on priming a process, such as strategies or methods for
procesing information. Procedural priming, also known as process priming, results in
much longer enduring changes in processing than other priming methods, such as
semantic priming, where only the end result is priftedster, Liberman, and Friedman
2009) The enduring effects of procedural priming oether methods of priming relate
to the distinction between declarative and procedural knowledge. Priming declarative
knowledge (e.g., images, facts, serial strings) activates a node in memory, which
maintains knowledge activation in shégtm memory ot until new information enters
shortterm memory (usually resulting in decay in several seconds, though this depends on

prior experienceSmith 1990) In contrast, Smiti1990)descrbes that priming

12



procedural knowledge (e.g., thetlifen statements) actively retrieves and acts on several
steps in a procedure and fAmay activate infor
representations into memory, othespgeattror m mot o
cognitive resources devoted to following the procedure, decay of procedural primes is
much slower than primes involving declarative knowledge.

For example, in a study by Smith and Branscoi9&7) participants were
placed in one of two conditioriseither trait priming or procedural priming. In the trait
primed condition, participantsnscrambled words that related to hostile behaviors (i.e.,
priming the trait of hostile). In the second condition, participants were instructed to match
unscrambled sentences with traits (i.e., priming the procedure of matching). After 15
minutes, participnts in the trait primed condition were much less likely to exhibit hostile
attitudes than the procedure primed condition, thereby suggesting that procedure priming
is much more enduring than task priming. For a brief review of procedural priming in the
consumer behavior literature, see Shen and W2@08) These authors also conducted a
series of studies to show that procedural priming has the greatest effects when consumers
are placed under time pressure (e.g., making a decision about whiphiter to buy in a
short amount of time). Tong et §2011)also show that procedural priming, either eost
benefit focused or socialultural focused, can be used to effectively change perspectives
regarding cossborder transactions, potentially leading to changes in voting behavior
and, ultimately, changes in international business regulations. These authors explain that
reactions to crosborder transactions are often initially affective and stemming from
national pride whereas procedural priming can instead prime a more rational mindset to

evaluate the costs and benefits of such ebasder transactions. Shen and W{z008)

13



note, however, that consumers can reach a point of excessive repgtgiaa process
is practiced so much as to cause a procedural prime to have less impact or even become

ineffective.

Goal Priming Goal priming is another type of behavioral priming, which focuses
specifically on activation of engoal states therebgading individuals to behave in ways
consistent with goal attainmefforster et al. 2009Papies and Hamst(2010)describe
the process behind goal priming as either encouraging a specific goal or conflict between
two goals with the primed goal being the one the individual pursues (e.g., gbaitco
between hedonic current consumption desires andtkmng health management). Recent
research suggests that goal priming is often confused with semantic and procedural
priming. Forster, Liberman, and Friedm@®07)provide seven traits that distinguish
goal priming from othetypes of priming: (1) it is valueriented, (2) motivation
decreases after goal is attained, (3) priming effects differ based on distance to goal, (4)
priming effects are proportional to likelihood of achieving the goal, (5) it causes
inhibition for goalconflicts (in the case when a primed goal is in conflict to an already
existing goal), (6) it is sel€ontrol oriented, and (7) it is moderated by the number of
ways a goal can be achieved. See B2§l06) in the context of language learning, and
Dijksterhuis, Chartrand, and Aal8007)for review articles on goal priming.

Specifically in the context of consumer behavior, Papies and Haf@6t@)show that
goal priming is successful when consumers are primed for healthy consumption with a
healthy recipe poster resultingconsumption of fewer meat samples offered in store

than consumers receiving no goal prime. However, Laran, Janiszewski, and Cunha

14



(2008)show that goal priming is contextually dependent. For example, in experiment one

of a series of studies, participants were randasbrgned to one of two conditions

either making a dinner reservation for tonight (time context similar) or making a

reservation for a month from now (time context dissimilar). Through an unscrambling

task, participants weroer piriimperde sesi tohtehre rwsiot ha nf
to choose a restaurant for a reservation. In contextually congruent situations (i.e., making

a reservation for that evening), goal pri min
priming condition choosingarestaunt hi ghly regarded as fAhavin
comparison to the contextually noongruent situation (i.e., making a reservation for a

month in the future). Thus, the success of goal priming is dependent on many factors

including context and congeance between the prime and the target.

Cognitive Priming

In comparison to affective and behavioral priming, cognition refers to beliefs,
opinions, and perceptions, according to thedmponent ABC model of attitudes
(Breckler 1984) Cognitive priming refers to changes in thought based upon the presence
of a prime(Myers and Hansen 2012 psychology, cognitive priming is often more
focused specifically on word outcomes, which is referred to as semantiongpand will
be discussed later. In terms of advertising(I¥@90a)states that cognitive priming
effects are found often in advertising when producibaites are primed by ads and
prime effects are measured through changes in consumer brand evaluations. For example,

Yi (1990b)studied cognitive priming effectsith two conditions one condition where
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Aversatilityo was primed and another conditd.i
advertisementoos features were congruent with
when features were incongruent wikie prime, thereby showing cognitive priming

effects. It is important to note that many priming studies conducted in the field of

marketing, and more specifically consumer behavior, are in fact cognitive priming studies

(i.e., measuring what a consumemntts after being exposed to a prime) even when

studies are not explicitly labeled as cognitive priming. For example, Kahle and Homer
(1985)showed that celebrity endorsers can prinmadpct attractiveness. As an another

example, Chan(010)s t udi ed the influence of priming e
interdependent concept of self on evaluation of an advertisement with consensus

information. Chan@2010)found that priming the interdependent view of self led to

significantly more positive ad evaluation in comparison to participants @gnvit an

independent view of self. Although this study was not described as cognitive priming, the

test for priming effects was of cognitive nature (i.e., what do you think about the

effectiveness of this advertisement?).

Category PrimingCategory prinng is a type of cognitive priming that occurs
specifically when a subset of terms (e.g., high class) is primed thereby influencing
response to a target. More specifically, H8889)s t at es t hat fAby wunobtru
presenting exemplars of a category, that category becomes temporarily more accessible
from memory and more likely to be used subsequenglyinocessi ng new i nformn
(p. 67). In a study by He(.989) college students completed eithdow-class or high

class car prime (i.e., the category prime) before evaluating two fictitious car brands. As
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expected, estimated car cost was significantly higher for students in theldsglprime
condition.

Also, substantial research has investigdiew category priming can be used to
activate stereotypes. For example, Stafford, Leigh, and Ma@®5)showed that
activating a pushy salesmen stereotype (e.g., a car salesman) using a picture of a
salesman resulted in instantly lower attitudes towardrselated salesperson. As
Stafford, Leigh, and Martifl995)note, category activation (or in this case, stereotype
activation) can occur quickly and easily. In a more recent study, Mangé20k)
showthatpimng et hnic or religious stereotypes of
(in this study, Arabs and Muslims) led Americans to think more aggressive responses
than when not primed. Again, this is an example of successful category priming in the
context ofstereotypes where behaviors are consistent with the primed category.
Kawakami et al(2012)also show that category priming can be used in terms of social
categories (e.g., jocks, hippies, overweight) and sucdbssiiluence selfconstruals.
Across many different situations, category priming results in mostly consistent responses

to a target based upon the category that is activated by the prime.

Semantic PrimingSemantic priming, another form of cognitiverpimng, is one of
the oldest forms of priming. This type of priming considers how a semantic prime (e.g., a
word, phrase, sign, or symbol) can influence response to a stimulus. More specifically,
McNamara(2005)defines semantc  pr i mi ng as At he 1 mprovement
respond to a stimulus, such as a word or a picture, when it is preceded by a semantically

related stimulus (e.g., cdbg) relative to when it is preceded by a semantically unrelated
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stimulus (e.g.,teled o0 g) 0 ( p. 4) (2005fer a thdvbudh eemeavrofa
semantic priming. The classic introduction to semantic priming comes from Meyer and
Schvaneveldf1971) in which participants were given eitreemantically related words
(e.g., nursaloctor) or semantically nerelated words (e.g., nurdritter). Participants
responded 85 ms faster for semantically related words than semanticatisiatead
words, thereby providing support for semantic primighough speed of response
could be seen as a behavior, speed only reflects the priming process, whereas the
outcome in this example is actuality similarity ratings of words, a cognitive semantic
outcome.

Specifically in marketing, Labroo, Dhar, and Semz(2008)were able to
increase purchase intentions for wine by semantically priming wine characters (e.g., a
bottle of wine with a frog on it was semant.i
authors also discuss how semantic priming is directly related to fluency reseeacisé®
congruency between a prime and a target increases processing ease and therefore
perceptual fluency. As another example, Galli and G2di1)usedthe semantic primes
of fAblackod and Awhiteodo along with either bl a
object target words (e.g., soymilk) and found that brand reactions were more positive for
congruent stimuli (e.g., white and soymilk or black anth). Both Labroo, Dhar, and
Schwarz(2008)and Galli and Gori2011)tested unconscious semantic priming,
conducted through masked priming (discussed later) and showedehaireonscious

semantic primes can successfully alter cognitive reactions and evaluation of brands.
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Associative PrimingAssociative priming, yet another form of cognitive priming,
is highly related to semantic priming, enough that these two termstaneuskd
interchangeablylLucas 2000) Semantic priming occurs as a result of direct semantic
relation between words (e.g., bronze is a type of gold), whereas associative priming
occurs because of monon relation developed in the mind that are not necessarily
semantically related (e.g., dogs are often associated with bones). In a meta review of
semantic priming studies, Lucé&000)found that associative priming studies resulted in
greater effect sizes (average of .49) in comparison to semantic priming studies (average
of .25). See McNamar@005)for a review comparing associative and semantic priming.
Moss et al(1995)note that priming studies can feature both associative and semantic
elements resulting in greater effect sizes through an effect called theatissdmoost.
For example, whereas a dog is often only semantically related to a wolf, a golden
retriever is both semantically and associatively related to a dog. In the second example,
an individual should be mor e rliiekveelryd troa tahsesro c
Adogo with Awol fo gi ve@00arseshoavsteabtbei at i ve boos
associative boost (i.e., both semantic and associative relationships) increased priming
effects by .26. Associative priming studies are found often in the consumer behavior
literature, but are most often just referred to as general priming studies. For example, Liu,
Smeesters, and Voli8012)primed paticipants with one of two phrase unscrambling
tasksi monetaryrelated or normonetaryrelated. Although not explicitly described in
the study, it could be assumed that the unscrambled phrases contained a mixture of both

semantic and associative primdsjd benefiting from the associative boost. Findings
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revealed that participants primed with monetaatated words responded significantly

differently to product choices than participants primed with-mametaryrelated words.

Disconnect between Primindrechnique and Outcome Measurement

A clear distinction needs to be made bet w
and measurement of the priming outcome. One of the most common discrepancies occurs
when researchers use behavioral priming techniques to@gsoa consumer to purchase
a product, yet measure the effects of priming through cog+baged purchase intention
guestions. Much research has discussed how purchase intentions are far from a perfect
estimate of actual purchase behay©nhandon, Morwitz, and Reinartz 2005jmilarly,
recent research in green marketing shows large gaps between intenbersustainable
and actual participation in sustainable behaviBrsthero et al. 2011)

Whether it is an affective priming technique that is measured with a behavioral
outcome or a cognitive priming techniqumat is measured with an affective outcome, the
outcome of measurement is going to influence priming effect results. The most accurate
assessment of priming effects is expected when the priming technique matches the
measurement of priming outcome (i.e. eativeaffective, behaviorabehavioral,

cognitive-cognitive).

Orientation of Priming Response

Most often, the presence of a prime increases pratevant affective, behavioral,

20



and cognitive responses, which results in consistency between the pdhe aasponse

to the target. For example, priming creativity with an Apple logo led consumers to be
more creative than when primed with an IBM Iq§@tzsimons et al. 2008Also, as an
example from cognitive priming, high value word primes led to higher perceptions of the
value of a fictitious car brangHerr 1989)

This consistent response to a prime is highly associated with assimilation effects
that occur, as Schwarz and BI¢$892)d e scr i be, fAwhenever the | ud:¢
positive (drect) relationship between the implications of some piece of information and
the judgment o (p. (2DAV)étate witregar8siaeprimirgnd Ch e n
individuals assimilatéhe primed word, idea, or context into existing attitudes. In a study
by McFerran et a2010) the authors found that priming either an obese or thin body
type led participants to assimilate the prime into already developed stereotypes.-For non
dieters, this result meant decreased consumption with the obese prime and increased
consumption with a thin prime as a result of a stereotype that obese individuals should eat
less. As another example, Dah[@005)found that when faced widimbiguous
advertisements in netnaditional advertising media (e.g., an elevator door), consumers
try to assimilate the advertised brand with the medium. D4R0b)showed that
assimilation effects are greatest when congruency exists betfneebrand and the
medium (e.g., fAfasto Red Bull on a fAfasto el
easily occur. In other words, assimilation effects are greatest when there is uncertainty
surrounding a stimulus, and therefore the prime is ustbdexisting knowledge in

memory to solve the uncertainty.
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However, there are also situations when the presence of a prime instead decreases
prime-relevant affective, behavioral, and cognitive responses, thereby resulting in a target
response that is inogistent or reactant to the prirgtéerr, Sherman, and Fazio 1983)
Glaser(2003)states that this conditionality (i.e., under what conditions reverse priming
will and will not occur)is an important, unresolved question in the priming literature.

This idea of reactance or reverse priming, also known as contrast effects, was supported

in Laran, Da |l t(2011)studg whdre gximidgrwéhoadod guality brand

slogan (e.g.,WaMar t 6s fASave More. Live Bettero) | ed
than when primed whta high quality brand slogan. Research suggests that reverse

priming occurs because consumers act in opposition and try to correct for a marketing

claim or set of words that appears to be persuasive or {@kedr and Banaji 1999;

Laran et al. 2011)As Glase2003)st at es, fAsuch corrective proc
by a motivation to respond accuratelyo (p. 9
accurate and wise consumptimiated decisions.

In a metaanalysis of priming articles in thedal psychology and personality
literature, DeCoster and Claypd@004)note that in conditions where persuaduas is
not perceived, consumers act in pricensistent ways (e.g., a positive affective prime
will lead to a positive affective outcome). In contrast, in conditions where persuasion/bias
is perceived, consumers act in primeonsistent ways (e.g., agve affective prime
will lead to a negative affective outcome). However, these effects depend greatly on an
individual's awareness, motivation, and capacity for evaluation. Individual differences in
skepticism also influence the effectiveness of pri(Besisch et al. 1993When

motivation is high, processing is higher leading to correction in judgments to account for
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persuasion. Bwever, when motivation is low, processing is lower leading an individual

to be much more likely to just assimilate the prime into decision making.

Methods of Administering Priming

Affective, behavioral, and cognitive priming techniques are all prirairigomes.
Priming methods, in comparison, focus on how a prime is administered and are coupled
with a priming outcome. For example, a contextual priming technique using the
environment surrounding a target as the prime could be used to elicit a behavioral
priming outcome. In the discussion to follow, the most common methods of priming in

both psychology and marketing are reviewed.

Masked Priming

In contrast to other priming techniques that allow seconds, minutes, or even
longer between presentation bétprime and the target, masked priming shows a prime
for a very short time (sometimes just60 milliseconds) with a target immediately
following the prime(Kinoshita and Lupker2003) The pri me i s fAmaskedo
that the prime ishown for an extremely short time and is most often unobservable to the
study participant. See Kinoshita and Lupk&®03)for a thorough review of masked
priming. The concept of masked priming was first introduced into the psychology
literatr e i n the earl y 1980 ¢1981)our-field padtadignt. Thisand Hunmn

paradigm provides four steps in the masked priming process: saapdsk (a series of
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pound signs: ####), step-2 prime (presented for only a few milliseconds), step 3
target, and step 4anothemask. Kinoshita and Lupk€2003)suggest that masked
priming can outperform other forms of priming in determining the actual influence of a
prime on a target because masked priming eliminatespeos¢ptual processing via the
frontal lobes.

However, masked priming has yet to be adequately investigated within marketing.
Additionally, one might expect masked priming to reach similar conclusions to that of the
mixed findings on subliminal advertisirflyloore 1982)with both techniques trying
unconsciously to manipul ate the participant 0
described as a masked priming study, Labroo, Dhar, amae8z(2008)found that
masking the word Afrogo |l ed study participan
significantly more than participants not receiving this masked prime. In spite of these
findings from psychology, one must question the applicability of such maskenhg in

consumer behavior contexts.

Repetition Priming

Repetition priming is one of the simplest forms of priming that Eysé&2(@B4)
describes as the fimore efficient processing
processed pr evi o esflenytlte prime is pr&éngqd (i.e., fhdhaenoum fr
repetition), the more likely the prime will be given as the response to the target. In one of
the earliest studies of repetition priming, Tulviii®62)showed study participants a

series of words (i.e., the prime) before a word completion task. In the task, half of the
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words were presented beforehand &alf were not. Participants were significantly more
likely correctly to complete the word completion tasks for words seen in the prime than
for words not seen during the prime. In another experiment, Forster and(Ce849
showed that repetition priming effects are greatest for low frequency words (e.g., koala)
in comparison to high frequency words (e.g., st@ffeyster and Davis 1984)

In marketing, repetition priming is often associateth the mere exposure effect
where consumers like things seen more of@omermiller 1985rnd have greater fluency
in processing things seen more oftdtantanakis, Whittlesea, and Yoon 2008)though
initially developed by social scientisfgajonc, Markus, and Wilson 1974pany
consumer behavior researchers now use the mere exposure effect to explain consumer
response to advertisements. In contrast to repetition priming, the mere exposure effect
focuses specifically on affective responses (i.e., preference or likDiggrmiller 1985)
Also, Lee(1994)showed that repetition priming can actually have negative effects on
consumer liking with as few as three exposures, and success of thexpesare effect
is dependent on the stimulus. Success of the effect is most variable when contrasting
stimuli are presented in close proximity (e.g., an interesting stimulus, then an
uninteresting stimulus) leading one stimulus to deliver a heightenedexposure effect
(i.e., a stronger affective response than if presented in isolation) and the other stimulus to
experience a decreased mere exposure €ffeet1994) Additionally, Law(2002)found
that the success of repetition techniques is dependent upon whether competitors are using
repetition techniques at the same time. For a comparison of repetitiongamnd the

mere exposure effect in consumer behavior, se¢19%1)
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Conceptual vs. Perceptual Priming

Often in the psychology literature, priming is described as either conceptual or
perceptual. As McNamara and Holbra@03)describe, conceptual priming focuses on
meanng, while perceptual priming focuses on the form of the stimulus. For example, a
semantic prime would be an example of a conceptual prime because the prime is based
on meaning (e.g., fAgolden retrievero is
words). In contrast, visual primes orfili-theb | ank pri mes (e. g. ,
perceptual primes because they focus on stimulus form. In the context of consumer
behavior, Le€2002)states thalbrand choice can be a result of both conceptual priming
(when making a memo#yased choice) or perceptual priming (when making a stimulus
based choice). LeR002)tested conceptual and perceptual prineffgcts with brand
names in two priming conditiorisa fill-in-the-blank prime (i.e., perceptual prime) and a
prime involving listing all brand names that come to mind (i.e., conceptual prime). After
completing the prime, participants were asked to dlabsands into appropriate
categories by either writing the names of brands (i.e., conceptaddted) or circling the
names of brands (i.e., perceptually related). Results showed that correetéeyuty
recognition was highest with congruent proagggconceptual prime with writing brand
names or perceptual prime with circling brand names). Again, in general, conceptual

priming is focused on meaning, while perceptual priming is focused on form.
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Contextual Priming

Contextual primingalso known asnvironmental cueindyas been defined as
manipulation or activation of knowledge ngimarketing cues that precede or surround a
target advertisemei(¥i 1990b) However, mae recently, this definition has been
expanded to include priming through cues in the environment in areas other than just
advertising, such as price cues and evaluations of product &dtindler 2006)
incidental exposure and product evaluation and cH@egsger and FEzsimons 2008)and
even health claims and product consump{dansink and Chandon 200&}ontextual
priming is based on the premise that consumers experience ambiguity in evaluation of
goods and services and therefore turn to contextual cues in advertising or the
ervironment to reduce ambiguity before making an evaluation or purchasing a product
(Yi 1990b)

For example, an experiment by Snyder and Kendziét982)showed that
individuals are primed by the conversations of surrounding people so trattfmo
conversations (in this case, confederates promoting a future psychology study) led to
increased participation in the ambiguous future stGtiydiesspecifically in consumer
behaviorshow that contextual priming is highly successful, both in the lab and in the
field. In the lab setting, Y({1993)foundthat contextual advertisemengsiming eitheroil
or safety,surrounding a targetaradvertisement resulted in consumers desiring the target
product to be eithefuel efficient or saféddepending on the prime receiveti) the field
setting, Berger and Fitzsimo(&008)ran a series of studies showing how simple

contextual factors significantly influence product evaluations. In one study, participants
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were exposed to one of two product slogans for a digital music player, either focused on
luggage or trays. Participants were students in a college dorm, and only half of which ate
at a cafeteria that had dining trays. Results showed that ten days after exposure to the
slogan, students exposed to the tray slogan that also ate in the cafetead thayh

exhibited the highest product evaluations. Therefore, the trays in the cafeteria acted as a
contextual prime. As another example, Howlett e(2812)found that when only calorie
information is displayed on a restaurant menu, consumers perceive the menu item to be
healthy, even if other aspects of the hraea unhealthy (e.g., high in sodium). In this

case, the low calorie amount acts as a contextual cue for the overall healthiness of the
restaurant menu item. Although many marketing studies use contextual priming with
cognitive priming outcomes (e.g., oa# product evaluations), contextual priming can be

used with affective and behavioral priming outcomes as well.

Other Related Theoretical Areas

To ensure a thorough understanding of the field of priming, it is important to go
beyond types of priminge(g., affective, behavioral, cognitive) and methods of priming
(e.g., masked, repetition, contextual) and look into the fields that are related to priming.
Although these fields are distinctly different from priming, as will be described, an
understandingf each of these related theoretical areas can help illuminate what

constitutes priming and what does not.
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Heuristics

Heurists, in particular, are described as mental shortcuts for decision making

(Tversky and Kahneman 1974)here are three main types of heuristics used in making

decisions under uncertainty: (1) availability heuristic, (2) representativeness heuristic,

and (3) anchoring heurist(@versky and Kahneman 1974s Yi (1990b)notes in a

contextual priming study, the availability heuristic, in particular, assesses nopaf

awareness just as priming does. According to Tversky and Kahr(@®8&s) the

availability heuristic refers to the ease of retrieval of information wittjukeat items

(e.g., a primed item) easier to retrieve than infrequent ones. The representativeness

heuristic is associated with categorical, semantic, and associative priming techniques with

each of these techniques comparing the relationship betweeretnm As Bernstein

(2010)describes in more detail, the representate ness heuri stic i s fda mw

involves judging whether something belongs in a given class on the basis of its similarity

to other members of that c¢classo (p. 257).
Another common heuristic related to priming is the anchoring heuristic,

someimes known as anchoring bias, which occurs when individuals make a decision

based on a reference pofiiversky and Kahneman 1974) For ex am@98®, i n Her

study using categorical priming, either high class or low class terms were primed as

reference points leading participants to evaluate fictitious car names accordingly (e.g., if

primed with highclass, participants evaluated the fictitious car also as high class). It is

important to note the distinction between heuristics and priming, although both relate to

decision making shortcuts. While heuristics are mental shortcuts that an individual
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makespriming is (often) purposeful placement of words, images, or other environmental
cues (often) by a marketer or company to evoke certain affective, behavioral, or cognitive

responses.

Framing Effects

In the context of marketing, Levin and GaétB88)state that framing effects
occur when Aconsumersod6 product judgments var
todefne specific product attributeso (p. 374).
occurs when marketers claim that meat is either 75% lean (positive frame) or 25% fat
(loss frame)Levin and Gaeth 1988Just as priming can influence product preference,
framing can also make products either more or less des(i&bight and Rip 1980)As
one example, framing research has shown that individuals are more affected by learning
what they have to lose (i.e., a loss frame) as opposetat they have to gain (i.e., a
gain frame), which is also referred to as prospect th@wgrsky and Kahneman 1981)
Also, as Yi(1990b)states, contextual priming in the consumer behavior context can
provide the frame of reference for viewing advertisements.
In a recent study, Sung and CIi{@011)showed that priming and framing can be
combined in the same study. These authors primeaaeditrual through contextual
advertising imagefeaturing either individual or team sports. Participants primed with
individual sports evaluated ads framed with a promotion focus more positively while
participants primed with team sports evaluated ads framed with a prevention focus more

positively. InSu n g a n 010stuady, @ising and framing were two distinctly
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different concepts, but botare very similar in that both alter the evaluation of future
information. Essentially, framing represents the way information is labeled (e.g., either
prevention or promotion focused) and priming is the change in processing and knowledge

activation.

Implicit Memory Effects

Graf and Schact€d985)d ef i ne i mpl i cit memory as bei ni

performance on a task is facilitated in the absence@m s ci ous recol |l ecti

other words, implicit memory effects occur when the individual is unaware of elements
that facilitate a task (e.g., a decision) being completed. Implicit memory exists in contrast
to explicit memory which involves cocisus knowledge of facilitation effects. Graf and
Schactef1985)add that priming is the facilitative element in both implicit (for primes

that indviduals are unaware of) and explicit (primes that individuals are aware of)
memory effects. See SanyabP92)for a thorough review of the distinction between

implicit memory and priming specifically within the context of consumer behavior.

As examples of implicit memory and priming, bemantic and masked priming
result in implicit memory effects. For masked priming in particular, the masked prime is
flashed on the screen for such a short time that individuals do not have the time to
consciously process the prirfteinoshita and Lupker 2003)n the consumer domain,
Schmit (1994)found evidence of implicit memory effects in a priming study after a
debriefing session showed that participants were not aware of being primed.

Additionally, Berger and Fitzsimor{2008)found evidence of implicit memory effects
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from environmental cues (i.e., contextual priming) in a study examining hovolidey
Halloween primes desire for orange candies. In both consumer and psychological

contexts, priming is the facilitating element in implicit memory effects.

Halo Effects

Nisbett and Wilsor§1977) initially defined halo effects as the application of
one personality trait of an individual to r
(e.g., a distant person was also assumed to be irritating). In the consumer realm, halo
effects hae been used to describe how the personality of a salesperson influences
product evaluation (e.g., a happy salesperson leads to more positive product evaluations)
(DeShields Jr, Kara, and Kaynak 199@lpre recently, halo effects have been studied
alongside priming in the context of health,
Wansink and Chandgf2006)describe a health halo as when a consumer overgeneralizes
one healthy trait of a product (e.g., low fat) to repretentotality of the product (e.g.,
also low sugar, high fiber, low sodium, etc.). In essence, the presence of one healthy trait
(e.g., low fat) acts as a prime for the overall healthiness of the food. These health halo, or
Aheal t h pr i mefoundkewitt levdat labelg§Wansiek abdeChandon
2006) low sodium labelgHowlett et al. 2012)and organic labekSchuldt and Schwarz
2010) among many others. Whereas priming can take many different forms, halo effects
just represent traits of a part being applied to a whole (e.g., salesperson to company or

low fat to all nutrition facts).
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A Conceptual Diagram of Priming

Based on the review @iriming techniques and methods as well as discrepancies
in the priming liteature a holistic primingrameworkis developed inifure2.1. As seen
in the framework, the prime (e.g., word, picture, sound) is coupled with a priming method
(e.g., contextual priming) and ABC priming technique (affective, behavioral, or
cognitive). Aong with antecedents and prior knowledge (e.g., how familiar is the
consumer with the prime and target), the priming compound (prime, priming method, and
priming technique) then influences response to the target, also known as the attitude
object. This reponse to the target results in a response orientation of either consistency
or reactance. The ABC priming effect (again: affective, behavioral, or cognitive) is then
measured by the researcher, which can resul't
desied priming outcome does not match the measurement of the oufCoisaolistic
priming schema provides one of the first views into the broad field of prirmmymore

specifically as it relates to research in the field of marketing and consumer behavior

Conclusion

Numerous techniques and methods of priming as well as related theoretical areas

exist that are often confused with one another. Before now, there has not yet been a

comprehensive understanding of the field of priming, leaving researcheily sim

mimic the priming techniques of the previous researcher. This situation is unfortunate
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because a lack of understanding of the field of priming may decrease the accuracy and

clarity of marketing research.

Figure2.1. Holistic Priming Framework
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This paper provides a first attempt at developing a holistic framework of the
priming process based on a new ABC categorization system for priming effects. Priming
is used in numerous different contexts in the marketing liter&ome packaging cues to
activating self identities to repetition of advertisements. Now with this holistic priming
framework, researchers can begin to understand the processes involved in priming and

improve research, especially in cases where clear gidigtrepancies exist.
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Connecting Essay 1 and Essay 2

Now that essay 1 has established a clear understanding of the field of priming
both within and outside the field of marketing, essay 2 will build on this understanding
through experimental studieSpecifically, essay 2 explores collateral communication
primes in marketing including the antecedents and limits to such primes. In other words,
essay 2 uses the theory developed in essay 1 to explore hgwattuctcentric

information can prime consunggrthereby influencing product evaluations.
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CHAPTERIII
ESSAY 2:
BE A GOOD COOKIE:
THE INTERPLAY AMONG COLLATERAL COMMUNICATION PRIMES, THEORY

OF MIND, AND CAUSERELATED MARKETING

Contribution Statement

Prior research has shown that marketamveyed infomation can prime
consumers leading to altered product evaluatf@®send and Sias 2009; Kliger and
Gilad 2012; Walker and Wan 2012; Wansink and Chandon 26@&)yever, research has
not adequately investigated timluence of norproduct centric (i.e., collateral)
information on consumer evaluations. Therefore, this research explores the influence of
such collateral information from the framework of spreading activation ti{€atlins
and Loftus 1975)with application to causmarketing. Findings reveal that collateral
information can lead to misconstruedaluations, disclaimers increase processing and
reduce collateral priming effects, and a consumer's theory of mind is a critical antecedent
to such priming effects. This research builds upon and provides implications for the

priming, processing, causeaketing, and attribution literatures.

Introduction

Keebler recently introduced new cookie packaging that featured a logo for the
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Ameri can Red Cross al ong wi tdCocaColaal | t o
partnered with the World Wildlife Fund incampaign to help save freshwater resources.

Kentucky Fried Chicken (KFC) sold a pink bucket of fried chicken to act as a visual

communication for their partnership with the Susan G. Komen Breast Cancer Foundation.

Many companies are using causéatedmarketing initiativesin corporate social
responsibility(CSR)effortsto improve brand image. However, when caredated
marketing initiatives pajrfor examplea healthorientedcausewith unhealthy packaged
goods, there is the possibility of these paekhgoods being perceived as healthier than
they actually are. Ithis examplethe healtkoriented cause could act as@anmunication
prime for the overall redthiness of the product. Likewise if a cleaning goods product
were to have package communicatidescribing donations to environmental causes (e.g.
Dawn dishwashing liquid's Saving Wildlife Campaign with donations to the Marine
Mammal Center and International Bird Rescue), the charity may act as a communication
prime potentially making the productgar more natural, organic, or environmentally
friendly. Whether it is the presence of a causehremding, sponsorship, or
spokesfigures, brand communication and related consumer behaviors are argued to be
influenced by these supplemental cuaghat we wil refer to ascollateral
communication primes

Extensive research outside of marketing has examined the operation of priming
mechanisms in the minollins and Loftus 1975nd how primes can influence
performance on a variety of basic tagicNamara 2005)The marketing literature has
explored the consumer outcomes of primiaegy., Laran et al. 2011; Yi 199Qhyhich

examine, for example, how primes influence advertisement interpretations, product
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evaluations, and purchase intentions. This paper seeks to contribute to the priming and
marketing literatee in four ways: (1jo understand the theoretical processes that underlie
collateral communication primes with application to caredated marketing, (2p

examine how these collateral communication primes alter evaluations of both the brand
and the case partner, (3o investigate how these effects interact with product
categories, and (49 explore practalrelevancen public policy and associated

consumer welbeing.

The choice of context for this paper stems in part from the proliferaticaus-
related marketing campaigns but also fromgh®ving need and demand for research on
consumer wetbeing and presocial behaviors, which Mick et §2012)broadly define
as transfanative consumer research (TCRnder this thinking, consumers wanting to
live well and to do good things should be presented with the clearest possible information
to inform their decisioomaking. On the other hand, firms and causes wanting the best
possble outcomes for stakeholders should be supported in their work together, but not at
the cost of miscommunication and misperception. The growth in cause marketing has
been shown again and again to speak to consumers and influence dweeaikiog(Nan
and Heo 2007; Varadarajan and Menon 19B8) this success has seen criticism in
alleged greenwashing where products possibly harmful to the environment are paired
with causes that support the environm@BC News 2012; Simon 1995)Interestingly,
less has been discussed about how eeelated marketing influences consumer
behaviors, such as foathoice with none of the past work consideritige rolecollateral

communication primeplay in information proessing and decision making
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Conceptual Development

Communication Primes

Under the priming paradigm a specific piece of information (e.g., a product
slogan, color of an advertisement, presence of a health cause logo) is used to manipulate
or increase dtwvation of knowledge to produce specific outcorfideyersLevy 1989)

One of the most used priming theories in the marketing literature, spreading activation
theory, suggesthat a prime activates a target which then causes a faster and more
accurate response to the target and associated éahge(Collins and Loftus 1975)

similar to the principle of the availability heurist&s an &ample, a communication

prime relating to hazard (e.g., red color) or sustainability (e.g., an environmental activist
as a spokesperson) can activate information in the mind associated with these attributes,
thereby altering consumer product judgméd@erend and Sias 2009; Kliger and Gilad
2012; Walker and Wan 2012; Wansink and Chandon 20068pme cases, these
communication primes result in poorer product perceptions, such as the case with
sustainability commumations leading to consumer perceptions of greenwashing and
manipulative intenfWalker and Wan 2012)

Research on communication primes and health stems in part from the Food and
Drug Administrationds (FDA) Nutrition Label!]
mandate, to determine the influence of package lajpelinfood purchase decisions
(Silverglade 1996)Initial priming research related to health focused on fat and calorie

information as health cuelSor example, Andrews, Netemeyer, and Buftb®98)found
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that food shoppers generalized healthy food traits (e.g., low fat) in an advertisement to

other traits of a product. Wansink and Chan(®f06)suggest thizhealth halooccur

when a consumer ovgeneralizes one healthy trait of a product to represent the totality

of the product (e.g., if low in fat then also low sugar, high fiber, low sodium). Wansink

and Chandon (2006) showed disturbing findings thatipdea low fat label next to a

bowl of M&MG6s | ed to significantly greater c

In a follow-up study, Chandon and Wansink (2007) showed that Subway diners estimated

Subway meals to have 21 %snfealswéthe same tatoniei es t han

levels, thereby suggesting that the name Subway pheethyi n t he consumer 0s
Otherstudes find that the labelsrganicandfair trade, as well as green colored

labels,act ascommunicatiorprimescausing consumers tiecrease calorie estimates,

increase consumption, and feel a lower need to exerciseafteumptior(Schuldt 2013;

Schuldt, Muller, and Schwarz 2012; Schuldt and Schwarz 2010:dhMamet al. 2013)

Chandon(2013)showed that package cuassich as size&an also conveydalth

perceptionsTaken together, these findings suggest that communication primes are

pervasive across both packaging and advertising.

Collateral Communication Primes

Much of thepast research has been oriented toward praghrdtic cues
(Andrews et al. 1998; Chandon and Wansink 2007; Wansink and ChandonT2i66)
research departs from past investigations in considering the influeockabéral, non

product information. Specifically, we conceptualc#iateral communication priming
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as nonproduct centric information that activates nodes in the consumer's memory and

influences consumer evaluations. Nanoduct centric information isiiaddition to, yet

distinctly different from, produetentric information such as package weight, product

features, and nutrition facts. While prodeintric information is often mandated and

objective, such information may also include product claimgs(e, ficont ai ns a f u
of whole grainsod) and product descriptions a
parent brand logo, contact information). Namoduct centric information, on the other

hand, is not explanatory of brand claims, prodiaitits, or product characteristics;

instead, such neaentric information is purposeful, discretionary, additional information

presented contemporaneously with proeteattric information. For example, the FDA

mandates much of the prodigentric informatio for cosmetics including name and

place of business, directions for safe use, a statement of who the product is distributed by,
warning labels, as well as ingredient informat{food and Drug Administration 2012)

Non-product centric information shas packaging color and cobranding information are

not mandated.

CauseRelatedMarketing and Collateral Communication Primes

Causerelated marketingras been defined as fAthe proces
implementing marketing activities that are chageaeed by an offer from the firm to
contribute a specified amount to a designated cause when customers engage in revenue
providing exchanges that satisiyr gani zati onal an(aradaragah vi dual ¢

and Menon 1988, 60More recent research suggests that the taumse marketing
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applies more broadly to a cause and brand partnering together in mankigtitiges

(Samu and Wymer 2009\ wide range of activities (e.g., cause cobranding, cause
sponsoring, cause/brand public service announcements) between a brand and a cause are
referred to asauserelated marketingndareused by firms asorporate social

responsibility CSR initiatives to improve brand image, increase sales, and gain brand
visibility. While causerelated marketing specifically involves a brand partnering with a
charity, CSR more broadly involves a gprma n §ctoss tanfluence its perceived

societal perceptiond.uo and Bhattacharya 200&)nder this thinkingcauserelated
marketingcan be thought of ascmmponent of CSR.

With regards to causeslated marketing, Nan and HEDO7)confirm that
companies employing such tactics increase favorahledbattitudes. Likewise, research
on embedded premiums (e.g., a brandds promis
similarly shows that incorporating a cause in marketing communications positively
influences brand preferen@denderson and Arora 201®revious research has also
shown that causeelated marketing initiatives can result in consumer misperceptions
(Hamlin and Wilson 2004)or example, Bower and Grg009)found that when a
corporation and nonprofit partner in a causkated marketing initiative, consumers can
misperceive that the nonprofit is giving a seal of approval for the arpor The greater
the fit between the corporation and the nonprofit, the more likely the consumer is to
perceive that the nonprofit approves corporate behaviors. Just as composite branding
literature shows that one brand can influence perceptions ofeauiwtindPark, Jun, and
Shocker 1996)a causen a caus#rand partnership has the potential to influence

perceptions of a brand.
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Research in caugelated marketing as well as the endorsement literature suggests
that brandcause fit is highly important and results in improved attitudes toward-cause
related marketing initiativedasil and Herr 2006; Nan and Heo 200IMis idea of
brandcause fit could also be applied to our understanding of communication primes. In
priming, similar concepts are easier to pagetheffMcNamara 2005)A cause where
the orienting nature of the prime matches the evaluative orientation (e.g., a health cause
when evaluating health perceptions, an environmental cause when evaluating naturalness
perceptionspr a humanitarian aid cause when evaluating helpfulness perceptions) should
lead to greater communication prime effects. Causes may naturally prime different
attributes when paired with different product categories. The inference and sense making
literature suggest that when there is missing information for a decision attribute,
consumers will make an inference based on other attributes prdliohg Chakraarti,
and Biehal 1990; Kardes, Posavac, and Cronley 2@®&an example, research on health
decisionmaking frequently discusses how consumers use the nutrition facts panel or
other nutrition information to make inferences about overall product h@adtrews et
al. 1998; Chandon and Wansink 2007; Grunert, Wills, and Fernd&@elemin 201Q)

Inference makings common in marketing because advertisements and product
packaging provide only partial information fdecision making, thus requiring
consumers to either consciously or unconsciously develop stirhages] inferences
about product attributg&ardes €al. 2004) In a review of inference making, Kardes,
Posavac, and Cronl€2004)describe that with new products, consumers utilize
informationfrom the product category to make inferences about the product. It is

important to distinguish here between collateral communication priming and inference
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making, while both can occur automaticgli§ardes et al. 2004priming activates a
node in memory associated with the prime and then inference making is used to evaluate
communication attributes (of which the prime may influence inferences mededae
that node in memory is activated). Given this thinking:
H1: Collateral communication prime effects are greatest when there is high
similarity between the orienting nature of the prime (e.g., health,
environment) and the consumer evaluative orientge.g., product

healthfulness, naturalness).

Collateral Communication Primes and Individual Difference Variables

Prior research suggests the importance of examining individual difference
variables to provide a thorough understanding of priming aft€ttandon and Wansink
2007) For exampleCherneW2011) showed thatommunicatiorprime effectsreated
when healthy and unhealthy foods are paired together are even greater for individuals on
diets.Across numerous studies consumer interest has been shown to moderate priming
effects with highly interestecbnsumers more likely to use slow, deliberative processing,
and thereby experience priming effects less than uninterested cong¥ni€93).

Gallicano, Blomme, and van Rheg@®12)found that consumers high in health interest
were more likely to reference nutritional information on restaurant menus resulting in a
significant decrease in prime effects. Thus, highlgrested consumesfiouldbe less
influenced by collateral communication prinmsscethese consumers ameore likely to

engage in extensive information processing, such as reading nutrition facts or evaluating
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the authenticity of a causelated marketingampaign. Similarlyconsumers high in
consumer outcomeelevantknowledge(e.g., health knowledge when assessing product
health perceptions, organic/natural knowledge when assessing product naturalness
perceptionsyhould also be less likely tee influerced by collateral communication
primesbecause of greatproductunderstandingWith health specifically, health
knowledge has beeshown tobe distinctly different from health interest andioderate
the relationship between contextual health cuegpante effects. Similar to health
interest,high health knowledge consumer®less likelyinfluenced by primethan
consumers low in health knowledge (Andrews, Netemeyer, and Burton 1998, 2009)
Thus:

H2: Co n s u me interést (H2a)\ared Iconsurmer comerelevant
knowledge (H2b)noderates the relationship betweetiateral
communication primeand producevaluations wherebyonsumers with
highinterest (knowledgegreless likely tobe influenced by communication

primesin comparison to consumersttviow interest (knowledge).

Pre-Test: Cause and Category

To develop materials for experimental designs to be ussddies 1a and 1b, a

pretest was conducted to explombdether or not cause type interagith product

category.This pretest utilizedfree association measures so as to not influence consumer

thought with provided choices. In essence, the free association responsewhavea
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activated in the consumerds mind after
a product category.

The National Taxonomy of Exempt Entiti@ational Center for Charitable
Statistics 2013)vas used to identify cause classificatidasur different types of causes
were explored in this studyl) Health American Heart Association (AHA), (2)
Environment World Wildlife Fund(WWF), (3) Human Service®American Red Cross,
and (4)Employment:Goodwill. Classification categories relating to health (both national
and commuity-oriented with human services causes) and the environment along with
one categoryexpected to banrelated to health (employmengyere chosen.

Environment was includegs a categorigecause prior research shows that organic and
natural products canipne health(Schuldt and Schwarz 2010 addition, several
distracter brand names (e.g., Moonstones, Weihenmeyer & Co., Railroad) Tvaoks
included to check foparticipantattentiveness to the tagkroducts in a variety of

categories affordable by and typically purchased by students were also pretested.

Methods

Participants and DesigrThis pretestexplored the interaction between cause
type and product categorjwo hundred and ninety one undergraduate business students
paricipated in exchange for course crgdiverage age = 22.1, 39% femalearticipants
were randomly assigned to a 4 (cause type: health, environment, human services,

employment) x 5 (product category: none, cookies, crackshsits, multipurpose
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cleane) repeated measures del#gsign.Order of presentation of causes was

randomized.

Materials and Procedureéeach participant was asked to free associate the first,
second, and third word that came to mindd@ausdrom each causgpe. All
participans providedfree associatgfor each cause with no product category at time
(e.g., "What is the first word that comes to mind when you hear: GoodwillRtee
weeks laterthese same participants provided free associates for each cause with a
randomlyassigned product category (e.g., "What is the first word that comes to mind
when you hear: Goodwill and cookies?"). Both causes and product category were
presented in word8y examining free association responses to causes across several
product categoes, ths study investigates how caussated collateral communication
prime effects differ by a brand's product category. In addition, respondents answered one
guestion about the healthiness of the produc
healthyist he pr oduct c-pointsgale fropvery unicealthya very healthy
and one question about how headtiented each cause was on a fpaint scale from
extremely not healtbrientedto extremely healtloriented Cause attitudes were also
evaliated with the question "What is your overall attitude toward the cause?" on a nine

point scale ranging frordislike extremelyo like extremely
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Results

Free associategere found taliffer based on cause category. Whiesm cause was
presented alonehé¢ health cause (AHA) most often produced free associatesalth
(17.87%) andheart(16.49%); the environmental cause (WWF) most often produced free
associates ainimals(53.95%) andature(16.84%); the community cause (Red Cross)
most often producefilee associates @ood(27.49%) andhelpful (20.62%); the
employment cause (Goodwill) most often produced free associatheayh(25.77%)
anddonationg(25.09%). These percentages were based on first associates, though similar
trends follows for all asociates.

These free associates changed based on the product category with which the cause
was partnered. Whileealthwas the most frequent associate for the health cause with
cookies and cleaneneartwas the most frequent associate for crackersramdolor
was the most frequent associate for shirts. Although the most frequent associate did not
change between product categories for the environmental cause, the percentage of
respondents drastically differed with roughly 55% of respondents free dsgpcia
animalsfor crackers and shirts but only roughly 35% free associatinmgalsfor cookies
and cleaner. Again, these percentages are based on first associates, though similar trends
follows for all associates.

A random subset of 42 of the 291 particifsaalso completed the questions
regarding product category and cause health. Regarding health perceptions of the product
categoriescrackersverepereived as neutral in healthing®8=3.35,SD=0.82)in

comparison to cookies that were perceived as utitygd@l=2.08,SD=0.86),t(41) = 7.49,
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p < .001 For causes, the American Heart Associatidr3.60,SD=0.66) and American
Red CrossN1=3.44,SD= 0.88) were perceived as heatthented, and the World
Wildlife Fund (M=1.45,SD=1.07) and GoodwillINiI=1.60,SD=0.87) were not perceived
as healtloriented. A planned comparison reveals a significant difference between the
two healthoriented causes and the two Awealthoriented cause$(41) = 21.08,

p <.001. Paired sampletésts indicated that participantsveehigher overall attitude
toward the American Red Crodd € 7.88,SD= 1.09) than GoodwillNl = 6.90,
SD=1.83),t(41) =-3.54,p = .001, and the World Wildlife FundA = 7.19,SD= 1.37),
t(41) =-4.01,p < .001. However, there are no significant diieces in overall attitude
between the American Heart Associatidh=< 7.29,SD= 1.49) and Goodwiill,
t(41)=-1.55,p =.129, the American Heart Association and the World Wildlife Fund,
t(41)=-0.40,p = .694, nor between Goodwill and the World WildliFand,
t(41)=-0.95,p = .346. Given the similarity in overall attitude, the American Heart
Association will be used as the primary healtlented charity in the studies to follow

when comparing to Goodwill and the World Wildlife Fund.

Discussion

From this pretest we learned that American Heart Association (AHA) produces
healthas a free associate when partnered with several product categories. It is expected
that AHA primes the health node in memory, and that this may influence evaluation of
product attibutes. Similarly, the World Wildlife Fund producasimalsas the top free

associate that, when serving as a collateral communication prime, will likely influence
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product evaluations. Findings also suggest that the activated associates may be difficult t
predict. For exampleheapwas either the first or second most frequent associate for
Goodwill across all partnered product categories. Additionally, top free associates for
three product categories (cookies, crackessijrts) includedgsmellywhen pamered with

Goodwill.

Study 1a: Cookies, Collateral Communication Primesand Consumer Perceptions

From the pretest, the product category of cookies is used in study 1a to examine whether
cause partner information produces collateral communication efiects (e.g.,

heightened product health perceptions as a result of the presence of the cause) in an
experimental setting. Also explored is the influence of individual difference variables,

health interest and health knowledge, on such collateral comatiemi@rime effects.

Method

Participants and DesigrOne hundred and nine undergraduate business students
participated in this study in exchange for course credit (average age = 21.4, 39% female).
Participants were randomly assigned to one of threeittmmsl (1)no cause on package,

(2) health cause on package (American Heart Association), or ($)ewdth cause on

package (Goodwill).
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Materials and Procedurelhe pretest verified a significant difference in
perceived health between the healthy Aicaar Heart Association and the nbealthy
Goodwill but no significant differences in overall attitude between charities. The number
of words on package stimuli was kept consistent across conditions to maintain similarity
in cognitive load. Both cause tateral primes consisted of an offer to contribute to the
charity, dependent on purchase, and displayed the cause logo an&aarfigure3.1
for package stimuli design.
Previously validated scales were used to test all constructs and included: Keller e
al (199%)Heal t h Perceptions Scale (original U=.9
outcome percepti ons (2000Healthldterest Seate dorigia n s i nk 6 s
U=.86uydy tdhreasdré@cpnsumer interemdSchuldt, Muller, and Schwabzs
(2012)health knowledge scale (additive dichotomous questions) to measure outcome

relevant knowledge.

Results

Hierarchical linear regression was used to test whether cause condition, health
interest, and hetdd knowledge significantly predicted health perceptions. Cause condition
was formed into two dummy codes (health cause vs. control andeadith cause vs.
control). While cause condition significantly predicted health perceptigfs,106) =
11.32,p <.001,r?=.18, neither health intere$to(1, 105) = 1.92p=.169,r°p=. 02, nor

health knowledgeral, 104) = 0.74p=.390rp =. 01, significantly co
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model. All interaction effects between health interest, health knowledge, and cause
condition were also not significarfgy6, 98) = 0.64p=.696,rcp =. 0 3.

Respondents seeing a collateral health cause communication on the package rated
the product as significantly healthidl£€3.87,SD=1.38) than those seeing a Aogalth
cause 1=2.98,SD=1.26) and no cause at dill£2.73,SD=1.19). Thus, the health cause
significantly increased health perceptions beyond the control cond{ti®6) = 4.62,
p <.001, but the notealthoriented cause does not significantly increase health
perceptions beyond the control condititd06) = 132,p = .190. Therefore, collateral
communication prime effects are greatest when there is high similarity between the
orienting nature of the prime (in this case, the health cause) and the evaluative orientation
(in this case, health perceptionQualitative responses indicated cohesive reasoning
for these effects. When asked in debriefing why the charity was on the package (in every
condition except the control), some participants thought the brand was merely doing a
good act for the charity, othepgrceived it as a pure manipulative act of advertising,
some thought it as an endorsement by the charity, while others thought the charity was
producing the product. In other words, the American Heart Association pnea#éiin
t he consumersdcsi onmisnldy stunbactont hen i nfl uences

making of product healthiness, although the nature of these inferences varies.

Discussion

The results oftudy 1a show that adding collatec@mmunication (in this case,
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Figure3.1. Example MockPackage Stimuli (Variants Used in Studies 1a, 1b, anc

of this package goes to support the

GOODWILL 9
INDUSTRIESs
gooduwill

of this package goes to support the

American Heart %
Associations o
Learn and Live.

A soft cookie with double chocolate
featuring chocolate chunks and a
chocolate base to satisfy all of your
chocolate cravings.

o Cause/Control Condition

Note: Package size decreased from size displayed to study participants to fit stim

all three condition®n one page.

A portion of proceeds from the sales %

NET WT 12 0Z (340 g)

A portion of proceeds from the sales %

NET WT 12 0Z (340 g) o

NET WT 12 OZ (340 g) o

i 2)

uli from

53



health cause partner information) to a produ

acts as a collateral communication prime. Neither health knowledge (i.e., outcome
relevant knowledge) nor health interest significantly moderate tagarship between
cause presence and collateral communication prime effecéspésupporting
hypothesia or 2b and suggesting that collateral communication prime effects are
persistent across these individual difference variablethéostimuli usedn this study
However, while health interest appears to have adequate varidncé.81,SD= 1.44),
health knowledge may have restricted variaide-(4.84,SD= .83).Beier and
Ackerman(2003)suggest that cognitive ability has the greatest influence on health
knowledge, which would suggest that college students who are generally high in
cognitive ability would hae less variance in health knowledge. Tdtisdy was limited to
primerelated perceptions (i.e., health perceptions) but did not explore other possible

outcomes of collateral primes (e.g., overall attitude, purchase intentions).

Study 1b: Crackers, Collakeral Primes and Attitudes and Intentions

Causerelated marketing can positively affect brand image because the cause can
cultivate consumer beliefs that the brand is supporting worthwhile things, and thus the
consumer should support the brgh@radarajan and Menon 1988)an and He¢2007)
even find that causeelated marketing initiatives increase consumer attitudes toward a
company regardless of bragduse fit. Aake Vohs, and Mogilne(2010)suggest that
causerelated marketing isffective at increasing overall attitude because the warmth

associated with a cause is partnered with the competence associated with a brand (causes
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are often associated with low competence while brands are associated with low warmth)
leading to positiveeffects on overall attitude and purchase intentions for both the brand
and causeThus:

H3: Collateral communication primasvolving causeaelated marketingicrease

overall attitude toward a product (H3a) and purchase intentions.(H3b)

Study 1b investigtes these additional collateral communication prime outcomes
with a wider variety of cause categories (health, environmental, and social). A different
product category, a cracker package, confirmed from theeptas neutral in healthiness
in comparisorto the relatively unhealthy cookies from study 1a, is used to generalize
prior findings as well as determine the influence of caatsed marketing initiatives on
overall product attitudes (hypothesis 3a) and purchase intentions (hypothesis 3b). We use
a neutral healthiness product in this study to show the robustness of collateral
communication prime effects. There was more room for movement in health perceptions
for cookies due to collateral priming from low to high healthiness (study 1a) in
comparisorto the more subtle change possible for crackers, from moderate to high

healthiness (study 1b).

Methods

Participants and DesigrOne hundred and forty undergraduate business students
participated in this study in exchange for course cedligrage age 21.8, 49% female)
Participants were randomly assigned to one of four conditions: (1) no cause on package,

(2) health cause on packa@emerican Heart Association{3) environmental cause on
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package (World Wildlife Fund), or (4) social cause on pack@gedwill).

Materials and Procedurelhe same scale for health perceptions from study 1a is
used again (study U=.86). To meas(@998 purchas
Purchase Intentions9ScatedysUass@&8)(omandi hal n
attitude, Ke |l (197%)Overal tProdua AttitueleaSgaleasdised (original

U=.89, study U=.96).

Results

Results from a MANOVA reveatkthat causeandition significantly predied
product evaluations (health perceptions, overall attitude, purchase intentions),
F(9,326)=194p= . 046, Wil kés s = 0.88. Between sub
condition significantly predictedealth grceptionsF(3, 13§ =2.99 p = .033 Planned
contrasts showed thaddtion of acollateralhealth causeommunicatioron a product
package significantly increagé@ealth perceptions comparison to a controgb & .021)
Although mean differences shesvan increase in health perceptions for the
environmental cause and a decrease in health perceptions for the ss®ahegther the
environmental§ = .454) nor social cause conditiorfp = .732)were significantly
different from the contrglsee tablé&.1 for descriptive statistic3 hese findings suggest
that a cause must be heatthiented to inflate health perdems

For overall attitude he full modelwas not significant at the .05 leyel

F(3,136)=2.53 p =.060. Planned contrasts showedttbaththe American Heart
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Table3.1. Means and Standard Deviations by Cause Type (Study 1b)

Health Overall Purchase

Perceptions| Attitude Intentions
Control 3.14 (1.31) | 3.49 (1.26) | 3.13 (1.08)
Health cause 3.79 (1.39) | 4.40 (1.46) | 3.94 (1.28)
Environmetal cause | 3.36 (0.94) | 4.22 (1.72) | 3.82 (1.37)
Social cause 3.04 (1.02) | 3.94 (1.44) | 3.73 (1.08)

Note: Standard deviations are in parentheses. Health cause = American Heart
Association, Environmental cause = World Wildlife Fund, and Social cause = Gbopwi

Association(p = .010 and World Wildlife Fundg = .050) increasd attitudesin
comparison to the controlvhich might be expectdaecauseonsumers appreciate
companies donating to caus&hke social cause, Goodwill, however did not increase
overallattitude p = .223), which is the main contributor to nsignificance of the full
model. Although the pre&est showed no significant difference in overall attitude toward
Goodwill and the American Heart Association, mean values showed Goodwill as having
lower overall attitude, which could play out more when attaching to packaging, thereby
obscuring results. For purchase intenti@ug]ition of any cause on a package
significantly increasg purchase intention$;(3, 136) = 3.07p = .030. Planned contrasts
revealed that Goodwillp(= .044), the Amerian Heart Associatiorp(= .005, and the

World Wildlife Fund ¢ = .025)all increasd purchag intentions

Discussion

Results from a MANOVA reveal that cause condition significantly influences
product evalugons. Similar to study 1a, addition of a health cause (i.e., not a social or
environmental cause) on a package acts as a collateral communication prime and
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increases health perceptions of the product, thereby supporting hypothesis 1. Thus, across
food types, less healthy cookies in study 1a and neutral healthiness crackers in study 1b,
collateral communication prime effects occur. Also, as expected, addition of cause
information to food packaging increases both overall attitudes and purchase intentions,
regardless of cause type, thus supporting hypothesis 3.

One question that these findings raise is the public policy implications of these
collateral communications. If the beneficial cause relationships are to be retained but
miscommunication reduced, whetproach might be used? The next section explores the
possibility of utilizing disclaimers to achieve clear communication by countering

collateral priming effects.

Study 2: Limiting Collateral Communication Primes

Collateral Communication Primes, Presang, and Disclaimers

Disclaimers may be an effective way to reduce misleading collateral
communication prime effects. Disclaimers draw and direct attention, which can lead to
greater processing, more thoughtful analysis, and, as a result, decreafiaghee of
heuristicbased priming cues. In a review of dual processing models, E2@D8)finds
that all models depict two consumer processing systemng that is automatic and often
based on heuristics (also known as systes) and another thet systematic and
deliberate (also known as system two). Kahne(@803)highlights that there are many

situations when the autatic, system one processing is not appropriate, and instead, the
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more deliberate system two processing must take over. For example, system one
processing is more appropriate for natural assessments and quick product decisions while
system two is used mofer judgments, such as those judgments that consumers make
when evaluating a disclaimer.

In the context of health, use of a disclaimer has been shown to reduce prime
effects as well as heighten perceptions of diseas¢Arslrews, Netemeyer, and Burton
2009) However, in a review by Green and Armstr¢@@12) 15 out of 18 studies
showed that mandatory disclaimers increase consumer conéusicare ineffective or
harmful to the brand (e.gdecreasing overall attitude or purchase intentions toward the
product or brand). These authors cite poor disclaimer wording and consumer reactance to
disclaimers as two reasons for the failure of mangatisclaimers. Yet, in confusing
situations (perhaps if one is questioning why a collateral cause message is on a package),
disclaimers may, if worded simply, reduce overall confusion and help consumers make
more accurate decisions. The trajectory of ithiisience of disclaimers is difficult to
track. When consumers are provided information to help understand a collateral claim,
trust is increased (if the claim is authentic) or decreased (if the claim is deceptive)
(Garretson and Burton 200®roductcentric information that is mandated results in
consumer trust that the orimation is authentic, thereby leading to little influence of
disclaimers. Thus, disclaimers should provide the greatest influence enaratated
collateral information where deception is likely to occur. In the case of sponsorship
primes, Campbell, Mohgnd Verlegh(2013)find that disclaimers evoke consumers'

persuasion knowledge, helping soimers reevaluate the authenticity of collateral
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information. Therefore, we expect that disclaimers will cue consumers to evaluate
collateral claims and, in doing so, limit priming effects. Thus:
H4: Addition of a disclaimer to a package with a collate@hmunication prime
will reduce collateral prime effects (H4a), decrease overall attitude toward

the product (H4b), and decrease purchase intentions (H4c).

Further Exploration of Individual Difference Variables

Althoughhealth interest andealth knowlede (i.e., outcomeelevant knowledge)
did not influence collateral communication prime effects, it is possible that other
individual characteristics mayansink and Chandai2006)found that overweight
consumergi.e., BMI O25)were significantly more kiely than normal weight consumers
to be influenced bprimes(relating to food productsgsulting in increased consumption.
Soetens and Brag€2007)found that overweight conswers engage in more elaborate
processing with foodelated cues than other cues. Similarly, Wansink and Chandon
(2006)found that overweight consumers are more influenced byifelated primes
because of a need to reduce pmstsumption guilt, and healttaims help to reduce this
guilt. In other words, overweight consumers engage in more processing to rationalize
food decisions in an effort to maintain satisfaction with the self. The National Institutes
of Health classify consumers with a body mass in@l), a relation between height
and weight, greater than or equal to 25 as overwé@hgtional Institutes of Health

2013)Observing consumer s deseaech ivbiving leealth @ foododer at o
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consumptiorhas been cited an important futuesearch consideratigRrovencher,
Polivy, and Herman 2009T hus:
H5 Consumer s6 BMI moder adamegnicdtiong@rimess | at i on ¢
andproduct evaluations (e.g., health perceptionsrnehy overweight
consumergBMI O25) are more likely tdoe influenced by communication
primes than normal weight consumers (BMI > 25).
Study 2 seeks to identify the role of additional information in marketing
communications on processing and collaterahpreffects by testing the influence of a
disclaimer on the product package on health perceptions (hypothesis 4a), overall attitude
toward the product (hypotheglb), and purchase intentions (hypothesis 4c). In addition,
study 2 continues to examinadividual difference variables influencing communication
prime effects. Respondents6é height and wei gh
communication prime effects between normal weight and overweight consumers

(hypothesis b

Method

Participants anl Design.One hundred and sevendergraduate business students
participated in this study in exchange for course cesltrage age = 21.8, 48% female)
Participants were randomly assigned to one of three conditionso (Buse on package,

(2) health @ause on package (World Health Organization), or (3) health cause on package

with disclaimer.
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Materials and Procedurel he di scl ai mer was worded: A?
endor sement by t he WAmabddtiontl pedest(stnder®@saq@eni z at i on
N=146) verifiedthat the World Health Organization is perceived as a healkimted
organizationNM=3.35,SD=0.83, scale from lextremely nehealth-orientedto 4:
extremely healtloriented. Package stimuli were identical to study 1b except with a
differentcause (to further generalize results) and a disclaimer condition. The cause and
disclaimer conditions featured the World Health Organization name and blue logo over a
globe. The same scales for health perceptions (siudly Puchase intentionstudy
U=.80), and overall attitude (study U=.95) a

study.

Results

Respondents were classified as normal weight (BMI < 26yerweight
BMIO25) based on the National | (Nationalt ut e of He
Institutes of Health 2013)indings from a MANOVA revealed that cause condition

significantly influenced combined product evaluations (health perceptioaslov

attitude, purchase intention$)6,196) =4.95p< . 001, Wil kés s = 0. 75,
neither BMI,F(3,98)=1.32p= . 272, Wil kdéds s = 0.96, nor th
and cause conditioi(6, 196) =0.35p=. 904, Wil kdéds s = 0.98, sigr

product evaluations. Neither consumeirigkof crackers nor frequency of consumption
of crackers significantly influenced product evaluations and therefore were not included

in the model.
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Between subjects tests further examined the effect of cause condition and BMI on
health perceptions, overalttitude, and purchase intentions. Overweight consumers were
notsignificantly (at the .05 levelinore likely to perceive products as healthier than
normal weight consumerB(1, 100) = 3.91p = .051.Also, there was not a significant
interaction betweenondition and consumer weight for health perceptions,
F(2,100)=0.46,p = .632, mean differences between the health cause and no cause
conditions suggested that overweight consumdggdence= 1.55) were more likely to
experience collateral primefe€ts than normal weight consumekierence= 1.01); see
table3.2 for means and standard deviations. In other words, a collateral communication
prime with a healttorientation increased health perceptions by 55.8% for overweight
consumers but only 38% for normal weight consumers

Similar to studies 1a and 1b, the collateral communication prime (i.e., cause
condition) influenced health perceptiof$2, 100) = 9.56p < .001. Planned contrasts
showed that a package with a collateral health caus@evesived as significantly
healthier than a package with no cayse.001). However, packages with both a health
cause and disclaimer resulted in health perceptions that were significantly less than a
package with a health cause and no disclaimer.048). Operended responses
suggested greater processing afaboration in the disclaimer condition through longer
and more detailed responsésresponse to the question, "Why do you think the World
Health Organization is on this package of crackems@rtl count analysis showed a
differencein mean values, although not significant at the .05 Idetlyeen the
disclaimer conditionNl = 15.78 words) and the health cause condition

(M =11.09words),t(70) = 1.97 p = .053. These results providapport for he
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theaetical thinkingthat disclaimers incread@rocessingthusleading to decreade

collateral communication prime effects.

Table3.2. Means and Standard Deviations by Cause Type and Weight Classificatjon

(Study 2)

Health Overall Purchase

Weight Perceptions| Attitude Intentions
Control Normal 2.63 (1.03) | 4.08 (1.33) | 3.29 (1.50)
Over 2.78 (1.04) | 3.74 (1.58) | 3.22 (1.47)
Combined | 2.67 (1.02) | 3.99 (1.38) | 3.28 (1.47)
Health cause Normal 3.64 (1.15) | 4.27 (1.69) | 4.26 (1.22)
Over 4.33 (1.26) | 4.31 (125) | 4.33 (0.92)
Combined | 3.88 (1.22) | 4.28 (1.53) | 4.28 (1.11)
Health cause + Disclaimer| Normal 3.14 (0.95) | 4.47 (1.00) | 3.74 (1.13)
Over 3.70 (1.43) | 4.97 (1.26) | 4.12 (1.33)
Combined | 3.31(1.12) | 4.62 (1.09) | 3.86 (1.19)

Note: Standard deviations ane parentheses. Health cause = World Health
Organization. According to NIH classification, consumers with a BMI of less than R5 are
classified as normal weight, and consumers with a BMI of 25 or greater are classified as
overweight. Combined weight reprasecause condition effects collapsed across weight

category.

While disclaimers increased processing and decreased inflated health perceptions
(i.e.,collateral communication prime effects), of benefit to marketers is to know that
disclaimers did not mgatively influence attitude toward the product nor decrease
purchase intentions. Planned contrasts revealed that there was no significant difference in
overall product attitude between the health cause and disclaimer congtmr&lQ). In
fact, mean dferences even showed that overall product attitudes increased with the
addition of a disclaimer. Across all cause conditions, between subjects tests showed that
cause conditiodid not significantlyinfluence overall attitudat the .05 levelF(2, 100)
=2.62,p = .078. With regards to other product evaluations, cause condition significantly

predicted purchase intentiort§2, 100) = 4.80p = .010. Planned contrasts revealed that
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consumers had significantly higher purchase intentions for a packagehvadiila cause

than a package without a health cayse (003). Adding a disclaimer to a package with a
health cause did not significantly reduce purchase intentions in comparison to a package
with a health cause and no disclainyer(.267). Similar to hath perceptions, between
subjects tests showed that neither BMI nor the interaction between BMI and cause

condition significantly influenced overall attitude or purchase intentions.

Discussion

The results of study 2 replicated the results of studiesddb by showing that
addition of causeartner informatiorto product packagingcts as a&ollateral
communication prime and increases health perceptibas supporting hypothesis 1. No
significant difference exists between normal weight and overweggisumers, thus not
supporting hypothesis 5, although mean differences do show that overweight consumers
are generally more influenced by communication primes. In addition to the prior findings
that health interest and health knowledge do not influeocemunication prime effects,
this nonsignificant finding of BMI provides mounting support for the pervasiveness of
collateral communication prime effects across different consumers. These conflicting
findings may, however, be due to somewhat more consttaiariance in the student
samples here. For instance, while the variance in Wansink and Cha2006s
consumer sample was not reported, the mean BMI in their work was 25.1 whereas the

mean here is 24.1.
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Importantly, addition of a disclaimer significantly reduces cetkat
communication prime effects (in this case, measured through changes in health
perceptions between cause and no cause condjttbns)supporting hypothesis.
Adding a disclaimer contributes to increased consumer processing which then reduces the
influence ofcollateralcommunication primeas consumers are elaborating on
communication material rather than heuristically processing prime cues. It may also be
that adding a disclaimer gives confidence to the consumer regarding the trustworthiness
of themarketer. These findings offer a beneficial contribution to marketing practitioners
and public policy makers.

Contrary to what could be expected given past findings, individual difference
variables such as health interest, health knowledge (i.e., ovt@avant knowledge)
and BMI appear to play a limited role in the way in which collatesatmunication
primes influence product beliefs. In addition, our prior studies showed that health interest
and knowledge had adequate variance so a quesiged when consumers are
involvedand especially knowledgeable about a product, when are these background
characteristics employed? In other words, what causes a consumer to bring their

orientation or understanding to bear in attitude formation and decrsaung?
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Study 3: Antecedents to Collateral Communication Primes, Theory of Mindand

Advertising Skepticism

Antecedents to Collateral Communication Primes

Up to this point, this research has explored consumer outcomes to collateral
communication prime effég (e.g., health perceptions, overall attitude, purchase
intentions), as well as possible moderators (e.g., interest, outatevant knowledge,
BMI). To provide a more holistic understanding of the processing of collateral
communication primes, we now@gre the antecedents to such priming effects. If
variation in prime outcomes does not stem from interest, knowledge or characteristics
such as BMI, what are other sources of variation?
As ot her sources of wvari at i oepticismwandability e st i gat
to understand the intentions of others. Obermiller and Spange{i8898; 160)the
developers of one of the most used advertising skepticism scales (the SKEP scale), define
advertising skepticism as fcdbethibaslan ef of adve
individual difference variable. These authors add that highly skeptical consumers may be
more likely to doubt advertising claims while consumers low in skepticism should be
more likely to trust advertising claims. With application to tbetext of health, Keller
and colleaguegl997)found that perceptions of healthiness decreased as claim
skepticism increased. It would be expected that consumers high in advertising skepticis

would be more likely to process and elaborate on collateral communication primes,
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thereby leading to reduced prime effects in comparison to consumers low in advertising
skepticism. Thus:

H6: Collateral communication primes will be less effective for comsrs high in

advertising skepticism than consumers low in advertising skepticism.

While advertising skepticism may explain a general tendency that influences
communication prime effects, what is it that cues skepticism? When collateral
communications & presented contemporaneously with product information, there are
multiple perspectives being preserdieithat of the brand and in the case here, that of the
cause. It i s possible that a consumer0s per
advertising skpticism which in turn is related to the influence of collateral
communication prime effects. Kinderman, Dunbar, and Be{#888)describe theory of
mi nd as the abi |l i tpgrspectve.tinanarketing researdhelreorypo r s on o s
mind has been discussed as a highly influential metatheory because it describes the
human ability Ato recognize that anotherds i

o w n(@raig et al. 2012, 362This is readily exemplified in the young child who does

nothaveafulydevel oped theory of mind. When asked:
birthday?06 this child may say a dol | . The c
mi ght respond, "Mom wants some perfume. 0 Tak

in understanding psuasion attempts.

The concept of theory of mind originated
chimpanzees to determine whether primates could determine the intentions of humans
with initial results showing that primates had at least minimal theory of mpabdaies

(Premack and Woodruff 197.8)heory of mind in humans has its roots in understanding
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human socialization. In other words, socially adept humans are able to understand the
intentions of others | eading taodrgasomndi ct abi | i
behind behaviors.
Used often in the psychology I|literature,
making, theory of mind is also explanatory in adult decision makiiglle and Nettle
2006) Applied to the current context, a persol
understand the perspective of an organization or multipenargtions. In other words, it
may help consumers to understand or to question why a brand is adding a cause or other
collateral communication to product packaging. Theory of mind is correlated with
executive functioning among many other traits, such eeietty, moral reasoning, and
social abilitiegCarlson, Moses, and Claxton 2004; Repacholi and Slaughter,2003)
suggesting that consumers high in theory of mind may also have cognitive abilities that
are used in product evaluation.
Theory of mind provides the reasoning for differences in satiabution.
Kinderman and colleagu€$998)explain that undedeveloped theory of mind constrains
an individual's ability to develop mental representations of attribution situations. For
example, a person that is limited in his or her ability to understand the intentions of others
will not be able to logically simulate the other individual's intentiors situation. Due
to this simulation inability, attributions are difficult to create. Attribution theory from
psychology explains that attributions are formed from both internal attributions (e.g., a
person's personality) as well as external attribsti@ng., environmental factor@uss
1978) Theory of mind relates to attribution theory, in that low theory of mind individuals

are less capable atcurately developing these internal and external attributions.

69



Prior research in psychology suggests that theory of mind and memory capacity
are distinct and uncorrelatédaal and Bereczkei 2007h other words, regardless of a
C 0 n s u me {tedrsmemdryabilities, theory of mind will influence perspective taking
and thereby, we argue, perceptions of a brand's actions, such as collatenaihecation
primes. People high in theory of mind are better able to understand the intentions of
others(Paal and Bereczk@007) including marketers. Therefore, high theory of mind
consumers should question the intent of others and lower the likelihood of experiencing
collateral communication prime effects.

H7: Theory of mind leads to advertising skepticism that in turuarites

collateral communication priming, whereby consumers high in theory of
mind have higher advertising skepticism and are less likely to experience
prime effects in comparison to consumers low in theory of mind.

To increase the generalizability of tke®sults and to increase external validity,
study 3 uses actual packaging with collateral communications that may function as
primes. Consumers' theory of mind and level of advertising skepticism are assessed to
test the theoretical argument that theseaartecedents to collateral communication prime
effects, and more generally, to provide a holistic understanding of both the antecedents

and consumer outcomes of collateral communication primes.

Methods

Participants and DesigrOne hundred and eighewen undergraduate business

students participated in this study in exchange for course ¢(agditage age = 22.1, 42%
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female) This study featured a 3 (cause: none, health cause, health cause with disclaimer)
x 2 [prior brand attitudehigh (Keebler cookies low (KFC chicken) between subjects

design.

Materials and Procedurdn contrast to prior studies, actual packaging was used
for this study to show thabllateral communicatioprime effects occur above and
beyond prior brand knowledge and experiensee figure8.2 for stimuli A pre-test
(college student sample, N=40) verified that Keebler had high (positive) brand attitude
(M =4.80,SD=1.74) while KFC had low (negative) brand attitubie< 3.95,
SD=2.43), and these were significantly differé&mom one anothet(39) =-2.68,
p=.011.
To measure theory of mindagicipantscompleted the scenartmased Imposing
Memory Taskdeveloped by Kinderman, Dunbar, and BentB98) While there are a
host of theory of mind measures, rgare criticized for having ceiling effects where
participants perform nearly perfectly.f., DodeltFeder et al. 2013)siven the greater
complexity of the Imposing Memory Task, especially for advanced theory of mind
guestions, ceiling effects are reduced for this megdiettle and Liddle 2008)n each
scenario at least two characters are described performing various tasks (e.g., going to the
post office). Following each scenario, a series of questions are asked to assess both
knowledge of facts (e.gy Sam went t o t he poo)sta nodf ftihceeo rtyo obfL
mind understanding (e.gi,Sam t hought Henry knew the post
Factual questions were used here to eliminate respondents that did not thoroughly read

the passage and therefore would skew theory of mind resess.than 5% of
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participants answered less than 70% of the memory questions incorrectly. Following the
procedure by Kinderman, Dunbar, and BentB8198) t-tests were conducted between the
low memory and high memogroups on all dependent variables. There were no

significant results, and therefore all participants were included in the analysis.

Figure3.2. Example Actual Brand Packaging Stimuli (Used in Study 3)

g, 3\
w4 ‘C S

p. eluxe; s

Theory of mind questions assessed whethergiaaitits were able to discern the

difference between what they (as the reader of the passage) knew in comparison to what
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the characters in the passages knew. Following the post office example, the scenario text
included: AHenry h astofficerwastom Enh dirget. $am wehttcam t h e
EIm street only to | earn that the post offic
the post office is on Bold street; however, Henry does not. Thus, a high theory of mind
respondent would realize this diffesenand state that Sam actually thought that Henry
knew the post office was on EIm street. The theory of mind scale was developed by
giving one point to each correct theory of mind respoltsx (Possible= 11,Sample
Range= 4-11,Mean= 8.82,SD= 1.33). $milarly, a memory scale was developed by
giving one point to each correct factual respondax(Possible= 14,Sample Range
4-14,Mean= 12.72,SD= 1.55). A reduced thregcenario version of the full five
scenario Imposing Memory Task was used, adkas used in prior researfraylor
and Kinderman 2002A pretest (college student sample, N=18) showed a strong
positive correlation between the shortened and full meagu= .827,p < .001.
In addition, participants completélge advertising skepticism scale (original
U=. 86, study U = .87) devel (198 dhebame Ober mi | | e
scales as used in prior studies were again us&ddy 3 to measure health perceptions
(study U=.88), overall product attitude (stu
U= . TWo)threeitem scales developed by Lafferty and Goldsr(@b05)were used to
assess how collateral communication primes influenced brand and cause perceptions. The
brand (cause) scale asked: "Is your attitude toward the braondd)... (1) good/bad, (2)
positive/negtive, and (3¥avorable/unfavorable?" with all questions measured on seven
point Likertl i ke scal es (brand =.99 Eoytheldontrol . 99; cause

condition, the cause attitude questions were asked anthef the study and masked as a
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sepaate studySee figure3.3 for a conceptual model of antecedents to and collateral

communication primes effects on outcomes.

Figure3.3. Conceptual Model of Collateral Communication Primes
Theory of Mind Healt‘h
Perceptions
CCP: Cause CC.P: C‘afuse *
Disclaimer
Overall Attitude
Advertising
Skepticism
Purchase
Intentions
Brand Attitude
Note: CCP = collateral communication prime; other covariates include prior brand Cause Attitude
perceptions and individual difference variables (health interest, BMI, and health knowledge)

Results

A series of conditional process analyses were ottediexamining the
relationship between theory of mind and product evaluations. In each model there was
one mediator (advertising skepticism), two moderators representing dummy codes for the
cause only and disclaimer conditions, and four covariates (beputhtion, health
interest, health knowledge, BMI). Five models were run for each of the five different
dependent variables: (1) health perceptionspy2yall attitude, (3) purchase intentions,

(4) cause attitude, and (5) brand attitude. See &Bl®r a summary of results.
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Table3.3. RegressioiBased Bootstrapping Results (Study 3)

Indirect effect of collateral

J Health Overall Purchase Cause Brand
Perceptions Attitude Intentions Attitude Attitude
Direct path
TOM-Adskep (path a) 0.0758 0.0758 0.0758 0.0738 0.0758
AdskepDV (path b) J -0.422 0.1292 -0.0654 0.5384 0.0359
TOM-DV | Effect J -0.0326 0.0731 0.0283 0.2789 0.031
(pathc) | p value 0.6286 0.4034 0.691 0.0125 0.8026

communication prime (ab)
Effect -0.032 0.0098 -0.005 0.0408 0.0027
No cause -.0003 to -.0790 to
Cl J -.1068 to .0045 | -.0272 to .0795| -.0611 to .0342 .1405 .0942
Cause Effect J -0.0682 -0.003 -0.0441 -0.002 -0.0072
only -.1082 to -.1098 to
Cl -.1624 to-.0045 | -.0768 to .0508 | -.1344 to .0004 .0799 .0609
Cause + Effect -0.0523 -0.0544 -0.0353 -0.0355 -0.1097
Disclaimer -.1437 to -.2740 to-
o -.1401 to-.0033 | -.1588 t0-.0035 | -.1111 to .0020 .0089 .0104
Covariates
Brand Reputation 0.4947** 0.5633* 0.2314 .9082** 1.445%**
Health Interest -0.2325** -0.0109 -0.0515 .3766** -0.0754
Health Knowledge -0.1118 -0.0845 -0.0523 0.1281 -0.1775
BMI -0.5628** -0.2314 -0.3165 -0.0165 0.1035

Note: * (p<.09, ** (p<.01), *** (p<.001)
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The moderated mediation conditional process analyses were run using Preacher
and Haop& magro for SPSS with 10,000 bootstrapped samples anddmiested
confidence intervals. As the results in taBi@ show, adertising skepticism significantly
mediated the relationship between theory of mind and collateral communication prime
effects, although only in conditions with either a cause or cause and disclaimer but not in
the no cause condition. In other words, tlysafrmind and advertising skepticism need
something to activate their use, which is the collateral communication prime. In the case
of health perceptions, higher theory of mind led to higher levels of advertising
skepticism, which then led to lower hegttérceptions for both the cause and
cause/disclaimer conditions.

Individual difference variables in this studgda main effect on product
evaluations, @ahough they didhot interact with the collateral communication prime to
influence product evaluatisnFor example, consumers high in health interest or
classified as o0V epereewd lowerthealthiperdepti@Macross &ll2 5 )
conditions. Health knowledd®ad no effect on product evaluations. Similarly, for the
covariate of brand reputatiohigher brand reputation led to greater health perceptions,
overall attitude, cause attitude, and brand attitude, but this effect was also consistent
across conditions.

Simple effects tests showed, similar to prior studies, that adding a cause to a
productpackage acts as a collateral communication prime to significantly influence
health perceptionp .001) in comparison to a package with no prime. Similarly, there

was no significant difference in health perceptions between a package with no collateral
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communication prime and a package with a collateral communication prime and

disclaimer p = .470).

Discussion

As expected, theory of mind leads to advertising skeptitstninfluences
collateral communication prime effects (in this study, measurdealyh perceptions
This means that consumem®recapable of understanding the intentions of othemnsl in
turnwith higher levels of skepticism toward advertising (igelestioning the intent of
mar ket er 0®ndporbaunibfluencedby colladd primesthereby supporting
hypotheses 6 and Tonsumers loerin theory of mind, ortheother hand, have higher
levels of trust in advertising leading to a much greater likelihoaolitdteral
communicatiorprime effects. Thus, theariation inexperendng collateral
communicatiorprime effectan be explained in part loyfferences in theory of mind
and related tendencies toward skepticism

These findings also replicate the results from studies 1a, 1b, and 2aneskth
cause significantly ineases health perceptions axisclaimersignificantlyreduces
these health perceptigribereby supporting hypothesis 1 and hypothesis 4a. Also similar
to prior studies, these effects are pervasive across individual difference variables.
Although the reglts from this study show for the first time in this series, that consumer
interest can have a main effect on product evaluations, this effect does not interact with
the collateral communication prime. In other words, health perceptions are heightened for

all consumers that are high in health interest, likely a result of using actual product

77



stimuli. Regardless of level of health interest, collateral communication prime effects still
occur.

Additionally, the results of this study extend the generalizglwfi the findings
by showing that collateral communication prime effects occur for both mock stimuli
(studies 1a, 1b, and 2) and for actual brand stimuli (study 3). Because theory of mind
plays such a preeminent role in understanding collateral commonigaime effects,
future research examining any aspect of such prime effects (e.g., color primes, visual

primes, contextual primes, etc.) needs to explore the role of theory of mind.

General Discussion

This research examined the antecedents to, carsoumicomes of, and limits to
collateral communication priming. Findings revealed that theory of mind and advertising
skepticism are antecedents influencing collateral communication prime effects, which
then significantly influence a variety of consumetoaunes (including health
perceptions, overall attitudes, and purchase intentions). Additionally, the findings from
this research show that disclaimers can be used to increase consumer processing thereby
inhibiting the miscommunication potential of collatecommunication primes but at the
same time preserving attitudes toward the product and cause.

All three studies show that adding a cause to a package acts as a collateral
communication prime by significantly increasing health perceptions of the package.
Several individual difference variables are explored (health interest, health knowledge,

BMI), none of which significantly influence prime effects, thereby suggesting the
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pervasiveness of communication prime effects across individuals. In contrastréhe mo
fundamental measure, theory of mind, is shown to be a significant determinant of
collateral communication prime effects whereby low theory of mind consumers are much
more influenced by collateral primes than high theory of mind consumers.

Importantly,theory of mind may be more than just a theoretical antecedent in the
case of collateral communication primes; it may also be a key to understanding a
consumer 6s ability to be deceived, persuaded
theory of mind carontribute to a broader understanding of the antecedents of consumer
behaviors across a variety of constructs.

With regards to the collateral communication prime orientation, findings revealed
that there must be a high degree of similarity between thetiogenature of the prime
and consumer evaluative orientation in order for collateral communication prime effects
to occur. In other words, for a product where one might evaluate the healthfulness of an
offering, a health cause may orient processing afhakimce perceptions whereas a social
cause does not influence health perceptions.

The significant effects of collateral communication primes should raise interest
and concern among consumers, marketers, and public policy makers alike. Of particular
concen, specifically in the context of causelated marketing, is when food brands
partner with a health cause, subsequently utilizing the cause in their marketing program,
and, in doing so, alter product perceptions. Although, the health cause will bemefit fr
additional funding and this is a positive for society, if consumers perceive the food as

heal thier than it actwually is, thds can be d
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package collateral communication prime of the American Red Cross, policysmaasl
to question the intention and outcomes of this widespread marketiotice.

In addition to the practical implications, this research contributes to the literature
on priming, consumer processing, and caetated marketing. Findings build oreth
initial priming paradigmMeyersLevy 1989)to show that collateral information can also
act as a prime. Although this study examines cauwmdeting, these findings can also be
applied to other collateral marketing cues such as information from sponsorship efforts,
co-branding, or spokespe@plWith regards to consumer processing, we find that
disclaimers increase elaboratidtrior research suggested that overweight consumers
should engage in more elaborative processing of food cues than normal weight
consumergSoetens and Braet 200Qur differing findings may be due to more
restricted variance of BMI in our student sample. Finally, our findings also contribute to
the literature on causelated marketing whicheforehasshown the benefits of cause
marketing at increasing attitudes and purchase intentions of krsakls et al. 2010;
Nan and Heo 2007; Varadarajan and Menon 198&) show that causelated
marketing carhave unintended consequences resulting in consumers making choices
based on altered product perceptions.

This research is limited by the salse of lab studies with student participants,
which potentially limits variance of individual difference vareglAlso, a single
shortened theory of mind measure was utilized. Other limitations include measuring
behavioral intentions rather than actual behavior and assessing purchase intentions

outside of the context of competing products.
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Future research in theégea should examine collateral communication prime
effects in other contexts besides careated marketing. Additionally, further
examination of the relationship between disclaimers and processing would be beneficial
to understanding when collateral comnication prime effects will take precedence in a
heuristicsbased processing model or when consumers will rely on other types of
processing or information in the environment. Also, examining other factors that could
contribute to the theoretical underpings of priming effects, such as differences in
working memory, would be beneficial. Further research should also investigate other
outcomes of collateral communication prime effects. For example, collateral
communication primes could actually decrease@an s umer 6 s t ot al donati o
consumers feel they have fulfilled their charitable giving needs by purchasing a product
with a cause on {Krishna 2011)Because much research has exaehithe consumer
outcomes of collateral communication prime effects, future research would most benefit

from understanding the limits to and antecedents of such prime effects.

Conclusion

This research distinguishes between proaecitric information (g., company
logo, nutrition facts, warning messages) and-pmduct centric information (e.g.,
package color, cobranding information, causlated marketing cues), the latter of which
we term acollateral communication primén marketing their productnd services,
companies regularly include collateral communications in advertising, on packaging, and

on social media outlets. While our research focused on primes on packaging, recent
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examples where collateral communication priming may influence produoeions

include United Airlines employees wearing pink ties in honor of Breast Cancer
Awareness month, Coca Cola making posts on social media indicating their sponsorship
of the 2014 Olympic games, and the Campbell's brand participating in the Labels fo
Education program. Our findings suggest that marketers and consumers alike need to be
aware that any collateral information that accompanies product information could
influence product evaluations, in intended or unintended ways. For example, the United
Airlineds pink ties may prime sadness or
of the Olympics may prime perceptions of energy or health, or Campbell's Labels for
Education campaign may prime school or thoughts of school lunches.

This research lsaexplored the antecedents (theory of mind, advertising
skepticism), limits (disclaimers and their role in increasing processing), and consumer
outcomes (changed product evaluations) of collateral communication prime effects. We
find that theory of mind ia critical antecedent to priming in these contexts where the
communications of at least two actors are present at the same time. More broadly, this
research identifies theory of mind as possibly important in any context where a
consumer's ability to detedeception, persuasion, and manipulation is important. Not
only are these findings relevant for theorists and policy makers but understanding the
influence of collateral communication prime effects can help marketers create more

effective products and ambnsumers in making better decisions.
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Connecting Essay 2 and Essay 3

Now that essay 2 has shown that theory of mind and advertising skepticism are
important antecedents to consumer priming, essay 3 will expand on these antecedents to
develop a more copnehensive model of the consumer priming rooted in two
perspectives individual priming mechanisms and social priming mechanisms. While
branching out of the health context slightly, essay 3 still incorporates examination of
health primes in studies 1 aBdhrough including health perceptions as a dependent
variable Essay 3 also seeks to expand the contribution beyond just a health context and
therefore uses the context of clothing for study 3; however, as discussed in essay 3,

context can be a priming eyust as any other piece of marketapplied information.
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CHAPTERIV
ESSAY 3:
MARKETER-SUPPLIED CUES AND PRMING:

AN INVESTIGATION OF INDIVIDUAL AND SOCIA L MECHANISMS

Contribution Statement

Prior research has extensively examined the influence ofeteadupplied cues
on consumer outcomes showing that cues (e.g., spokesfigures, environmental images)
influence purchase intentions, overall attitude, and other product evalu#aos,
Holmes, and Strutton 200Bplse, Burton, and Netemeyer 2013; Kahle and Homer 1985;
Spry, Pappu, and Cornwell 201hpwever, much less research has investigated how
marketersupplied cues are incorporated into more holistic consumer information
processing models. Therefore, tresearch first confirms prior findings that marketer
supplied cues influence consumer evaluations. We then proceed to compare two
competing consumer processing models rooted in (1) individual priming mechanisms and
(2) social priming mechanisms. In comparihese perspectives, this research contributes
to the literature on socialization, priming, cues, and mental processing. Additionally,
through evaluation of these two competing perspectives, our theoretical model of
consumer processing incorporates twa menstructs that have previously received little
discussion in the marketing literature: working memory capacity (i.e., a component of
intelligence indicating the amount of information a consumer can hold inrtshnort

memory at any one time) and theofynand (i.e., ability to understand the intentions of
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others) to show that higher levels of both constructs (i.e., high working memory capacity

or high theory of mind) lead to reduced product evaluations.

Introduction

Marketersupplied cues are abundamtcorporate communicatior{gitzsimons et
al. 2008; Janiszewski and Wyer 2014; Labroo et al. 2008)define anarketer
supplied cuas any information provided by a marketer, targeted at any sense (e.g.,
visual,auditory), that has the potential to influence consumer perceptions, processing,
and evaluations. These markeseipplied cues can result in both advertent and
inadvertent primingForehand and Deshpandé 2001; Kang and Herr 2606 example,
package color, symbols in marketing communications, cause partnerships, and
spokesfigures are all marketgupplied cues that can influence product evaluations,
whether or not plannday the company. These markegeipplied cues can interact with
one another as well as with other roarketersupplied information, such as in
contextual cueingChun and Jiang 1998)here the environment surrounding a product
influences product evaluations. We argue that marseteplied cues may prime
response patterns in predictable ways when based upon consumer traits.

While understanding when markewrpplied cues can changensumer
evaluations, such as when an argument is effective in changing cognition, is interesting
and practically relevant; it is also important to understand when magkgiplied cues
function as primes and implicitly influence information processing.eample, a long

marketing message provides explicit information to aid in evaluation of the product, but
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the message length is also a cue that could implicitly prime evaluations (e.g., product
complexity). Understanding how cues can act as implicit isi@nportant in
understanding preferences and purchase behavior, as well as instances of
miscomprehension, undue persuasive impact, or unexpected negative reactions.
It is important to acknowledge that our discussion of marisatpplied cues and
priming is distinguished from the elaboration likelihood model (EPBtty and
Cacioppo 1986)The ELM is a duaprocess model describing that consumers process
cues primarily through a heuristiased peripheral route rather than an evaluative and
cognitive central route, although this is being seen more as a cont{Retiy et al.
2008) Research on marketsupplied cues, however, suggests that cuepitare
consumers, thereby influencing evaluations in both the peripheral and the central routes.
For example, under the ELM view, a celebrity spokesfigure would be evaluated using the
peripheral route, likely transferring celebrity attractiveness to pestialuations of the
product. In addition to priming in the peripheral route, markstgplied cues can also
influence central route evaluations by implicitly priming concepts, such as persuasion
attempts, leading a consumer to cognitively critique mestag with a focus on the
primed concepts (e.g., with an expectation of persuasion tactics). Posten, Ockenfels, and
Mussweiler(2013)also support the difference between primamgl the ELM in stating
that priming Acritically shapes how we see,
reflective system [i.e., central route]o (p.
of marketersupplied cues are distinctly diffetemecause marketsupplied cues can
implicitly prime consumers and influence product evaluations in both the peripheral and

central routes whereas the ELM suggests that cues are only used in the peripheral route.
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Only limited research has examined hownas are incorporated into more
holistic consumer information processing models. For example, WB00OR)describes
that judgment and decision making is rooted in either individual factors or social factors
with consumption often being inherently social. Research has yet to fully investigate the
role of such individual judgment mechanisms (e.g., fluid intelligence, working memory
capacity) or social judgment mechanisms (e.g., theory of mind, psychological reactance)
in priming research in marketing. Therefore, this research has three main contributions
(1) exploring how marketesupplied cues with varying levels of manipulative abilities
implicitly prime consumers, thereby influencing product evaluations, (2) developing
theoretical models explaining consumer processing of markepgiied cues rootdad
individual and social mechanisms, and€2amining how activation and use of such

theoretical models differ based on contextual cues (e.g., evaluation context).

Spokesfigures as MarketerSupplied Cues

Although there are numerous types of markstpplied cues, one of the most
flexible and most extensively utilized and studied is the spokesfigure. Estimates show
celebrity spokesfigures (not including uncompensated spokescharacters or
spokesanimals) as representing $50 billion of marketing spe(@rmtchfield 2010)
Celebrity spokesfigures and other markestigpplied cues have different potentials
stemming from varying levels of heuristiae activation, anthropomorphic qualities, and

manipulative capabilities. For example, a celebrity spokesfigure is more manipulative
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than an unknown spokescharacter. Similarly, a heart cue is more manipulative than an
unfamiliar shape, such as a triquetra

Research has examined celebrity spokesfigiges, Amos et al. 2008; Bartz,
Molchanov, and Stork 2013; Kahle and Homer 1985; Spry et al. 2@ith)some
research also exploring spokescharadtéotse et al. 2013; Folse, Netemeyer, and
Burton 2012; Garretson and Niedrich 20d#wever, only a small body of research has
compared types of spokesfigures in a single s{Btyfford, Stafford, and Day 2002)
Recent research examining celebrity spokesfigures has focused on credibility and how
behaviors in a celely's personal life can negatively influence a bréBdrtz et al. 2013;
Spry et al. 2011)Garretson and Niedriql2004)explored attributes of spokescheters
that lead to brand trust and positive brand attitude. According to Garretson and Niedrich
(2004) spokescharacters are "nonhuman characters used to promote a product or a brand"
(p. 25). Thes authors find that spokescharacters are most influential for consumers with
low brand knowledge because the character is used as a brand cue. Folse, Netemeyer, and
Burton(2012)add that spokescharacters can be imbued with personality traits that
influence product evaluations includioverall attitude, trust, and willingness to pay. For
example, a spokescharacter described as sincere should more positively influence product
evaluations than a spokescharacter described as exciting.

A spokesfigure can act as a prime because the spgkestues information in
consumer memory that influences evaluation o
spreading activation theory of primi§Gollins and Loftus 1975x cue (e.g., the

spokesfigure) activates nodes in lelegm memory associated with that cue (e.g., an

88



animal cue may activate the mental nodes of soft, cute, or innocent), which then
influences evaluation of a target.

Althoughnot specifically examining spokesfigures, research has shown that
marketersupplied cues can implicitly prime ease of use and views of self, thereby
influencing future product evaluatio@hang 2010; Yi 1990bFtzsimons, Chartrand,
and Fitzsimon$2008)show that marketesupplied cues can also implicitly prime
behavior. For example, the Apple brand primes higher consumer tyegti;comparison
to the IBM brand, and the Disney brand primes higher consumer honesty in comparison
to the E! network brand. In another example, Labroo, Dhar, and Sc(R@&&)show
that semantic priming ith a word (e.g.frog) leads consumers to have higher product
evaluations for products with packaging containing a visual related to the primed word.
Similarly, Forehand and Deshpan@®01)show that priming awareness of one's
ethnicity leads to favorable attitudes toward a spokesperson with a similar ethnicity.

Research has shown that celebrity spokesfigures tend to be more valuable in
branding than other types stbokesfigures, yet the risk associated with celebrity
spokesfigures is higher given their life outside of the endorse(artiz et al. 2013)
Characters give companies the flexibility to create the identity of a spokesfigure;
however, the reputation of such characters must be developed, whishinadke
(Garretson and Niedrich 2004 nimals can be presented as either a character (e.g., Tony
the Tiger) or as a redife animal (e.g., Geico's Hump Day commercial with a camel).
Prior research shows animals, when used as a markepglied cue, result in increased
salegLancendorfer, Atkin, and Reece 2008; Yelkur et al. 2008} little reseech has

examined animals specifically as spokesfigures. Feldhamer and coll¢2002s
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mention the universal understanding of animals across cultures as a benefit of using
animals in marketing communications. Lancendorfer, Atkin, and Ree8)

specifically mention that animals can activate heuristic processing (i.e., reliance on the
animal prime), which then leads to more positive product evaluations. Heuristic
processing is primarily cueased, therebydnsferring the positive associations with the
animal to product evaluations. In other words, the cue implicitly primes consumers which
augments evaluation of the product. Animals can also lead to negative product
evaluations for high involvement produgibere systematic processing is needed to fully
evaluate all product attributésancendorfer et al. 2008%iven these prior differences in

isolated studies, we expect that type of spokesfigure willente product evaluations.

Interactions among Marketer-Supplied Cues

Marketersupplied cues can interact with one another to influence product
evaluations. For example, highly complex message cues provide explicit information but
may also implicitly pime quality. These complex message cues may also decrease a
consumer's cognitive resources for processing other masgiptied cues and the
overall persuasive intent of a mess@geyersLevy and Malaviya 1999Messages that
are storybased (in comparison to messages purely listing product attributes), should be
more capable of incorporating other marketepplied cuesto the marketing message,
thereby leading to a greater likelihood of processing such cues. Similarly, the appeal of
the message (emotional, humorous, informational) could also function as a cue and lend

to easier or more difficult incorporation of othearketersupplied cues into the message.
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Persuasion cues in a message could also interact with other matkgiéed cues to
influence overall message trust. These examples are just a sampling of ways in which
marketersupplied cues can interact witheoanother to influence product evaluations.
Given that marketesupplied cues carry different levels of manipulative capabilities
(Akturan 2011)we focus our examination on three cues related to manipulesisghat
could also function as implicit primespokesfigures, complexity, and persuasion
elements.

Message complexity and presence of persuasive wording are expected to interact
with other marketesupplied cues to influence product evaluations becaoasiplexity
and persuasive wording, by themselves, lead to lower advertisement and product
evaluationgCotte, Coulter, and Mwre 2005) Research on anthropomorphism (i.e.,
assigning human qualities to rboman objects) suggests that hurike objects and
characters have a greater ability to perform hufk@nactions than nechumanlike
objects and, thus, also have the pao&md be manipulative. Folse, Netemeyer, and
Burton (2013)specifically show that spokescharacters have anthropomorphic qualities
that influence product evaluations. The most huifil@nobjects are the most capable of
being manipulative and decepti{@heney and Seyfarth 2007hus, an advertisement
featuring persuasiveavrding partnered with a celebrity or animated character should be
perceived as more manipulative than a spokesfigure such as an animal or object. Prior
research has confirmed this expectation that celebrity spokesfigures are perceived as
manipulative, sontenes to the point of being deceptive and untrutfkituran 2011)

Thus, we would expect celebrity spokesfigures to be the most manipulative given their
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fully-human qualities and societal role, charactess manipulative given their
anthropomorphic qualities, and animals least manipulative. Therefore:

Hla: Marketer supplied cues relating to overt persuasion (e.g., persuasive
wording) interact with the manipulative potential of other marketer
supplied cueto influence product evaluations whereby cues more capable
of manipulation (e.g., celebrity spokesfigure) produce the highest product
evaluations when overt persuasion is not present in comparison to cues less
capable of manipulation (e.g., animal) or #iesence of a cue which
produce the highest product evaluations when over persuasion is present.

In addition to the influence of persuasive wording, high complexity situations

limit consumers' cognitive resourc@geyersLevy and Malaviya 1999hat might be
available to evaluate manipulative presence, thereby influencing product evaluations.
Bradley and Meed&002)find a possible curvilinear trend in complexity where

moderate levels of complexity lead to the highest product evaluations. Low levels of
message complexity may trigger detailed cognitive critique of advertising and
manipulative elements leading lower product evaluations if the consumer detects
manipulation. In contrast, messages with high levels of complexity may cause cognitive
overload leading consumers to be unable to evaluate all advertising elements, including
manipulative cues, therebya@ing to higher product evaluations as consumers do not
have the resources to determine that the message is manipulative. Therefore:

H1b: Marketersupplied cues relating to complexity interact with other marketer
supplied cues (e.g., overt persuasion cogs,manipulative potential) to

influence product evaluations whereby messages with low complexity cues
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lead to the lowest product evaluations when paired with manipulative cues,
in comparison to messages with high complexity cues that lead to the

highestproduct evaluations when paired with manipulative cues.

Understanding Processing of MarketerSupplied Cues

We now transfer our discussion from features of maristpplied cues and how
these cues may prime cognitions to the psychological procesdexgjlea to evaluation
of these cues and associated priming outcomes. There are two competing theories of how
consumer traits lead to priming outcomese in the individual sphere with an
orientation to consumer intelligence and the other in the sodiatspvith an orientation
to understanding others. Wrigt002)posits a differential influence of one's own mental
capabilities in comparison to oneds soci al
perspectives provide key insight into consumer persuasion. For example, strong mental
capabilities conthute to literacy, detection of false information, and an ability to
understand complex messages leading to a reduced influence of persuasive messages.
Similarly, Wright(2002)argues that social intelligence contributes to understanding the
intentions of marketers and to detecting persuasion in int@mnaawith sales people that
would then lead to a reduced influence of persuasive messages. This ability to understand
the intentions of others is more formally known as theory of mind.

Similar distinctions have been made in other fields, such as managernerg
research examines whether individual intelligence or organizational intelligence (i.e.,

understanding organizational processes and norms) is the primary antecedent to various
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employee behavior&Glynn 1996; PernSmith 2006) International business research has
investigated the differential influence of individual and cultural intelligékeeley and
Ang 2003) Educational research frequently investigates whether social intelligence or
cognitive intelligence has a greater influence on student sug¢agiscibasi 2012; Meijs

et al. 2010)Distinctions between individual and saldintelligence have even been used
to explore human evolutiafiderrmann et al. 2007)

Therefore, we explore marketing prime effects from two competing perspectives:
one based on individual intelligence (rooted in measures of cognitive abilities) and
another based on social intelligence (rooted in measures of tfeorgd); see figurd.1
for an overview. This figure shows that both cognitive abilities and theory of mind
influence product evaluations, although these relationships can differ based upon the
marketersupplied cues that are present. We confirm pasinigsdand develop materials
in study 1 that will serve in study 2 to investigate the individhzeled processing model

and study 3 to investigate the combined individual and sbesgd processing models.

Figure4.1. Overview Model of Priming Perspects/e
= Cognitive
5 Abilities
=
[r—
Product
Evaluations
'g: Theory of Mind
v Marketer-Supplied
Cues
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Study 1 Marketer -Supplied Cues

This study's main purpose is to confirm past findings using new stimuli that will
also be used in studies 2 and 3. Thus, we examine the influence of maudpgtieed cue
manipulativeness (using spokesfigures) on peb@valuations, specifically with regard
to interactive effects with persuasive wordihggothesis 1a) and message complexity
(hypothesis 1b)Hereto forth we will refer to marketsupplied cue manipulativeness as
cue manipulativeness for simplicityolowing the thinking of Walker and Wg{2012)
we operationaliz@ersuasive wording through use of greenwashing. Among many calls
to action, thesauthors specifically mention a need to examine how persuasive wording
influences product trust, which we investigate in this study along with other product

evaluations.

Pretest

Methods.To confirm that spokesfiguresry inmanipulative capabilities, a pre
test was conducted witht undergraduate studer{®serage age = 22.1, 40.0% female)
Three questions were used to assess manipulative capabilities: (1) "I thinkangasp
most likely lying to me when I see a(n) ___ on their packaging,” (2) "I would be most
skeptical of packaging witha(n) __ oniit,” and (3) "I would most trust packaging with
a(n) on it," where participants responded with eitbkbrity, Animal

Character or filled in anOtherblank.
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Pretests were also conducted to select advertisemerdnex$pokesfigures.
Complexity of advertisement text was assessed using a scale composed of three
guestions, all measured on seygmint Likert s@les ranging fronstrongly disagre¢o
strongly agreeScale itemswere () The st adamplexe n¢ 2) sAiThe st at eme
requires me to really focustounderstand and (3) AThe stat@ment i s
with the third =.853).hking was measueed witlo aheitgm gsking,
"How much do you like this visual?" on a fip®int scale ranging frorstrongly dislike
to strongly like Participants were shown six visuals in each of three ca¢sgaharacter,
animal, person) in randomized ord&he celebrity condition included only unknown
visuals of people to eliminate possible confounds with prior knowledge of celebrities. In

all our studies, celebrity status is indicated through text.

Resilis. Findings confirmed expectations that celebrities were the most
manipulative, characters were moderately manipulative, and animals were the least
manipulative. Celebrities were more frequently reported as lying (62%) than were
characters (18%) or anitsa5%). Participants also reported the highest skepticism
toward celebrities (42%) as compared to characters (26%) or animals (15%).
Additionally, animals were reported as most trusted (44%) in comparison to celebrities
(24%) and characters (4%).

The highcomplexity condition M = 3.67,SD= 1.54) was rated as significantly more
complex than the low complexity conditiobl & 1.81,SD= 1.09),t(42) =-6.93,
p <.001.0f the 44 preest participants, 19 answered thsual liking questions. Paired

t-tests vere used to compare liking, and visuals of similar liking were chosen for use in
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study 1 including a visual of a persavl € 2.74,SD= 1.05), characteM = 2.26,
SD=.99), and an animaM = 2.89,SD=.99). Liking did not significantly differ
betweenhe human and anima(18) = 0.90p = .380, or the character and the human,
t(18) = 1.58p = .132, though did differ between the animal and chara¢i&) = 2.19,

p = .042, with the animal being better liked. This is to be expected given the general

naure of the selected spokescharacter; see fig@re

Methods

Participants and Desigrizour hundred and fortgne undergraduate students
(average age = 21.6, 40.0% female) participated in this study in exchange for partial
course credit. This study fesed a 2 (complexity: low, high) x 2 (persuasive wording:
no, yes) x 4 [cue manipulativeness: none (control), low (animal), moderate (character),
high (celebrity)] repeated measures design. Each participant was randomly assigned to

see two new product anmecements in random order.

Materials and ProceduréNew product announcements were partnered with a
level of cue manipulativeness for a new snack chip described as Crunchy Cheese Puffs.
Complexity and persuasive wording were manipulated in the advertséeme All ad
text contained Alntroducing Crunchy Cheese F
compl exi ty condiThese@uffscorad insaosarietynot flavord ieactLidirg
Cheddar Cheese, Asiago Cheese, and Romano Cheese. Each packagel@onusmioss

oo these delicious cheesy puffs. o0 thehe per sua
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Figure4.2. Advertisement Text and Cue Manipulativeness (CM) Examples

Low complexity, ves persuasive wording High complexity, no persuasive wording
moderate CM (character) low CM (animal)
Introducing Crunchy Cheese Puffs. They
are delicious and all ingredients are
sourced from sustainable farmers. Introducing Crunchy Cheese Puffs. They

are delicious. These puffscome ina

?t N variety of flavors including Cheddar
Pt Y Cheese, Asiago Cheese, and Romano
ﬁ Cheese. Each package contains 12
ounces of these delicious cheesy puffs.

This isour spokesman, Jamie Baker.

This is our spokesman, Jamie Baker.

Low complexity, no persuasive wording High complexity, ves persuasive wording
high CM (celebrity) no CM (no spokesfigure)
Introducing Crunchy Cheese Puffs. They ]
are delicious. Introducing Crunchy Cheese Puffs. They\

are delicious and all ingredients are
sourced from sustainable farmers.
These puffs come in a variety of flavors
including Cheddar Cheese, Asiago
Cheese, and Romano Cheese. Each
package contains 12 ounces of these

\delicious cheesy puffs. /

This is our spokesman, Jamie Baker.
She isa music celebrity.
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t ealtingrédientsaresur ced from sustainabl e hfar mer s. 0O
addition of persuasive wording also implicitly primes higher complexity of the message,
t(874) = 2.80p = .005,M persuasive wording 2.96,SD= 1.57,M o persuasive wording 2-63,
SD=1.71. See figurd.2 for examples of how advertising text wiisplayed as well as
visuals of the spokesfigures.
To measuré¢heinfluence ofcue manipulativenessomplexity, angersuasive
wording four dependent variables (DVs) measumgegeraproduct evaluations
(willingness to payproducthealth perceptiongurchase intentiongndoverall attitude)
andtwo DVs measuringproduct trust evaluation&uthenticity and manipulative intg
were used. These outcome measures were selected based on prior research using similar
measuregFolse et al. 2012; Walker and Wan 2Q1Rj)oduct health perceptions were
included because prior research has shown that magkeiplied cues can influence

product health perceptions ford productgWansink and Chandon 20Q8)illingness

to pay was measured with one item: fiHow much
Crunchy Cheese puffs mentioned earlier, assu
remaining general product evaluation DVs were measuredgisi Ke |l | er and col |l e

(1997)threei t em pr oduct he al=t889), hreatemeverdliattitnde s cal e (

scale (U = -.96m)purandagdrieet enti ons scale (U
Perceived authenticity was measured with one item on a-p®wehscale ranging

from strongly dis@reetostronglyagree fil bel i eve Crunchy Cheese

by an authentic company. 0 Perceived manipul a

Coul ter, @O0%)sixMaemednani pul ative intent scale
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Results

Manipulation check To check the complexity manipulation, participants
responded to the question AHow comp2&x do yo
on a seveipoint scale fronvery simpldo very complexAs expected, participants in
high complexity conditionsM = 2.87,SD= 1.58) rated the statement as significantly
more complex thaparticipants in the low complexity conditis(M = 2.64,SD= 1.73),

t(874) = 2.00p = .045. Manipulation opersuasive wording/as confirmed through a

free response questi@asking participants' thoughts about the statement. Responses
confirming manipulation of greenwashing (and more generally, persuasive wording)
included statements such as, "cheesy puffs are more than likely not naturally produced by
sustainable farmers and thus are trying to manipulate the audiéhtiee end of the

study mrticipants were alsasked what spokesfigure they saw, if any, to conthie
spokesfigure manipulation and attention paid to the exposure. No participants were

removed due to failure to answer the manipulation check correctly.

Study resultsAnalysis of variance was used to examine the influence of
complexity, persuasive wding, and cue manipulativeness on general product
evaluations and product trust evaluations. There was a significant main effect of
complexity for willingness to pay(1, 856) = 4.80p =.029, whereby participants in the
high complexity conditions wengilling to pay more for the product than participants in
the low complexity conditions; see taldld for means and standard deviations. However,

the complexity wording mentioning sophisticated cheese names may have partially
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contributed to this increase&dllingness to pay. For product health perceptions, there was
a main effect of persuasive wordirkf1, 856) = 15.64p < .001, whereby participants in
the persuasive wording conditions had higher product health perceptions than the no
persuasive wordingonditions. Because persuasive wording was operationalized through
use of greenwashing, the sustainable message of greenwashing may have led to
perceptions of higher healthiness. Prior research has confirmed that sustainable products
are perceived as heakth(Schuldt and Schwarz 2010)

There was a significant threeay interaction among complexity, persuasive
wording, and cue manipulativeness for both purchase intenE{8s356) = 2.51,
p =.002, and overall attitud&,(3, 856) = 3.91p = .009. There were also significant
threeway interactions for botlperceived authenticity;(3, 856) = 2.93p = .033, and
perceived manipulative interf(3, 856) = 3.91p =.009. See figure.8 for a graph
comparing these four threeay interactions. Further analysis of these tiweg
interactionsvas conducted using regression with all main effects;viayp interactions,
and threeway interactions. Dummy codes were created for variables with no persuasive
wording, low complexity, and no cue manipulativeness (i.e., the control condition) used
as tre baselines. For overall attitude, there was a significant-thageanteraction
between persuasive wording, high complexity, and high cue manipulativeness (celebrity),
B =1.59,SE=0.64,p = .014. Additionally, there was a significant thmeay interadbn
between persuasive wording, high complexity, and low cue manipulativeness (aBimal),
=1.42,SE=0.63,p = .024. In other words, in situations of high complexity when
persuasive wording igsed, any level of cue manipulativeness increases ovettaitiajt

in comparison to situations of no cue manipulativeness. This is likely a result of highly
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Table4.1. Descriptive Statistics for Cue Manipulativeness (CM), Complexity, and Persuasive Wording Presence

No Persuasive Wording

CM

None

Low (Animal)

Moderate (Character)

High (Celebrity)

Complexity|

Low

High

Low

High

Low

High

Low

High

Willingness to Pay

2.02 (.19)

2.50 (.19)

1.73 (.19)

2.02 (.18)

1.86 (.15)

2.30 (.15)

2.37 (.14)

2.21 (.15)

Health Perceptions

2.57 (.19)

2.51 (.19)

2.78 (.18)

2.64 (.18)

2.78 (.14)

2.82 (.14)

3.04 (.14)

2.80 (.14)

Purchase Intentions

3.75 (.19)

3.73 (.19)

3.59 (.19)

3.37 (.19)

3.49 (.15)

3.96 (.15)

3.75 (.15)

3.59 (.15)

Overall Attitude

4.05 (.23)

4.06 (.23)

3.67 (.23)

3.53 (.22)

3.55 (.18)

4.36 (.18)

4.0 (.18)

3.81 (.18)

Authenticity

3.66 (.19)

3.88 (.19)

3.80 (.19)

3.65 (.19)

3.64 (.15)

4.02 (.15)

3.98 (.15)

3.71 (.15)

Manipulative Intent

3.44 (.14)

3.13 (.14)

3.42 (.13)

3.42 (.13)

3.66 (.11)

YesPersuasive Wording

3.21 (.11)

3.45 (.11)

3.40 (.11)

CM

None

Low (Animal)

Moderate (Character)

High (Celebrity)

Complexity,

Low

High

Low

High

Low

High

Low

High

Willingness to Pay

2.05 (.18)

2.47 (.18)

2.01 (.19)

2.44 (.18)

2.47 (.24)

2.18 (.23)

2.20 (.23)

2.19 (.23)

Health Perceptions

3.35 (.18)

3.10 (.18)

2.87 (.19)

3.18 (.18)

3.30 (.24)

3.17 (.23)

2.77 (.23)

3.16 (.23)

Purchase Intentions

4.08 (.19)

3.76 (.19)

3.58 (.19)

4.00 (.19)

4.13 (.25)

3.97 (.24)

3.36 (.24)

3.76 (.24)

Overall Attitude

457 (.22)

3.86 (.22)

3.65 (.23)

4.30 (.22)

4.27 (.®)

4.02 (.28)

3.63 (.28)

4.38 (.28)

Authenticity

3.98 (.19)

3.92 (.19)

3.84 (.20)

4.12 (.19)

4.17 (.25)

3.61 (.24)

3.64 (.24)

3.88 (.24)

Manipulative Intent

3.15 (.13)

3.55 (.13)

3.50 (.14)

3.15 (.13)

3.24 (.18)

3.50 (.17)

3.39 (.17)

3.29 (.17)

Note: Means (standard deviations).
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complex messages cognitively overloading the consumer leading to insufficient capacity
to evaluate message manipulativeness and reliance instead on more Heasgestic
processing. A similar pattern of effects was found for gigexl authenticity, purchase

intentions, and manipulative intent.

Discussion

These findings support past thinking that markstgplied cues can implicitly
prime consumers, thereby influencing product evaluaiiGhang 2010; Fitzsimons et al.
2008; Yi 1990b) Spokesfigures that may be used to increase product credibility are
found in our study to be a cue that implicitly primes manipulativeness. However, we find
that it is important to comprehensively understaraiketing communication cues rather
than studying select cues in isolation. While a spokesfigure cue may implicitly prime
manipulative abilities when evaluated in isolation, adding in cues related to complexity
and persuasion alter the way in which eaoh influences product evaluations. For
example, celebrity spokesfigures act as a cue that implicitly primes high
manipulativeness leading to reduced product evaluations; however, adding in cues
relating to high complexity or persuasion decreases a condwsnero v er al | cogni ti
resources available to process all cues leading to higher product evaluations because less
manipulation is perceived, thereby supporting hypothesis 1a and 1b.
This is keeping wi(1989)whnk deacdbingthedesd&itcee r nt hal 6
matching hypothesis where adequate cognitive abilities are required to match the

complexity of an advertisement. Meydravy and Malaviyg1989)add that reduced
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Figure4.3. Graph of ThreaVay Interactioramong Complexity, Persuasive Wording
and CueManipulativeness (CM) for Overall Attitude
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Note: The main takeaway from this graph is that the influence of masgiptied cue
on product evaluations are poorest when consumers are provided little informatio
have ample cognitive resourceptocess the information (i.e., the situation of low
complexity and no persuasive wording). Also, markstegplied cues high in

-

»)

n and

manipulativeness generally perform best under high complexity given the consumer's

lessened ability to critically evaluate themipulative nature of the cue, leading to hi
believability and liking.

yher

cognitive abilities as a result of high complexity are especially important to be taken into

consideration when examining processing of manipulative messages where manipulation

may not be perceived when the resources are not available to detect it. Thus, it is

critical

to examine how every element of a marketing communication could act as a cue to

implicitly prime product evaluations as well as explore how each cue interactsthgth o

cue to alter these implicit priming effects.
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In general, using a highly manipulative marketapplied cue (e.g., celebrity
spokesfigure) leads to some of the lowest product evaluations, except when partnered
with cues related to high complexity anerpuasion. Cues less associated with
manipulative abilities (e.gcharacter or animal spokesfigure) lead to high product
evaluations when partnered with cues related to low complexity cues and use of
persuasion. At either extreme of cognitive load (oeerloaded with high complexity
and persuasive wording or barely activated with low complexity and no persuasive
wording), consumers either are overwhelmed with information to process or may feel
they do not have enough information to make an informedidecias indicated with
free responses to the new product announcements.

Companies must proceed cautiously when employing a combination of marketer
supplied cues in their communications (e.g., some high complexity cues, some low
persuasion cues, and otloeies where the implicit priming effects are unknown) as these
cues can interact with one another to influence product evaluations both positively and
negatively. Now that study 1 has explored how markateplied cues interact with one
another to implittly prime consumers and influence product evaluations, these cues will
be used to examine consumer information processing models rooted in individual (study
2) and social (study 3) priming perspectives. Whereas markapgtied cues were
explored as a fml point in study 1 during materials development, these cues become
secondary in studies 2 and 3 where understanding consumer information processing is the

focal point, and these cues are explored as moderators to processing models.
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An Individual Primin g Perspective

Hirschman(1983)notes the importance of consumer intelligence in relation to the
broader information processing paradigm. Undenrtiag/, consumers of higher
intelligence have a higher capacity for processing marketing communications. Consumers
with higher intelligence are also more likely to be skeptical of advertising tactics
(Obermiller and Spangenberg 19983aving a view that advertising is actually insulting
to one's intelligencéHoch and Ha 1986)n other words, consumers with higher
intelligence are better able to critically evaluate a company's marketing communications
and assess the accuracy and authenticity of marketing claims. These more intelligent and
more &eptical consumers in turn are more likely to dislike advertisements and products
partially due to their disbelief in product claif@bermiller, Spangenberg, and
MacLachlan 2005)especially whenleceptive practices are percei@arke and Ritchie
2007)

There are numerous measures of intelligence. Early work measured betal ge
intelligence (what we know as 1Q) as well as working memory capacity (WMC) showing
a strong positive correlation between these measures with both intelligence indicators
predicting consumer outcomg@sirschman 1983)Redick and colleagu€2012)
supported prior research in showing three main components of cognitive abilities:
(2) fluid intelligence (i.e., cognitive processing capabilities), (2) working memory
capacity (i.e., ability to hold information in shd@erm memory), and (3)goceptual speed
(i.e.,quickness of cognitive processing). WMC, in particular, represents a fundamental

level of understanding consumer processing because of the necessity of holding

106



information in shorterm memory to be able to quickly process such médion.
Specifically, WMC refers to an individual 0s
syntactic informationo as well as his or her
i ntegrati ngo HeamimemongDariernaand Qarpenthrd 38@luch of

consumer information processing occurs in the steonh given the abundance of

information consumers face each day and little time to process each piece of information.

For example, in food decisions alone, consumers makead0 decisions each day

(Wansink and Sobal 2008uggesting that high WMC consumers would have more

capacity to process these decisions than low WMC consumers.

Decreased levels of WMC could be expected to exhibit similar outcanes a
situations of high cognitive load where mental processing abilities are limited. In fact,
Engle(2002)showed just this; performance on various cognitive tasks was the same for
both high and low WMC capacity consumers when placed under cognitive load. In other
words, while high WMC consumers generally perform better on cognitive tasks, all
consumers (regardless of level of WMC) have constrained cognitive capacity when
placed under cognitive load. Under constrained cognitive capacity, consumers rely on
more simple, heurig-based processing mechanisms which then influence product
evaluationgBolls and Muehling 2007)

Research outside of marketiatgo confirms the correlation between intelligence
and working memory capaci{¢onway, Kane, and Engle 2003; Unstoand Engle
2005)with some authors stating that WMC is the cause of individual differences in
intelligence(Conway et al. 2002; Kyllonen 199&)nsworth and Engl€005)state that

differences in WMC are related to differences in attentional control suggesting that
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consumers high in WMC may be better able to attend to marketing communications and,
as a resultmake more accurate responses to markegigged primes. Given these
findings, whether WMC or general fluid intelligence is measured, it is expected that
higher levels of cognitive abilities will result in higher skepticism leading to lower
product evalugons. Findings outside of marketing support this hypothesis, showing that
less intelligent consumers are more likely to be decdiSadyane et al. 200&)s a result
of less suspiciofStricker, Messick, and Jackson 1967hus:
H2: Advertising skepticism mediates the relationship between cognitive abilities
and product evaluations whereby consumers with higher cognitive abilities
have higher advertising skepsan (H2a), and consumers with higher

advertising skepticism have lower product evaluations (H2b).

Study 2 Individual Priming Mechanisms

This study builds on study 1 to explore the individual predictors of priming
effects. More precisely, this study exp@e the influence of cognitive abilities measured
through working memory capacity (hypothesis 2a) and advertising skepticism

(hypothesis 2b) on product evaluations, in conjunction with markeigplied cues.

Methods

Participants and DesigrOne hundreénd eight undergraduate students (average

age = 21.7, 40.2% female) participated in this study in exchange for course credit. This
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study featured a 2 (complexity: low, high) x 2 (persuasive wording: yes, no) x 2 [cue
manipulativeness: moderate (characteigh (celebrity)] repeated measures design. Each

participant was randomly assigned to two of the eight conditions.

Materials and ProcedureStudy 2 uses the character and celebrity spokesfigures
from study 1, representing different levels of cue mantpgaess. A praest of 55
undergraduate students (average age = 21.8, 40.7% female) confirmed that celebrities are
more manipulative than characte$4) = 7.21p < .001,M cejebrity= 3.69,SD= 0.51,
M characte= 2.62,SD= 0.99. This prdest measted manipulativeness with the question,
AA celebrity (character) has t hmintdikeit!l i t vy
scale ranging fromstrongly disagre¢o strongly agree

The same outcome product evaluation variables as used in studgidcansed in
study 2: willingness to pay (single item), perceived authenticity (single item), product
heal t h pe=x.c8e8pst)i,onpsur(cchase intenti=0®ms (U =
and perceived ma.B5l)pAdditartally\eeecasure df gerceived U
product trust is included in study 2 for a more comprehensive understanding of consumer
trust evaluations. Perceived product trust was measured with one item on-p@even
scale ranging fromstrongly disagre¢o strongly agree trudt the company that
produces Crunchy Cheese Puffs."

Participants first completed an online working memory capacity (WMC) task
based on the automated working memory span task developed by Unsworth, Heitz,

Schrock, and Engl€005) Both the online and automated tasks run using the same

procedures. Both tasks measure WMC by asking participants to remember two to five
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visuals depicted on the screen after answering simple math symmadihgrps. Math
symmetry involves presentation of a combined problem and answer (e.g., 7 + 6 = 15),
and then requires participants to indicate whether the answer is true or false
(i.e.,symmetric or norsymmetric). Several practice rounds are used to adjust

individual differences in time to solve math problems. The task is then automated in that
participants are given their average math solving timéag standard deviations. This
prevents participants from storing the visuals in {egrgn memory beforproceeding to
complete math problems. After completing several math problems, participants are asked
to recall the visuals, in order. WMC scores can range from O (remembering no visuals in
the correct order) to 75 (remembering every visual in the cayrdet). WMC scores for
participants in this study ranged from O to 62 with an average of 30. See Foster, Hicks,
and Englg2013)for more details on how working memory capacity is calculated. To
control for participants memorizing the order of visuals, the percentamerettly

solved math problems is also collected. An 85% cutoff score for math correctness has
been used, though studies lately suggest this cutoff is not n@éaledorth et al. 2009)
Regardless, all participants answered at least 85%atf problems correctly, so all
participants were included in further analysis.

Advertising skepticism was also measured to assess the mediating relationship
between cognitive abilities and product evaluatiéwsertising skepticismvas
measuredising a me-item scal§ U = dev@dpe& oy Obermiller and Spangenberg
(1998) with each questiobeing measured on a faoint Likertscale ranging from

strongly disagredo strongly agree
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Results

Structural equation modeling (SEM) using 5,000 bootstrapped samples with bias
corrected confidence intervals was conducted using Amos 18.0 to tesdithaéual
perspective of priming (i.e., advertising skepticism mediating the relationship between
cognitive abilities and consumer product evaluations). Three measures of consumer
evaluations were used: product health perceptions (single item), getehatp
evaluations (latent variable representing willingness to pay, purchase intentions, and
overall attitude, U = .751), and product tru
perceived trust, authenticity, and the reversed manipulative intentscdle = . 752) .
According to SEM fit guidelines by Hu and Bent(@099) fit for this model
(Model 1) ?@a)s 2683p<.001,CFR=.895RMSEA=.111, and
SRMR=.076; see tabld.2 for detailed model and path specifications. In this model,
SRMR was adequate, but CFl, RMSEA, andsxnilare represented poor fitowever,
when persuasive wording was removed from the model (Model Rigfitficantly
i mpr od(4)k:38.76p= . 5%(3R)=226.08p < .001,CFIl=1.000,
RMSEA=.001, andcSRMR=.034 This follows the discussion from study 1 where
greenwasimg may not be aideal operationalization of persuasive wording. Regardless
of the presence or absence of persuasive wording, support is provided for the individual
perspectiveof priming.
Higher cognitive abilities, as measured through working memagrgaity, led to
higher advertising skepticismByjodel 1= -007,p = .037;Bpodel 2= .007,p = .037), which

then led to lower general product evaluatidBgofel 1 = -.136,p = .005;Bvogel 2= -.146,
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p = .004),lower product trust evaluation8ogel 1= -.-359,p = .002;Bvogel 2= -.344,

p =.003), andower product health perceptionByjoge 1= --410,p = .001;Bwmogel 2= -.418,
p = .001).We provided path statistics for both models in addition to theagmre
difference test to compare models, astheen done in prior resear(®odur, Brinberg,
and Coupey 2000; Escalas and Stern 2d83ummary consumers that had low
cognitive abilities (and thereby low advertising skepticisag the highest product
evaluations.

Marketersupplied cuegcomplexity, cue manipulativeness, and persuasive
wording) continued to show significant effects on product evaluations. The significant
threeway interaction between cue manipulativeness, corntglend persuasive wording
for general product evaluatiorB £ .606,p = .019) and product healfierceptions
(B=1.629,p=.021) suggests that the highest product evaluations occur with high cue
manipulativeness (celebrity), high complexity, and uUggeosuasive wording. This is as
expected given that high complexity decreases consumers' cognitive resources available
to evaluate the manipulative nature of the markstgplied cues, thereby leading to
more positive overall evaluations. These resu$is eontinue to show the complex
interaction among cues leading to implicit priming effects. dl$® expected that health
perceptions would be highest under these circumstances given the processing resources
available and the added product details toatplexity and persuasive wording
(operationalized through greenwashing) provide.

For product trust evaluations, there is a significantiwagy interaction between
complexity and persuasive wording € -.892,p = .036), suggesting that product trust is

highest when either complexity is low and persuasive wording is high or when
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complexity is high and persuasive wording is low. This is likely a result of consumers
desiring more product information but not to the point of being cognitively overloaded.
Again, we have shown that the determinants to these maikgdplied cue effects can be
rooted in the individual perspective of priming (i.e., cognitive abilities and advertising

skepticism).

Discussion

Cognitive abilities play a critical role in influencipgoduct evaluations.

Advertising skepticism mediates this relationship between cognitive abilities and product
evaluations. Thus, we proviéeidence to support the individual priming perspective
(cognitive abilities Y advertising skepticis
hypotheses 2a. High cognitive abilities (measured in this study through working memory

capacity) are shown tcefghten advertising skepticism, likely a result of a greater

understanding of persuasive tactics. This higher level of advertising skepticism then leads

to lower product evaluations, thereby supporting hypothesis 2b.

While the threeway interactions amongpmplexity, persuasive wording, and cue
manipulativeness were significant for product health perceptions and general product
evaluations, the threay interaction for product trust evaluations was not significant.

This differing result for product trustvaluations between studies 1 and 2 is likely a result
of only including two levels of cue manipulativeness in study 2, moderate (character) and
high (celebrity). Because the only significant tway interaction for product trust

evaluations was complexityy persuasive wording, it becomes evident that cue
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Table4.2. SEMResults for the Individual Priming Perspective Model

Direct Effects

Antecedent Paths

WMC Y AdSkep .007* (.003)

AdSkep Y General Product | -136*(.049)

AdSkep Y Product Trust E\ -359%(115)

AdSkep YProduct Health P{-4107 (.126)

Condition Paths

CM Y General Product Eval .158(.113)

C M YrodBct Trust Evaluations .172 (.300)
CM Y Product Health Perc¢ .656*(.330)
Complexity (C) Y Gener al 273* (.123)
Complexity (C) Y Product .685* (.308)
Complexity (C) Y Product | 1.043* (.339)
Persuasive Wording (PW) 1 .113(.117)
Persuasive Wording (PW) 1 .011(314)
Persuasive Wording (PW) 1 .344(.346)
CM X C X PW Y Gener al Pr (¢ .606*(.258)
CM X C X PW Y Product He ¢ 1.629* (.704)
C x PW Y Product Trust E\Y\ -892*(.425)

Indirect Effects

WMC Y Gener al Product Evgi -.001*(.001)

Y Product Trust Eval ug -.002*(.001)

Y Pr o ceailtt Percéptions -.003** (.002)

Note: Cells represent unstandardized estimates (and standard errors). WMC = wg
memory capacity; AdSkep = advertising skepticism p < .05, ** = p < .01,

= = p< 001,° = directional significance. Twaay inter&tions are only listed when
the threeway interaction is not significant. Only the tway interaction between
complexity andoersuasive wordingg significant.ProductHealth Perceptionss a singld
item. GeneralProduct Evaluationss a latent variableepresentingvillingness to pay,
overall attitude, and purchase intentioReoductTrust Evaluationss a latent variable
representingperceived trust, authenticity, and manipulative in{eetersed scale)
Persuasive Wording a dummyvariablewhere 1= presence of persuasive wordifyueg
ManipulativenessG@M) is a dummyvariablewhere 1 =high CM (celebrity) and 0 =

prking

moderate CM (character). Complexity is a dummy variable where 1 = high complg

pXity.

manipulativeness is the nagnificant portion of thénteraction, thereby supporting o

conjecture that the reduced number of levels of cue manipulativeness in study 2
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influences the significant effect of cue manipulativeness on product trust evaluations.

From this study we learn that consumers with logrative abilities, measured by
working memory capacity (i.e., those that can hold fewer items in short term memory at
any one time) have higher product evaluations as a result of lower levels of advertising
skepticism. It seems reasonable that someonelovititognitive abilities would have less
skepticism toward advertising as they are less able to hold in their mind the many
complexities of advertising in mind at one time, thereby leading to more positive
evaluations of products.

The results from study 2howed that consumer information processing does
follow the individual priming perspective. Earlier we discussed how information
processing can be rooted in both an individual and a social priming persgfétigbt
2002) Therefore, study 3 will build on study 2 to examine the influence of both
individual andsocial priming antecedents in a more holistic model of consumer

information processing of marketsupplied cues.

A Social Priming Perspective

In contrast to thendividual priming perspectivehesocial priming perspective
emphasizes the importancesocial understanding as being antecedent to priming
effects. Wright(2002)posits that research in consumer behavior needs to focus on the
social nature of intelligence due to the inherently social nature of consumer interaction

what Wright term$ehavioral marketplace thearin other words, consuens and brands
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engage in interactions, and thus a social perspective should be taken when examining a
consumer's response to such an interaction.

At the core of understanding social inter
ability to understand the iattions of othergKinderman et al. 1998)Jsed most often in
the psychology literature, especially in developmental psychdladgle and Nettle
2006) theory of mind plays an important role in understanding marketing
communications. If a consumer is able to understand the intentions of dtbeusdd be
expected that they would be better able to assess the manipulative intent of marketers and
be less likely to react against marketing communications because of this increased
understanding.

Similar to theory of mind, psychological reactanceal measures a consur
perceptions of others, though more specifically with regards to restriction of freedom.
Brehm(1966)de<ribes reactance as occurring when one's freedom is restricted causing
the individual to enter into a state of aroused motivation leading to reactive behavior to
try to restore freedom. In an examination of the factor structure of Hong and Page's
(1989)psychological reactance scale (the most used measure today), Donnell, Thomas,
and Buboltz2001)show that three factors arise: (gsponse to advice and
recommendations (e.g., "Regulations trigger a sense of resistance in me"}rijores
of freedom (e.g., "l become angry when my freedom is restricted"), apde@yence for
confrontation (e.g., "l consider advice from others to be an intrusion™). Acknowledging
these three distinct factors within psychological reactance is iengdrécause they
inherently involve others, thus lending both the psychological reactance and theory of

mind indicators to a similar social dimension.
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Because high theory of mind consumers are better able to understand the
intentions of others, it wouldebexpected that these consumers would be less likely to be
reactant against marketing communications because these consumers already understand
the marketer's tactics. In other words, reactance occurs because of a loss of f@edom
and Wicklund 1980; Donnell et al. 2001; Hong and Page 198@) high theory of mind
consumers should feel less freedom restriction because they understand the perspective of
the marketer and why certain tactics are being empl&tadyis, Read, and Allum
(2010)use the ternsocial trustto refer to individuals capable of accurately evaluating
the intentions of another persordahereby making accurate judgments as to whether to
trust this other person or not. Because of this trust judgment, reactance is not needed for
consumers high in social trust.

Lower reactance is shown to lead to lower product evalugi@ias and
Wicklund 1980; van Doorn and Hoekstra 2Q1R3)r example, imagine a company
advertising a limited supply of sausage links. A high theoryiofi consumer knows that
this is a marketing tactic, has no need to react, amslias relatively low product
evaluations (including purchase intent) as they understand this as a manipulative tactic on
behalf of the company. In contrast, a low theory of mind consumer does not understand
the marketer's sales tactics, reacts to theicest freedom to purchase as much as they
like, leading them to potentially heightened product evaluations and possibly even
purchase more of the sausage links than if the "limited" label was not applied. Thus:

H3: Psychological reactance mediates thati@hship between theory of mind

(ToM) and product evaluations whereby consumers with higher ToM have
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lower psychological reactance (H3a), and consumers with lower

psychological reactance have lower product evaluations (H3b)

Contextual Cues

It could be &pected that there are situations when a consumer would engage the
individual priming perspective more than the social priming perspective and vice versa.
For example, the context of private goods (e.g., toilet paper, socks, medicine, laptop
battery) mightead consumers to activate and use the mechanisms of the individual
priming perspective (including use of intelligence and advertising skepticism). In
contrast, the context of social goods (g@za, graphic tees, liquid soap, laptop case)
might insted lead consumers to activate and use the mechanisms of the social priming
perspective (including use of theory of mind and psychological reactance). This
contextual cue of evaluation context, the context surrounding a decision as discussed in
prior researa (Chandon and Wansink 2007; Steinberg and Yalch 1978; Yi 1893)
argued here to influence the activation and use of either the individual or social priming
perspective models and is explored in study 3.

Whereassocial goods are seen by others during use, private goods are primarily
only seen by the good's ugBourne 1957)Lertwannawitand Mandhachitarg2012)
describe that evaluation of social goods can lead to status consumption where
interpersonal factors are a primary determinant of the good purchased. Clark, Zboja, and
Goldsmith(2007)add that these interpersonal factors derive from normative influence

but not informational influence, although all influence is dependent upon the general
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tendency for oa to seek status. Such informational influence is found in consumption of
private goods where status consumption is not present and one's public status is not
changed by use of a good that is socially unobservable. Thus:

H4: Contextual cues (e.g., evaluiaticontext) influence activation and use of
individual and social priming perspectives where consumers evaluating
goods of a private context activate and use individual priming mechanisms
(H4a), while consumers evaluating goods of a social context acindtase
social priming mechanisms (H4Db).

Due to the individual priming perspective beginning with activation and use of

one's intellect, it might be expected that markstgiplied cues, such as the varying

levels of manipulative capabilities of spokesiies, would have less influence on product
evaluations than consumers engaging in a social priming perspective. Consumers
engaging in an individual priming perspective should rely more on intellect and careful
cognitive evaluation of products rather thratying on heuristic cues, especially those

that influence social desirability (e.g., use of a celebrity spokesfigure). O'Cass and Frost
(2002)suggest that consumers engaging in status consumption, in comparison to those
consumers engaging in private consumption, rely much more on symbolic characteristics
of a brand (e.g., a celebrity spokesfigure). Kahle anaét¢1985)show that one such
symbolic characteristic is the attractiveness of a celebrity spokesfigure, which these
authors show to generally exude a positive influence on proditatias and purchase
intentions. Because private products are expected to initiate use of the individual priming
perspective, consumers evaluating private products should be less influenced by

marketersupplied cues, such as such the manipulative nat@smbkesfigure. Thus:
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H5: Contextual cues (e.g., evaluation context) influence markafgplied cue
uses where consumers evaluating goods of a private context are less
influenced by marketesupplied cues (e.g., spokesfigure) than consumers

evaluating gods of a social context.

Study 3 Combining Individual and Social Mechanisms

Pretest

Methods Fifty-three undergraduate students (average age = 22.3, 63% female)
participated in this préest in exchange for course credit. This-fagt was designeod
identify a private and social product with the same level of cognitive involvement. The
private/social continuum was measured with the statement, "My friends' thoughts
influence me when | buy... [product's name],"” measured on a-peweinLikertlike
scale ranging fronstrongly disagre¢o strongly agreeCognitive involvement was
measured with the question, "How much do you think about this product before you
purchase it?", measured on an eigbint scale ranging fromery littleto a great
amount Paticipants were asked about two items in each of three product categories, in
randomized order: paper products (toilet paper, napkins), clothes (socks, graphic tees),
and electronics (cell phone cover, cell phone charger).

To better examine the cue ofrpeasive wording, this study seeks to use general
persuasive manipulation rather greenwashing as an operationalization of persuasive

wording. Additionally, product claims were tested to identify statements that were low

120



and high in manipulative presencd ldid not differ in terms of deceptiveness. We sought
statements that could be persuasive but not to the point of being falsely deceptive so as to
only activate the presence of persuasive wording and not deception as well. Participants
were randomly presésd with one of four product claims: (1) "It is absolutely

wonderful!”, (2) "It is absolutely wonderful! Five times better than others."”, (3) "It is
absolutely wonderful! You have to buy it!", or (4) "It is absolutely wonderful! Five times
better than otlrs. You have to buy it!" All participants then answered two evaluative
guestions measured on sex@int Likertlike scales ranging frorstrongly disagre¢o

strongly agree(1) "This statement is deceptive." and (2) "This statement is

manipulative."

To show that the individual priming perspective stems from the broader construct
of cognitive abilities, rather than solely working memory capacity, a letter set task is used
to measure cognitive abilities in study 3. Redick and collea@@d)describe three
main components of cognitive abilities: fluid intelligence (of which the lettedasktis a
measure), working memory capacity, and perceptual speed. This letter set task has been
shown to be highly correlated with the working memory capacity measure from study 2
(Redick et al. 2012)

Participants completed a full (20 question, five minute) and shortened (10
guestion, twaminute) version of the cognitive abilitidmsed étter set task to determine
if a shortened version of the task could be used to provide a similar assessment of
cognitive abilities that the full task provides. In the letter set task, participants are shown
five sets of fouletter strings and asked tceidtify the one foutetter string that does not

belong in the sgiEkstrom et al. 1976)}or example, a simple set in the task includes
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QPPQ, HGHH, TTTU, DDDE, and MLMM. The correct answer for this set is QPPQ
because all others in the set @ntthree of one letter and one of another. Presentation of
the full and shortened tasks were separated by unrelated consumer studies to prevent

memorization of answers.

ResultsTo examine the social nature and cognitive involvement of product pairs,
t-tests were conducted to find a product pair that did not differ on cognitive involvement
but did differ on the influence of peers' thoughts on the purchase decision. There was a
significant difference in cognitive involvement for toilet paper and napi#a) = 7.61,

p < .001,M gilet paper= 4.58,SD= 1.83,M napkins= 2.89,SD= 1.55, and for a cell phone
cover and charget(52) = 3.52p = .001,M phone cove= 6.25,SD= 1.80,M phonecharge™
5.17,SD= 2.06; however, there was no significarftetence in cognitive involvement

for socks and graphic tea€52) = 1.53p = .133,M socks= 5.30,SD= 1.49,M graphic tees
5.75,SD= 1.72. In addition, socks and graphic tees were significantly different in terms
of the influence of peers' thoughis purchasing decisiong52) = 4.10p < .001,M socks

= 3.21,SD= 1.84,M gaphic ees 4.47,SD= 1.85. Therefore, socks are used as the private
product and graphic tees as the social product for study 3.

T-tests show that the statements "It iscdiloely wonderful!™ and "It is absolutely
wonderful. You have to buy it!" significantly differ in persuasive wording presence
(PWP),t(24) = 4.55p < .001,M no pwp= 3.88,SD= 1.30,M pwp= 4.96,SD= 1.24, but
do not differ in deceptivenes$24) = 081,p = .425,M nopwp= 3.96,SD=1.21,M pyp=

4.20,SD=1.32. All other statement combinations either did not differ on persuasive
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intent or also differed on deceptiveness. Therefore, these two statements are used for
study 3.

Of the 53 participantms the pretest, 17 completed both the two minute, 10 item
and the five minute, 20 item letter set task. Performance on the two tasks was highly
correlatedr =.625,p = .007. Therefore, the shortened tmmute, 10 item letter set task

is used in study 8 measure cognitive abilities.

Methods

Participants and Designfwo hundred and fifteen undergraduate students
(averageage= 21.5, 39.5% female) participated in this study in exchange for course
credit. This study featured a 2 (evaluation contexvgbe, social) x 2 (persuasive
wording: yes, no) x 2 [cue manipulativeness: moderate (character), high (celebrity)]
between subjects design where participants were randomly assigned to one of the eight
conditions. Evaluation context is used in study 3 stef complexity (that was used in
studies 1 and 2) given the theoretical relationship proposed between evaluation context
and the individual and social priming perspectives. Persuasive wording is again included
in study 3 as a marketsupplied cue givethe close connection between persuasive text
and cue manipulativeness as well as to further investigate another operationalization of

persuasive wording, not based on greenwashing.

Materials and ProceduréAs determined in the priest, socks were chasas the

private product, and graphic tees were chosen as the social product given the influence of
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peers' opinions in purchasing decisions. Also confirmed in thteptethe statement "It
is absolutely wonderful!" is used for the aparsuasive conditig and the statement "It
is absolutely wonderful! You have to buy it!" is used for the persuasive wording
condition. The levels of cue manipulativeness are the same as in study 2 with moderate
manipulativeness (character) and high manipulativeness (tglebhe layout of the text
and visuals in all conditions mimicked the conditions from figlu?e however,
introduction text featured the statement "Introducing this new line of socks (graphic
tees)" and then followed with text from the correspondingysesive wording condition.
To examine the social priming perspective's contribution to consumer information
processing, two new constructs are included in study 3 that were not included in study 2:
theory of mind and psychological reactance. Theoryiofinvas measured using the
Imposing Memory Task, a seriessafenarios developed by Kinderman, Dunbar, and
Bental (1998) In every scenario, participants are asked questmassess both
knowl edge of facts (e.g., ASam went to the p
mind (e.g., ASam thought Henry knew the post
that answered too many factual questions incorrectly can be elichs@tes to not
include results of participants who did not thoroughly read the theory of mind scenarios.
Theory of mind questions assess whether participants are able to discern the difference
between what they (as the reader of the passage) know in ¢eomparwhat the
characters in the passages know. Using the post office example again, the scenario text
includes: AHenry had initially told Sam the
Elm street only to learn that the post office wason Boldstréeet The r eader knows

the post office is on Bold street; however, Henry does not. Thus, a high theory of mind
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respondent would realize this difference and state that Sam actually thought that Henry
knew the post office was on EIm street. We use a stexttthreescenario version of the

full five-scenario version of the imposing memory task, which has been used in prior
researcl{Taylor and Kinderman 2002\\dditionally, apre-test (college students, N=18)
showed high correlation between the thseenario and fivacenario versions of the
Imposing Memory Task, = .827,p < .001. Due to the complexity of the theory of mind
measure, only native English speakers were induil¢his study.

A theory of mind scale was calculated by giving one point to each correct theory
of mind responseax Possible= 11,Sample Range 4-11,Mean=9.10,SD= 1.41).
Similarly, a memory scale was calculated by giving one point to each tcoreeaory
responseNlax Possible= 14,Sample Range 7-14,Mean= 12.8®, SD= 1.19). Less than
5% of participants answered less than 70% of the memory questions incorrectly.
Following the procedure by Kinderman, Dunbar, 8edtall (1998) t-tests were
conducted between the low memory anchimgemory groups on all dependent variables
There were no significant results, and thereforpaiticipants were included in the
analysis.

The same scale to measure advertising skepticism as used in study 2 was again
used in study 3mediator,psych@adgita) reactahce sisinclodedin
study 3 to examine the social priming perspecitve. Psychological reactance was measured
using a fourteemm t e m s=c781) developeéd by Hong and P44689)with all items
assessed on a fiymint Likert scaleanging fromstrongly disagre¢o strongly agree

Cognitive abilities are measured with the reduced 10 item, two minute version of

the letter set task, which was validated for consistendyté full version in the pre
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test. To measure product evaluations, participants reported their willingness to pay (one
i'tem), perceived authenticity (one item),
socks or graphic tees. These three outconesuares are used in study 3, in comparison

to the several others used in prior studies, to simplify the number of outcome variables,

yet still measure the same outcome variables that prior research on msukgierd

cues (and more specifically, spokesfigs) have use@Folse et al. 204). The same

guestions for these dependent variables, as used in studies 1 and 2, were again used here

in study 3.

Results

Similar to studies 1 and 2, cue manipulativeness significantly influences product
evaluations, although this influence is dependgon the social versus individual nature
of the product. Multivariate analysis with overall attitude, willingness to pay, and
perceived authenticity as dependent variables shows a significamtayimteraction
between cue manipulativeness and evaloatantextfF(3, 205) =6.49%< . 001, Wi |
s = 0.91. For b oFH1h207W)H 4156,p0=n084n and averatl attitudea vy ,
F(1, 207) = 17.24p < .001, cue manipulativeness has little influence on asocral
product (i.e., socks). In contrast, for a social product {raphic tees), using high cue
manipulativeness (celebrity) rather than lower cue manipulativeness (character) leads to a
higher willingness to pay and higher overall attitude toward the product. Sed.gafude

means and standard deviations.
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