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ABSTRACT

The s tudy  examined the  resis tance of a t t i tudes  to counterpersuasion  

using the  Elaboration Likelihood Model as  a f ramework  for analysis.  The ELM 

postu lated the  centrally formed at t i tudes  are more resis tant  to 

counterpersuasion  than  peripherally formed at t i tudes.  A negative publicity 

sett ing w a s  used to in troduce respondents  to a longitudinal s tudy  of atti tude 

formation and change .

A model w a s  developed hypothesizing the  role of com p an y  and brand 

cognit ions would be significant in the formation of a t t i tudes  and intentions in 

central processors .  It w a s  hypothesized th a t  AAd would be the  primary 

influence on com pany  and brand at t i tudes  for peripheral processors .

A sample of college s tuden ts  participated in a s tudy  examining 

attitudinal re sp o n ses  to counterpersuasive  material.  The s tudy  required a two-  

s tag e  operationalization in initial involvement levels were  manipulated, 

followed by presenta t ion of a negative publicity m e ss a g e  aimed at 

encouraging att ributions abou t  the  target  com pany  vs.  external  factors .  The 

tw o -s tag e  s tudy yielded four processing group sequences ,  (central-central;  

central-peripheral;  peripheral-central and peripheral-peripheral).  The resulting 

processing groups  were  com pared  to see  if attitudinal co m p o n e n ts  of ACo, AB, 

and Bl changed  with the  counterpersuasive  information.

Results indicate th a t  in the negat ive publicity setting, centrally formed 

a t t i tudes  exhibited the  g rea te s t  change  in the  attitudinal com ponen ts .  The



internal attribution resulted in an emotional reaction for central process ing 

subjec ts .  Additional analysis su g g es ted  th a t  although central  p rocessors  

developed the m ost  cogni t ions abou t  the  stimuli, th e se  cognit ions w ere  not 

used  in atti tude formation.

Findings su g g es t  the  ELM may not  be an effective f ramework  for 

explaining consumer  react ions  in a negative publicity setting.  Findings 

s u g g e s t  th a t  in a negative publicity setting, com pany  a t t i tudes  play an 

important role in brand a t t i tude and behavioral intentions formation. Strategic 

implications sugges t  th a t  com pany  image plays an important role in response  

to negative publicity incidences .

xiv



CHAPTER ONE

INTRODUCTION

Research into the  areas  of persuas ion and at ti tude formation has  been 

of interest to marketers  for many years  (e.g. ,  Fishbein and Azjen 1972 ,  1975;  

Petty and Cacioppo 1981;  Zajonc 1980).  Of primary concern  is how 

information is a t tended  to by the  consumer  and how  this influences att i tude 

formation. This s tudy  seeks  to investigate tw o  complementary  areas:  1) the  

resis tance and persis tence of at t i tudes  formed via a cognitive or affective 

approach  and 2) the  relationship th a t  exists b e tw een  var ious ty p es  of 

cogni tions  and at t i tudes in determining behavioral intentions. Both of th e se  

areas  of interest will be studied through the  longitudinal investigation of 

at ti tude formation in which consum ers  will be introduced to information 

contradictory to currently held atti tudes.

This s tudy develops a conceptual  f ramework based  on the  Elaboration 

Likelihood Model (ELM) and focuses  on the  accuracy  of the  ELM's predictions 

in s ituat ions where  consum ers  are confronted  with credible information which 

contradic ts  prior beliefs and/or  att i tudes.  The ELM posits  tw o  routes  to 

persuasion and at ti tude formation, a central (primarily cognitive) route and a 

peripheral (primarily affective) route.  This disserta tion argues  th a t  in se tt ings  

w here  consum ers  are confronted with contradictory information, they  may 

switch (or crossover) routes  to persuas ion depending upon their involvement

1
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levels. This c rossover  provides the  consum er  with four possible process ing 

s e q u e n c e s  (central - central,  central - peripheral, peripheral - peripheral, and 

peripheral - central).  The dissertation argues  tha t  the  res is tance  of a t t i tudes  

to counterpersuasion  will vary depending upon the  particular processing 

s e q u e n c e  employed by the  consumer.

To date ,  "no research has  explicitly te s ted  the  ELM prediction th a t  the 

m anner  in which an at ti tude is formed or changed has  important implications 

for the  resis tance of the  att i tude,"  (Petty and Cacioppo 1986,  p. 181).  This 

disser ta tion enables  the  investigation of atti tude resis tance to counter  

persuasion as  consum ers  utilize a particular process ing s eq u en ce  to  cope  with 

the  introduction of contradictory information. The s tudy  will enable  the 

determination of which process ing sequence  yields a t t i tudes  which are more 

res is tan t  to counterpersuasion.

The second  focus  of the  dissertation is on the  relationships th a t  exist  

b e tw een  the  various types  of a t t i tudes  formed via the  central/peripheral 

processing routes.  For example, att i tude toward  the  adver t i sem ent  (AAd) has  

been sugges ted  to influence the  att i tude toward  the  brand (AB) under  both the  

peripheral and central route s  to persuasion (Gardner 1985).  The role of 

a tt i tude toward  the  com pany  (ACo) has  been sugges ted  as  being of potential 

importance (Wilkie, McNeill and Mazis 1984) in the  formation of AB but  has  

not  been  investigated empirically. ACo becom es  a potentially influential 

cons t ruc t  in particular sett ings , such as  the  instance of negat ive publicity.
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Use of the  ELM framework in atti tude research has  encouraged  the 

developm ent  of several different attitudinal cons truc ts  (e.g. , AAd, ACo, AB, 

etc.) .  As sugges ted  above,  there is a lack of co n sen su s  about  the  definitive 

roles for each  of th e se  attitudinal cons truc ts  in predicting intent ions or 

behavior  under var ious situations faced by the  consumer.  The first issue 

addressed  by the  dissertation focuses  on the basic ques tion of a t ti tude 

resis tance to counterpersuasion.  The second dissertation issue deals  with the  

c h a n g es  in the relationships among the  various attitudinal cons t ruc ts  and their 

ability to predict intentions w hen  those  at ti tudes are formed via the  central or 

peripheral routes  posited by the  ELM. A model will be developed and te s ted  

in this dissertation to help be t ter  illuminate the  relationship tha t  exis ts  

b e tw een  var ious at t i tudes  and cognitions in the  determination of AB and 

behavioral intentions (Bl).

The negat ive publicity setting performs an important  role in this 

dissertation not  only for its stimulus role in introducing a contradiction to the  

consumer,  but  also for its ability to reveal the  potential managerial implications 

th a t  can result  from studying publicity situations. Negative publicity has  

becom e fairly com m on place in the  market,  and m an ag em en t  needs  to bet ter  

unders tand its implications in consumer  information process ing and at ti tude 

formation. This dissertation provides a forum for investigating th e se  potential 

impacts.
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The negative publicity setting also enables  an investigation into the  

explanatory role of attribution theory in predicting the  type  of information 

process ing  th a t  occurs.  Attribution theory will help bet ter  explain the  

p ro c e sse s  tha t  the  individual consumer  under takes  in at tempting to resolve the 

incoming contradictory information.

This chap te r  will be developed through several primary sect ions .  First, 

a discussion of the  negat ive publicity sett ing will be included, followed by a 

brief review of the  ELM. Second,  discussion of the  ou tcom e variables to  be 

included in the  model will be included prior to the  deve lopm ent  of the  

conceptua l  framework and the  theoretical model. A brief discuss ion of 

contr ibutions of the  s tudy  will conclude the  chapter .

N egative Publicity

Negative publicity provides the sett ing for test ing the  conceptual  

f ramework  to be developed in this dissertation. For the  pu rposes  of this 

s tudy,  negat ive  publicity will be defined as:

Noncom pensa ted  dissemination of potentially damaging information by 
providing disparaging n ew s  abou t  a product ,  service, bus iness  unit, or 
person via print, b roadcas t  media, or word of mouth  (Sherrell, 
Reidenbach,  Moore, Wagle, and Spratlin 1983,  p. 14).
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The impact  of negat ive publicity on atti tude formation has  traditionally 

been  ignored by consum er  researchers  (Sherrell e t  al. 1983).  However ,  

negative publicity is of significance to consumer  behaviorists not  only from a 

managerial and public policy point of view but also from an information 

processing perspective.  Negative publicity introduces con su m ers  to 

contradic tory  information much like a corrective or comparat ive 

adver ti sement.

It is interesting to note  th a t  although negative publicity introduces the  

consum er  to contradictory information much like a corrective or comparative 

adver t isement,  this form of information transferral is conduc ted  via a nonpaid 

source .  Due to this "third person"  sponsorship, this type of information 

dissemination is subjec t  to little control by the  firm, ye t  is often attributed a 

higher level of credibility by the  receiver.  This form of publicity may consis t  

of direct accusa t ions  or merely vague innuendos by either a known or 

unknow n source.  The claims purported may or may not  be verifiable by the 

p ress  or the  firm.

It is this increased credibility potential tha t  often proves  m os t  damaging 

to the  firm. Exposure to negative publicity can result in the  formation of more 

strongly held attributions (Mizerski 1982) and the potential impact  of negative 

information is believed to be more enduring than  positive information 

(Cusumano and Richey 1970).  It has  also been  show n  tha t  the  impact  of 

negative information is considerably greater  on at t i tudes  and intentions than
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is a similar am ount  of positive information (Weinberger and Dillon 1980).  

Therefore, the  need to investigate the  phenom ena  of negative publicity is 

multifold due  to its many practical implications and its increasing occurrence  

in the  marketplace (Griffin, Babin and Attaway 1991).

The potential ou tco m es  exhibited from exposure  to negat ive publicity 

include the  obvious decline in sales levels as  well as  the  more subtle and long­

term psychological changes  tha t  may occur  within the  consumer.  These 

ou tco m es  may include a lowered opinion of the  quality level of o ther  brands  

in the  product  line, increased uncertainty regarding the  value or safe ty  of the  

product  class,  ques t ions  regarding m anagem en t  com petency ,  and increased 

susceptibility to competi tors  claims (Sherrell e t  al. 1983).

From a managerial perspective,  due to the  uncontrollable nature  of the  

dissemination of publicity and its impact on the  firm's reputation, it would be 

helpful to increase  our understanding of the  potential effects  resulting from 

publicity exposure  and be prepared to meet  th ese  occurrences  in a more 

proactive manner.  This dissertation will provide a forum to investigate the  

impact of negat ive publicity and the possible s trength  of reactions exhibited 

by the  consumer.  This will enable the  development  of a f ramework to 

encourage  more thoughtful s trategic reactions to occurrences  of negat ive 

publicity in the  marketplace.

It is the  objective of this dissertation to utilize the  negat ive publicity 

scenar io  as  an operational tool to enable consum ers  to genera te  causal
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attributions  about  the  ta rge t  of the  publicity. This approach should enable 

investigation into the  relationships be tw een  the  ou tcom e variables of AAd, ACo, 

brand cognitions, AB and Bl, as  well as  clarify the  many practical implications 

th a t  may result  from an incidence of negat ive publicity. As a result  of this 

setting, the  s tudy should not only highlight the  effects  of contradictory 

information on firm and product  atti tudes, but  also provide a be t ter  

understanding of the  ELM and its functioning in scenarios  in which 

contradic tory  information is introduced to the  consumer.  The conceptual  

approach  to the  s tudy is included as  Figure 1.1.

The conceptual  framework highlights the  proposed implications of each  

of the  explanatory cons t ruc ts  to be investigated in the  dissertation.  As noted 

above,  a negative publicity scenario provides the sett ing for the  investigation 

into the  consum ers  information processing approaches ,  att i tude formation and 

change ,  and determination of the interrelationships tha t  exis t  b e tw een  the  

attitudinal cons truc ts .  The conceptual  framework highlights the  role of 

att ributions and involvement levels in determining routes  to persuasion.  These  

c hosen  routes  then  highlight the importance of the  traditional attitudinal 

cons t ruc ts  utilized to predict AB and Bl, as  well as  the  addition of ACo to 

increase  predictive capabilities.
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A ttitudes and  Persuasion

9

In this s tudy,  the Elaboration Likelihood Model (Petty and Cacioppo 

1981) will be used to s tudy atti tude change  and persuas ive  communication 

effect iveness.  Unlike previous, and sometimes  contradictory  research,  the 

ELM a t tem pts  to integrate seemingly disparate app roaches  to a t ti tude 

formation. The ELM integrates  tw o  major schools  of th o u g h t  on at ti tude 

ch an g e  and persuasion: a cognitive process ing approach  and an affective 

reaction. Both of these  foci will be included in the  design of the  s tudy.

The ELM approach w a s  chosen  as  the  framework of in terest  for a 

number  of reasons .  First, the  model in tegra tes  prior works  of in terest  with 

regards  to both the  cognitive, multiattribute (Fishbein et  al. 1972;  1975) and 

the  affective (Zajonc 1980) approaches  to at ti tude formation. Second ,  the  

ELM provides an empirically testable  and useful f ramework for analyzing 

att i tude formation. Finally, unlike previous conceptual  f rameworks,  the  model 

incorpora tes  many personal and individual difference character is tics ,  such  as  

the  need for cognition, involvement,  and ability to process .  It is proposed  tha t  

such  richness of detail facilitates better  understanding of empirical results  and 

helps to minimize confounding (Petty and Cacioppo 1986).

The Elaboration Likelihood Mode! is based on the  premise  t h a t  when 

faced with a persuasive communicat ion, individuals will engage  in issue 

relevant thinking (i.e., elaboration) along a continuum ranging from the
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a b sen ce  of issue-relevant  process ing to elaboration of every a rgum ent  and 

complete  integration into the  pe rson 's  atti tude schem a  (Petty and Cacioppo 

1989).  Hence, the  ELM sh o w s  tw o  relatively distinct routes  exis t  to 

persuas ion:  the  central route  and the  peripheral route.

The central route is one in which the  true merits and argum ents  of the  

information presented  are considered by the receiver.  As Brock (1981)  

remarks,  "atti tude change  can be bes t  explained by taking into acco u n t  the 

mental p ro cesse s  th a t  ensue  once  a persuasive stimulus has  been impinged 

upon a thinking recipient" (p. 2). Chaiken (1980) s ta te s  th a t  "when recipients 

employ a systematic  process ing strategy, m essag e  character is t ics  (e.g. 

amount ,  comprehensibili ty,  validity of persuasive argumentation)  may exer t  

a s tronger  impact  on persuasion than source character is tics  (e.g. ,  credibility, 

likability, etc.)" (p.753).  It is pos tulated by Petty and Cacioppo (1986)  tha t  

a tt i tude change  resulting from cognitive or central process ing is more enduring 

than  at ti tude change  resulting from the  use  of peripheral cues .

The a t t i tudes  resulting from use of the  central route are also postula ted 

to  be more indicative of future behavior (Petty, Cacioppo and S chum ann  

1983),  though  empirical support  for this position has  yet to be established.  

Droge (1989)  argues  tha t  it is the  s trength of the  relationship be tw een  the  A0 

and Bl tha t  is the  key co n seq u en ce  of central versus  peripheral route 

processing.  It is important to unders tand the  underlying reasons  for the  

a t ti tude change  and formation, for although the results of an at ti tude scale
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might be identical, the  though ts  behind the  ratings may be quite different 

(Petty,  Ostrum and Brock 1981),  leading to poor predictability of future 

behaviors.  This dissertation should enlighten the  p rocesses  by which resulting 

a t t i tudes  are formed,  thus  enabling enhanced  predictability.

The other  route,  the  peripheral, holds tha t  persuasion will occur  as  the 

result  of simple positive or negative cues  such  as  an attract ive  m essag e  

source ,  or as  a result  of an inference made about  the  merits of an advoca ted  

position based  on the  con tex t  in which the  persuasive a rgum ent  is p resented .  

For example,  a client may leave a p leasant  business  lunch with a favorable 

impression of the  advocated  position as  a result  of the  overall encoun te r  

experience.  Furthermore, an advocated  position may be rejected simply 

b ecau se  the  position is v iewed as  too extreme.  At any rate,  a t t i tude change  

will result  without  the  individual scrutinizing the relevant m essag e  arguments .  

The resulting a t t i tudes  from the  peripheral route are proposed to  be relatively 

unpredictive of behavior and transitory (Petty and Cacioppo 1986) .

The ELM is presen ted  in Figure 1.2. The benefit  of the  ELM approach 

is th a t  it may be utilized to unders tand at ti tude change  in a variety situat ions 

(Petty and Cacioppo 1989),  which are beyond the  typical marketing and 

advertising issues  of concern  here. The ELM also allows the  m easu rem en t  of 

ou tcom e  at ti tudes  th a t  are formed by the consum er  via a central or peripheral 

processing route.
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The ou tcom e variables (atti tudes) resulting from ELM's processing 

routes  to  be investigated in this s tudy are AAd, ACo, and AB. These  variables 

will be utilized to develop the  proposed theoretical model to enable accura te  

prediction of AB and Bl under  situations in which peripheral and/or  central 

route process ing w a s  under taken by the  consumer.  A brief review of th ese  

co n s t ru c ts  will be p resented  prior to the  introduction of the  proposed  model.

Att itude Toward the  Advert isement

In investigating the  phenom ena  of how  causal attributions impact  the  

functioning of the  ELM and the  resulting att i tudes  toward  the com pany  and 

the  brand, development  of the  theoretical model would not be comple te  

without  the  inclusion of the  cons truc t  of AAd. AAd has  been defined as:

A predisposition to respond in a favorable or unfavorable m anner  to a
particular advertising stimulus during a particular exposure  occasion
(Lutz 1985,  p. 46).

It is hypothesized th a t  AAd media tes  the formation of AB (Mitchell and 

Olson 1981;  Shimp 1981;  Mackenzie and Lutz 1989;  Miniard, Bhatla and 

Rose 1990;  and Mackenzie and Spreng 1992).  Furthermore, a robust  

relationship b e tw een  AAd and AB has  been docum ented  (Gardner 1985; 

Gresham and Shimp 1985; Lutz, Mackenzie and Belch 1983;  Mackenzie,  Lutz
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and Belch 1986).  Debate  currently exis ts  in the  literature, however ,  as  to 

w he the r  the  cons t ruc t  of AAd has  any impact  when  central processing is at  

work in the  functioning of the  ELM. Droge (1989) remarks, "AAd appears  to 

be a peripheral cue  tha t  has  little or no impact w hen  central processing 

predominates"  (p. 202) .  This belief is supported  by the work of Mackenzie 

and Lutz (1989) in which they  show  AAd to be related to AB and behavioral 

intentions (Bl) under all condit ions excep t  ones  corresponding to the  central 

route to persuas ion.

Gardner (1985) , however ,  proposed tha t  AAd should influence AB under  

both brand and nonbrand process ing se ts ,  w here  peripheral process ing is said 

to occur  under a nonbrand processing se t  and central processing to  occur  

during a brand process ing set .  Extending this line of reasoning,  Miniard e t  al. 

(1990) found support  for the  a rgument  tha t  AAd can exhibit  a significant 

causal role regardless  of which route to persuasion is operative. Both of th ese  

s tudies  support  the  earlier work of Mitchell and Olson (1981) and Shimp 

(1981)  in which AAd w a s  show n  to be a mediator of advert ising 's  e f fec ts  on 

both Ab and Bl.

It is the  intention of this dissertation to s h o w  suppor t  for a mediational 

role of AAd, regardless  of process ing route,  and extend the  knowledge base  on 

at ti tude formation by discussing the role of AAd development  under  condi tions 

of contradictory information sources .  It is also of interest  to determine if the 

traditional role of AAd will remain the  sam e under  condit ions of a negative
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publicity setting. In other  words,  could source  effects,  type  of media, e tc .  

result  in the  role of AAd being minimized or enhanced?

Att itude Toward the  Company

Consum ers '  reaction to the  com pany  and its role in the persuasive  

con tex t  are of particular interest  to this s tudy due to the  role of causal  

attribution p rocesses  a t  work during the  introduction of contradictory  

information. Mackenzie and Lutz (1989)  d iscuss  the  role of a t ti tude tow ard  

the  advertiser  (company) in helping predict AAd. Attitude toward  the  com pany  

is defined as:

A learned predisposition to respond in a consis tent ly favorable or 
un favo rab lem anner tow ard  the  sponsoring organization (Mackenzie and 
Lutz 1989,  p. 53).

ACo can be viewed as  an accumulation of both information and 

experience acquired overtime and may therefore be less transitory in nature  

than  AAd. The longitudinal nature  of this cons truc t  is of particular interest  

w hen  at tempting to ascertain the  impact  of attribution p ro cesses  on the  

model.  Operationalization of the  attribution p rocesses  will include the  

manipulation of the  stability dimension of causal attribution analysis.  Under 

the  condition th a t  the  consum er  has  been introduced to repeated ins tances  of 

dissatisfaction,  contradictory information claims, or negative publicity, the
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resulting ACo would be hypothesized to exhibit a s tronger  impact  on AB than 

in less s table  situations. As a result, the  relationship b e tw ee n  ACo and AB 

would be expec ted  to be stronger.

The inclusion of ACo in the  proposed model of at t i tude formation 

represen ts  an extension of current models  such as  th o se  proposed by Droge 

(1989)  and Mackenzie and Lutz (1989) in which the relationship be tw een  AAd 

and Ab does  not  e n co m p ass  a direct role for ACo in the  formation of AB. The 

proposed model seeks  to provide a bet ter  understanding of ho w  contradictory  

information and the  resulting at ti tude formation will include generat ion of an 

ACo which will ultimately influence the  AB.

A ttitude Tow ard th e  Brand

Lutz (1975) remarks tha t  "an individual's a t t i tude tow ard  the brand is 

som e  function of his perceptions  of the b rand 's  need-sat isfying qualities 

(attributes),  together  with his a s se s sm e n t  of the  value or importance of each  

attribute," (p.49). This is one com m on formulation of the  e lem ents  of AB. 

While the  above approach is well supported  in the  marketing and psychology 

literature (Fishbein 1967; Fishbein and Azjen 1972,  1975;  Lutz 1975 ,  1977; 

Sheppard,  Hartwick and W arsh aw  1988) as  a theoretical and predictive 

model,  this model represen ts  a purely cognitive approach to the  formation of
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at t i tudes.  In con tras t  to this,  an affective approach to at ti tude formation has 

been  proposed  (i.e., Zajonc 1980).  Affect has  been defined as:

A sys tem  with motivational, perceptual,  cognitive, physiological,  
motor  express ion and subjective manifestat ions  (Cacioppo, 
Losch, Tassinary, and Petty 1984).

Thus, by focusing only on the  cognitive consumer,  it is possible tha t  

r esearchers  may overlook other  predominant  occurrences  in consum er  

behavior.  Zajonc and Markus (1982) remark tha t  the role of affective factors  

in generat ion and main tenance  of preferences  is quite relevant to consum er  

behavior  research.

Fortunately, the  utilization of the ELM allows the  researcher  to 

invest igate both the  affective and cognitive responses  exhibited by consum ers  

w hen  forming an atti tude, tow ards  the brand, com pany  or adver t isement.  

Through the  use  of this f ramework,  the interaction of th e se  p rocesses  

(affective and cognitive) may be examined.  For example,  as  a result  of 

negative  publicity, the consum er  may develop a negative affective feeling for 

a given firm. This negat ive af fect  may lead the consum er  to t ransfer  th ese  

negative feelings directly to the  AB or indirectly by motivating further cognitive 

process ing of brand related information.

The proposed relationships be tw een  ACo, AAd and AB are included in 

Figures 1.3, 1.4  and 1.5. These  figures diagram the proposed relationships 

b e tw een  the  attitudinal cons t ruc ts  and their an teced en ts  in the  formation of
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Bl. Note th a t  as  opposed  to earlier work by Mackenzie and Lutz (1989),  ACo 

is hypothesized to be influenced by AAd and both are p roposed  to jointly 

influence AB. This relationship is proposed to reflect the  integration of 

attribution theory and its contribution to understanding the  impact  of 

contradictory  information on the  consumer  evaluation process .  As a result  of 

the  attribution process  and the  impact of the  negat ive publicity item on 

consum er  information process ing,  ACo is proposed to modera te  the  relationship 

b e tw een  AAd and AB.

Methods

As d iscussed  briefly in the  introduction, the  longitudinal nature  of this 

investigation into res is tance and persis tence of a t t i tudes  formed via the  

central and peripheral routes  will require a tw o  s tage  exper imental design. 

S tage  I will introduce the  responden t  to a print adver t isement  for a product  in 

which issue  involvement will be utilized to manipulate central vs .  peripheral 

processing routes.

M easurem ent  of resulting at t i tudes  (AAd, ACo, and AB), beliefs and 

intentions will follow Stage  I. Respondents  will be classified as  processing 

centrally or peripherally based  on protocol analysis and recall ques t ions .  Two 

groups  will result  reflecting those  individuals tha t  utilized the  peripheral route 

to process ing the  adver t isement  and those  who utilized the  central route.
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Stage II will introduce the  consum er  to the  negative publicity piece. 

This publicity piece will be des igned to encourage  the  responden t  to  p rocess  

information either peripherally or centrally regardless  of the  prior processing 

approach .  Hence the  inclusion of cues  tha t  should apriori be either central 

or peripheral cues  should aid in completion of the experimental manipulation. 

For this s tudy,  the  use  of attribution manipulations and source  effects  will be 

utilized as  the  central and peripheral cues .

The inclusion of the  attribution cue  should enable the  enco u rag em en t  

of central route processing.  In the negat ive publicity setting, the  developm ent  

of an internal/external attribution should facilitate additional information 

process ing.  Of particular interest to this s tu d y 's  operationalization is the  work 

of Kelley (1973)  in developing his covariation analysis approach  to empirically 

t e s t  the  workings of attribution theory. In developing the  covariation analysis 

approach,  Kelley specified three criteria of validity: c o n sen su s ,  cons is tency  

and distinctiveness.

For the  purposes  of this s tudy, we will seek  to operationalize the  

cons t ruc ts  in a more simplified approach.  The consum er  will be presen ted  

with information designed to encourage  the  determination of either an external 

or internal cause  for the  observed  event.  Internal causal ity would reflect the  

consum er  determining th a t  the  com pany  w as  primarily responsible  for the 

resulting negat ive consequences ,  w hereas  external at tributions would reflect
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a determination by the  consum er  tha t  the  com pany  w a s  a victim of an 

uncontrollable even t  or excess ive  governmental intervention.

The negat ive publicity setting will enable the  formation of causal 

attributions  by the  consumer.  It is this format  tha t  is particularly helpful in 

developing this s tudy.  Prior research has  show n  tha t  depending  on the 

s trength  of the  publicity m essage ,  consum ers '  at t i tudes, beliefs and/or 

purchase  intentions may be impacted (Mizerski 1982).  One of the  object ives 

of this dissertat ion is to clarify the  relationship b e tw een  AAd, ACo, brand 

cognit ions, AB and Bl.

The result  of the  attribution process  and its impact on involvement  

levels may lead to central process ing of peripheral cues  relating to the  source.  

This may then  be followed by further processing of the  m essag e  argum ents  

and revised att i tude formation to the  brand or a transfer  of af fect  from the  

revised corporate  at ti tude to  the  brand.

The utilization of the  source cue as  the  peripheral stimulus will be 

operationalized by using a co n s ta n t  level of exper tise  to minimize confounding 

and aid in the  simplification of the experimental design. Source  exper ti se  will 

be utilized in this s tudy  due to the  nature of the attribution p ro cesse s  and the 

resulting persuasive impacts  tha t  will occur  with the  introduction of the 

negative  publicity piece. Expertise will be operationalized with items such  

factors  as  knowledgeability,  intelligence, and com petency .
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Although Festinger (1954) notes  tha t  it is impossible to determine if 

a t t i tudes  or evaluat ions are necessarily correct in an absolute  sense ,  the  drive 

to w a rd s  holding correct  at t i tudes  reflects a desire to avoid deleterious 

behavioral,  cognitive and affective consequences .  In other  words,  there  is a 

motivation to avoid poor purchase  choices and minimize cognitive d issonance.  

In a t tempting to self-validate these  att i tudes,  Holtz and Miller (1985)  found 

th a t  w hen  the  individual perceives  others  to hold similar at ti tudes, it se rves  to 

increase  the  validity tha t  one can attribute to his own viewpoint.

As a result  of the  consumer  choosing to maintain cognitive cons is tency ,  

the  framework proposed for the  s tudy will enable the  determination of which 

types  of a tt i tudes  (formed via the central or peripheral route) are m ost  

resis tant  to counter-persuasion.  With the  introduction of the  experimental 

manipulations, the consum er  will be faced with one of four possible 

process ing seq u en ces  to integrate the incoming information. Each of th e se  

process ing s trategies  allows for the  development  of hypo theses  reflecting 

varying levels of atti tude resis tance reflecting prior processing route.  It is this 

longitudinal nature of the  experiment tha t  enables  the  investigation of the 

res is tance phenomena.

With the  use of a negat ive publicity stimulus in this s tudy, cognitive 

cons is tency  implies tha t  consum ers '  behavior will be influenced on one of
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several possible levels. Contradictory information will mean th a t  the 

consum er  should a t tem pt  to  either refute the m essage ,  deroga te  its source,  

or alter existing a tt i tudes  to maintain cognitive consis tency.

As a result, this s tudy  will investigate the  four possible process ing

stra teg ies  tha t  could be employed by the  consumer.  These  s tra tegies  reflect

varying levels of involvement,  source  contributions, and attribution th a t  occur  

in various situations. The four possible processing seq u en c e s  are:

(1) Central R o u t e -----Central Route

(2) Central R o u t e -----Peripheral Route

(3) Peripheral R o u t e ----- Central Route

(4) Peripheral R o u t e ----- Peripheral Route

In situation one,  it is hypothesized tha t  the  consum er  will d i scount  or 

discredit  the  source  of the  contradiction and maintain existing at ti tudes.  This 

scenar io could be envisioned under conditions in which the  consum er  w as  

previously highly involved with the  issue and formed initial a t t i tudes  based  on 

the  central route to persuas ion.  If a negative publicity m e ssa g e  argues  

strongly for com pany  blame, the  contradiction would be resolved in the  

c o n su m e r ' s  mind by developing s trong counter  a rgum ents  about  the  negative 

publicity m essag e  or its execut ion (Petty and Cacioppo 1989) . Previously 

e laborated brand cognitions  should be sufficient to refute the  claims of the
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contradictory  information. Therefore, ACo and AB should be expec ted  to 

remain relatively unaffected and the  source  cues  and attribution c u es  would 

be p rocessed  in a central manner.

In situation two,  the  consumer  would exhibit low motivation to  p rocess  

on a cognitive level. In this situation the consumer  w a s  highly involved with 

the  issue and the  introduction of a contradictory m essag e  may not  stimulate 

further  cognitive analysis of the  a rguments  if the  source  of the  publicity piece 

w a s  not  v iewed as  credible and the  attribution w a s  external.  No ch an g e  in 

involvement levels would be expected  and previous cognit ions regarding the  

brand, com pany  and ad would hold a tt i tudes  cons ta n t  across  exposures .  In 

situation three,  the  consum er  initially utilized a peripheral route to persuas ion.  

A highly involving negative publicity piece (internal attribution) would result 

in a path switch b e tw een  peripheral and central process ing reflecting 

increased advertising m essage  involvement.  However,  given the  initial 

peripheral route use,  it is possible tha t  the  appropriate brand cogni tions do not 

exist  to counter  publicity claims. Therefore, in the  case  of a negative  publicity 

piece with an exper t  source,  a t tem pts  to refute the  m essag e  will be difficult 

and ACo, AAd, and AB will exhibit the  highest  level of change  from a previously 

favorable position.

In situation four, the consum er  would have previously formed at t i tudes  

via the  peripheral route and is introduced to a relatively uninvolving publicity 

piece (external attribution). Persuasion resulting from the  negative publicity
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should result  in at ti tude ch an g es  for AAd, ACo, and AB. Although the  necessa ry  

motivation to cognitively p rocess  the  contradictory,  incoming information 

would no t  be present ,  peripheral cues  in the incoming information should play 

predominant  roles. Hence, AAd will be influenced by the  relative recency  and 

s trength  of the  peripheral c u es  of the  publicity piece.

M odel D evelopm ent

The second  objective of this dissertation is to focus  upon the  relationship 

of the  ou tcom e variables AAd, ACo, and cognitions to AB and Bl. It is proposed  

in the  complete  model tha t  the  roles of th ese  various co m p o n en ts  will change  

w hen  the  consum er  e n g ag es  in central versus  peripheral processing.  These  

relationships will be investigated through the deve lopm ent  of the  four 

process ing  s trategies  th a t  will be developed through the  experimental 

manipulations.

To invest igate the  impact of process ing s eq u en ce  on at ti tude 

relationships, the  tw o  pure (central - central,  peripheral - peripheral) processing 

groups  will be subjected to a path analysis to de termine the  significance of the 

resulting a t t i tudes  on AB and Bl. It is hoped tha t  investigation of th e se  pure 

groups  should minimize confounding effects  associa ted  with the  cognitive and 

affective e lements  (i.e., confounds  arising from the  use  of central - peripheral 

or peripheral - central process ing sequences) .
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Involvement has  been show n  to reflect the  type  and am ount  of information 

th a t  consum ers  at tend  to.  As noted in Figures 1.3, 1.4, and 1.5 as 

involvement levels increase  (due to the  internal attribution formation) the  role 

of AAd will generally decline. The claim elements  of the  ad will prove 

significant in the  cognitive development  of AAd, which then  will impact  th e  ACo 

and Ab th rough the  brand and com pany  cognitions. The direct influence of 

AAd on ACo and AB drops out  as  a result  of the  moderat ing influence of 

involvement cognitions. Conversely, as  involvement  levels decline, the  role 

of AAd is direct in its impact on A^0 and AB. Note tha t  the deve lopm ent  of AAd 

is related primarily to non-claim elements  of the  ad.

Miniard et  al. (1990) found support  for decomposing  the  co n s t ru c t  of 

AAd into tw o  primary co m ponen ts  AAd.c and AAd.nc. These  tw o  c o m p o n en ts  

reflect the  consum er  distinguishing be tw een  the  a d ' s  claims and executional  

(non-claim) elements .  This breakdown is beneficial from an executional point 

of view for the  practitioner m ust  be sensitive to the  c o n su m e r ' s  react ions  to 

both a sp ec t s  of the  adver t isement  reflecting the  am ount  and nature  of the  

elaboration required during information process ing.

Research  Issues

This dissertation argues  tha t  in the  face  of inconsis tent  or contradic tory  

information, the  ELM may not  adequately predict the  level and type  of
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consum er  information processing.  In fact,  the  ELM fails to incorporate  the  

impact  of contradic tory  information and path switching into its predictive 

format.  In order to fully unders tand  the  impact of this contradictory  

information and the  resis tance of at t i tudes  to counter  persuasion,  it will be 

n ecessa ry  to incorporate  attribution theory into a conceptual  f ramework  with 

the  ELM to encourage  the  central process ing manipulation and to s tudy  the 

relationship be tw een  the  ou tcom e variables of AAd, ACo, AB and Bl. The use 

of the  attribution and source  manipulation combination,  resulting in central or 

peripheral process ing,  should enable  the  prediction of involvement  levels and 

provide a setting for investigating the  role of ACo in predicting modifications 

in Ab.

The influence of AAd will also be further illuminated through the  

expec ted  empirical support  for its mediating role in both brand cognition 

deve lopm ent  and AB. With this information, it will be possible to expand  our 

understanding of the  ELM to  bet ter  predict persuasion ou tcom es .

Research  Questions

Specifically, w e  seek  to answ er  the  following ques tions:

1. Are central route  a t t i tudes  more resis tant  to change  than  peripheral 

route at ti tudes?
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2. W hat  is the  relative influence of AAd, ACo, and brand cognit ions on 

predicting changes  in AB and Bl in a negative publicity set ting?

3. Can att ribution-based predictions of audience involvement lead to  bet ter  

predictions of atti tude resis tance in a negat ive publicity setting?

C ontributions of th e  S tudy

The objective of the  dissertation is to invest igate  the  res is tance to 

counte r  persuas ion of at t i tudes  formed via the  central and peripheral routes  

and to invest igate the  relationships tha t  exist  among the  resulting at ti tudes. 

Attributional effects  and source  character is tics  will be used in concer t  to 

develop the  four processing sequence  groups in the  negat ive publicity setting. 

Theoretical and managerial and public policy contributions are possible as  a 

result  of this work.

Theoretical Contributions

As d iscussed  earlier, research support  for the  Elaboration Likelihood 

Model is quite ex tensive (e.g., Petty and Cacioppo 1986; Petty and Cacioppo 

1982;  Petty and Cacioppo 1979;  Petty,  Cacioppo and Schum ann  1983;  Droge 

1989).  Although Petty and Cacioppo (1986) have hypothesized abou t  the  

stability of at ti tudes , no empirical support  has  been genera ted  regarding the 

res is tance to counterpersuasion  of centrally and peripherally formed at ti tudes.
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The proposed  s tudy will allow marketers  to expand the  knowledge base  

surrounding the  ELM approach and enhance  its applicability to expanding 

areas  of interest.  Additionally, inclusion of the effects  of causal  att ributions 

and its impact  on the  functioning and ou tcom es  of the  ELM will be addressed  

through its use as  an experimental manipulation.

Additionally, a lack of inclusion of the  cons truc t  of ACo exists  in models  

developed to predict AB and Bl. Although its role has  been alluded to (Wilkie 

e t  al. 1984)  there  has been no empirical support  for its role in the  

deve lopm ent  of AB and Bl. The contributions of attribution theory should help 

illuminate this cons t ruc ts  usefulness.  The s trength  of the  relationships 

b e tw e e n  this cons truc t  and AAd, brand cognitions, AB and Bl will be empirically 

t e s ted  and should lend support  to prior s tudies  (Miniard et  al. 1990).

Managerial Contributions

The s tudy not  only provides an arena for the  theoretical extension of 

the  ELM framework, but  the  model will facilitate practical applications which 

result  in more proactive approaches  to negative publicity situations. Increased 

understanding of the  att i tude formation process  and the  s trength  of the  

relationship b e tw een  ACo and AB will enable m an agem en t  to appreciate  th e  role 

of sub jec ts '  motivation to process  information in s ituat ions w here  

contradictory  information is presented.  As a result, advertising cam paigns  

following a negat ive publicity situation may be developed around strong
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m e ss a g e s  designed for more cognitive processing reflecting increased 

involvement levels. Additionally, an appreciation of the  role of credible and 

at tract ive sou rces  for th e se  arguments  may help enable  the  minimization of 

the  undesirable impacts  of negative publicity.

Attribution theory may help illuminate the  overall consum er  react ion to 

a negat ive publicity incident. For example, previous m an agem en t  activity, 

v iewed negatively by the  public, may in isolation not prove sufficient for a 

consum er  to genera te  an internal (corporate blame) explanation for the  

negative  publicity piece. However,  over time, this s table  history of 

m isconduc t  may lead to th e se  internal attributions of m isconduct  (Folkes 

1988) and result  in strongly negative ACo which may ultimately reduce  AB.

The investigation of resis tance to change  in previously held at t i tudes  is of 

particular interest  from a policy point of view. Individuals forming centrally 

p rocessed  a tt i tudes  may be quite resis tant  to counter  persuasion,  and 

regulatory agencies  seeking to modify incorrect a t t i tudes  may need to develop 

unique app roaches  to bringing about  the  desired changes  in at ti tude structure .  

Practical guidelines may be established in the general approach to publicity 

design to enable  the  maximum effect iveness  for governmental  agencies  or 

special interest  groups  to  encourage  atti tude changes .  Currently, little 

guidance is available in helping to determine the  m os t  appropriate approach  

to  at ti tude change.
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For example,  in the  even t  tha t  the  determination is m ade  th a t  certain 

ty p es  of publicity have little impact on ACo and AB, little st ra tegic  reaction is 

necess i ta ted  by the  firm. However,  th o se  types  of negative publicity tha t  

require increased at tent ion to the  m essag e  and evaluation of the  source  

should s h o w  significant levels of counter  persuas ion.  From a managerial point 

of view, developm ent  of a practical s e t  of guidelines to handle the  various 

ty p es  of publicity situations would prove beneficial.



CHAPTER TWO 

REVIEW OF THE LITERATURE

Introduction

As highlighted in Chapter  One, the purpose of this disser ta tion is 

twofold. First, it examines  the  resis tance of a t t i tudes  resulting from both the  

peripheral and central routes  to persuas ion (ELM) in the  co n tex t  of 

contradictory  information. Second,  the  relationship th a t  exis ts  b e tw e e n  the  

various attitudinal s truc tures  (across  the  longitudinal study) will be 

investigated through the  development  of a theoretical model. The specific 

ques t ions  to be investigated are:

1. Are central route at t i tudes more resis tant to chan g e  than  
peripheral route at ti tudes?

2. W hat  is the relative influence of brand cognitions AAd, and ACo in 
predicting AB and Bl in a negative publicity setting?

3. Can at tribut ion-based predictions of audience involvement lead 
to bet ter  predictions of atti tude resis tance in a negative publicity 
setting?

The general research design requires the development  of a tw o  s tage  

longitudinal s tudy.  The experimental  design will result  in the  formation of four 

ELM process ing sequence  groups (Central - Central, Central - Peripheral, 

Peripheral - Central, and Peripheral - Peripheral). In S tage I the  re sponden ts

34
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will be introduced to an adver t isement  and resulting beliefs, a t t i tudes  and 

behavioral intentions will be measured.  Processing route will also be a s se s se d  

through a series of recall m easures .  S tage II will introduce the  r e sponden t  to 

a negative publicity piece. The four resulting process ing s eq u en ce  groups  will 

enable the  comparison of at ti tude resis tance levels ac ross  the  various 

process ing route alternatives.

The second  focus  of the  study,  the  development  and test ing of a model 

of a t ti tude change ,  will help illuminate the  relationship am ong important  

o u tcom e  variables from the  ELM process ing approach.  Specifically, the  

relationships be tw een  brand cognitions, ACo and AAd to AB and Bl will be 

invest igated. The negative  publicity scenario provides a useful setting for the  

investigation of the  explanatory role of attribution theory in a t ti tude 

deve lopm ent  and the  inclusion of ACo in the  formation of AB.

Chapter  Two will provide a review of the  relevant l iterature, tracing the  

role of a t t i tudes  in persuasion research within the fields of psychology and 

marketing. This discussion will include a discussion of the  d eba te  regarding 

the  role of cognitive and affective factors  in atti tude formation. Next, a brief 

review of persuasion and atti tude resis tance research will be p resen ted ,  

followed by a discussion of the  Elaboration Likelihood Model f ramework  for 

predicting the  factors  underlying atti tude change.  Then, a description of the  

o u tco m es  of persuasion effects  (AB, ACo, and AAd) will be provided. Outcom e
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variables of interest  include modified beliefs, a t t i tudes  and behavioral 

intentions.

The con tex t  of the  s tudy,  negat ive publicity will be briefly d iscussed  

regarding its benefits as  an experimental setting and the  growing importance 

of this phenom ena  due to  its increasingly com m on occurrence  in the 

marketplace . Episodes of negative publicity introduce the  consum er  to 

information tha t  is generally contradictory to previously formed at ti tudes . 

Furthermore,  through the  use  of this experimental setting, the  model of 

a tt i tude formation and resis tance will be empirically tes ted .

Negative publicity provides a setting in which the  impact of attributional 

p ro cesse s  on information process ing and at ti tude formation is visible. 

Attribution theory  is concerned  with the investigation of blame and 

responsibili ty by the  individual (Shaver 1985). This reflects the  general 

orientation of negat ive publicity in which often an accusat ion of misconduct ,  

p roduct  failure or misleading advertising is made  and the  consum er  feels 

compelled to evaluate  the  information and d raw  a causal  inference.

Relevant to both of th e se  discussions is the  role of source  factors  in 

credibility, publicity and persuasive impact.  This discussion will conclude the  

literature review and lead to the  development  of the  hypo theses  and the 

conceptua l  model.  This model is com posed  in light of the  negative  publicity 

sett ing and the  contributions of attribution theory.  Based on the  review of the 

literature, research hypo theses  will be developed.
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Attitudes have been an area of interest to social psychologis ts  s ince  the  

early 19 2 0 ' s .  Today, the  te rm typically refers to a general orientation tow ard  

something  (an idea, issue, or individual).

Spencer  (1862) first used the  te rm to refer to an individual possess ing  

the  "right" att i tude. The first influential use of the  term, however ,  w a s  by 

Darwin (1872),  who  used atti tude to descr ibe a motor  concep t  - a physical 

express ion of an emotion. Although this initial approach to a t ti tude formation 

by Darwin reflected a motor  s ta te ,  it w as  the  cognitive approach to at ti tude 

formation th a t  w a s  destined to take a prominent role in the  research literature.

The key transition occurred w hen  Thomas and Znaniecki (1918)  defined 

at ti tude as  "a process  of individual consc iousness  which determines  real or 

possible activity of the  individual in the social world" (p.22).  This definition 

represen ted  the  first stripping of the  concep t  of its physiological c o m ponen t  

and introduced the  idea of conscious  processing.

Allport (1935) remarks  tha t  "atti tude is probably the  m os t  distinctive 

and indispensable concep t  in contemporary  American Social Psychology,"  

(Allport 1935 ,  p. 2). Att itudes were  highlighted in the  social psychology 

literature due primarily to their perceived directing role in determining social 

behaviors  (Brock 1981).
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Despite the  v as t  am ount  of research , publication, books and articles on 

at t i tudes,  there w a s  little ag reem ent  as  to w h a t  an at ti tude w as ,  h o w  it w as  

formed or how  it might undergo a change  (Fishbein and Azjen 1975).  Petty 

and Cacioppo (1986) remark tha t  tw o  factors  primarily contr ibuted  to  this 

phenom ena .  First, the  very utility of the cons truc t  w a s  called into question, 

for conflicting and troubling results followed a t tem pts  to predict behavior from 

a t t i tudes  (Fishbein and Azjen 1972).  Second,  no clear and simple 

generalizations could be m ade  from the  literature concerning the  modification 

of a t ti tude s tructures .

During the  1 9 7 0 ' s  significant progress  occurred in address ing the  

empirical relationship b e tw een  at ti tudes,  behavioral intentions and behaviors  

(Fishbein and Azjen 1 977) and the  conditions under  which at t i tudes  were 

predictive of behavior.  However,  investigations into at ti tude change  

continued to be problematic for researchers ,  however ,  prompting Sherif 

(1977,  p. 368) to remark th a t  there w as  a "reigning confusion in the  area," 

despite  "a t remendously  thriving output" in the  area. Furthermore, despite  the  

accumulat ion of perhaps  more data  and theory than  any other  topic in the  

social sc iences,  there w a s  very little agreem ent  regarding "if, when ,  and how 

the  traditional source,  m essage ,  recipient, and channel variables affected 

att i tude change"  (Petty and Cacioppo 1986,  p. 125).

Atti tudes have remained of concern,  however ,  due to their proposed 

guiding role as  "efficient psychological mechanisms tha t  strongly influence
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social behavior," (Kerlinger 1984,  p .1 ). This interest w a s  soon generalized to 

the  fields of business ,  particularly marketing. Atti tudes  and their influence on 

behavior  peaked the  interest  of marketers  due to their relevance in predicting 

and understanding phenom ena  such as  advertising ef fec t iveness  and 

c onsum er  behavior (Bettman 1986;  Kassarjian 1982;  Strong 1925).

Much of the  focus  regarding persuasion and a t t i tudes  followed 

divergent  pa ths  within the  field of marketing research and consum er  behavior  

reflecting the  ongoing d isagreem ents  brooding within the  psychology 

literature. Different approaches  to atti tude change  and persuasion,  as  well as  

definitional issues , have been proposed by many authors.  However,  the  single 

m o s t  prevalent  a rgument  s tem s  from a deba te  abou t  the  cognitive versus  

affective approach  to at ti tude formation and change  (e.g.,  Petty and Cacioppo 

1989 ,  1986,  1981,  1979;  Zajonc 1980;  Fishbein and Azjen 1972 ,  1967).

Popular C om peting A ttitudinal M odels

Reflecting the  current  d eba te  regarding the  for mation of a t t i tudes  by the  

individual, this sect ion will provide a brief review of the tw o  dominant  

paradigms in the  at ti tude literature: affective vs. cognitive at t i tude formation. 

Following this discussion,  a brief introduction to the  ELM will be provided to 

d em ons t ra te  its usefulness  in overcoming this deba te  within persuasion 

research.
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The Theory of Reasoned Action

Fishbein and Azjen (1972,  1975  and 1981)  pioneered the  "Theory of 

Reasoned Action" (TORA) which develops a cognitive approach  to the  

formation of at t i tudes . It is considered perhaps  to be the  m o s t  clearly 

developed exposition of the  causal  basis  of at ti tude formation (Mitchell and 

Olson 1981).  According to  Fishbein and Azjen (1975)  a t ti tude is defined as  

a "pe rson 's  favorable or unfavorable evaluation of an object"  (p. 2). This 

definition has  been ex tended  to include other  people, them selves ,  and issues  

(Petty and Cacioppo 1986).

The TORA posits  th a t  a t t i tudes  result from the  sum m ed  p roduc t  of a 

p e r so n ' s  evaluation of each  belief and the  s trength  with which th o se  beliefs 

are held (Fishbein and Azjen 1980,  1975).  Fishbein's initial conceptual izat ion 

of the  individual 's at t i tude toward  the  ac t  (Aact) is:

A  A c t =  ^ i a i ( 1 )

w here  "AAct represents  an individual 's att i tude tow ard  (i.e., af fect  for or 

against) using a particular brand; B; is the  individual 's perceived likelihood (or 

belief) th a t  using the  brand will lead to som e c o n s e q u en ce  i; a; is the  

individual 's evaluation of the  occurrence of tha t  co n se q u en ce  i on a good-bad 

dimension; and n is the  number  of salient co n seq u en ces"  (Lutz 1975 ,  p. 49). 

Equation 1 represen ts  the  theoretical relationship b e tw een  the  at t i tude and its 

cognitive an teceden ts .  B; and a, are cognitions associa ted  with the  at ti tude 

in question.



41

Support for the  multiattribute, cognitive approach  to  a ttitude formation 

h as  been  empirically docum en ted  within the  marketing literature. Lutz (1975; 

1977) found th a t  a tt i tudes  may be influenced by changing an existing B, 

e lem ent, an existing e lem ent or adding a new  Bja, com bination. Mitchell and 

Olson (1981) found th a t  product attribute beliefs are in fac t th e  major 

m ediator of AB. Olson, Toy, and Dover (1982) found sup p o rt  for the  

mediational role of cognitions on advertising co n ten t  com prehension . Support 

for th e  relationship (be tw een  b,ej and AB) has been d em o n stra ted  in m any 

s tud ies  in which correlations greater  than  .65 w ere  found (Sheppard, Hartwick 

and W arshaw  1988; Bagozzi 1982; Fishbein, Azjen and Hinkle 1980; Ja c c a rd  

and Davidson 1972; King 1 975; McCarty, Morrison and Mills 1 9 8 3  and Riddle 

1980).

As d iscussed  earlier, primary in terest in the  co n s tru c t  of a ttitude results  

from its believed value in predicting behavior. The ex tended  Fishbein model 

w a s  in troduced to provide a model of behavioral intentions and behavior. Lutz 

(1977) found the  initial support  for the  ex tended  Fishbein model (1977) in a 

consum er behavior application in which behavioral intentions w ere  predicted 

from the  w eighted  sum m ation of AAct and subjective norm s (show n as 

Equation 2 below).

B ~  Bl = \ N , ( A Act) +  W2(NBjMCj) (2)
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Equation 2 sh o w s  B as  a specific behavior; Bl as the  individual's 

intention to  perform th a t  action (behavioral intention); AAct is th e  individual's 

a tti tude tow ard  performing th e  behavior; NBj is the  individual's percep tions  of 

th e  expec ta tions  of referent j with respec t to the  behavior (normative belief); 

MCj is the  individual's motivation to comply with referent j 's  expecta tions ; m 

is th e  total num ber of salient referents; and W 1f W2 are empirically derived 

w eights.

Many o ther s tudies  have been developed to  investigate this ex tended  

model with interesting results. These s tud ies  range from investigating the  

relationship b e tw een  intentions and behavior (W arshaw  and Davis 1985 , 

1984; Bagozzi 1981; to th o se  supporting the  relationship b e tw een  a tti tudes  

and subjective norm s and intentions (Ryan 1982; Ryan and Bonfield 1980; 

W arsh aw  1980; Bearden and W oodside 1978; W eddle and Bettman 1973). 

Ryan (1982) posits  th a t  the  SN com ponen t may no t be formed independently  

of AAct.

In general, the  opinion of marketing scholars  is th a t  the  Fishbein model 

pu t a co h eren t s truc ture  on a d isparate  grouping of literature and has  provided 

a starting ground for additional research. In particular, it has been rem arked 

th a t  fu ture  work should investigate its predictive abilities in dealing with goal 

in tentions and choice situations (Sheppard et al. 1988).
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Affect

As support for the  cognitive approach  to  a ttitude formation and the  

deve lopm ent of behavioral intentions continued th roughou t the  psychology 

and marketing literature, a resu rgence  of in terest in the  physiological approach  

to  atti tude formation began to resurface. Zajonc (1980) rein troduced the  

affective approach  atti tude  formation in the  psychology literature, and it has  

generally been recognized th a t  th e se  affective com p o n en ts  do in fac t  play a 

critical role in the  consum ption  experience (Burke and Edell 1989). Zajonc 

(1980) hypothesized th a t  cognitive p ro cesses  m ay opera te  either in conjoint 

or com pletely independently  to affective attitude formation. This is counter  

to  traditional thinking with regards to affect and its sequential role in 

preference  formation.

Historically, it w as  assum ed  th a t  affect occurred a s  a result of cognition 

or aw a re n e ss  (Pluzinski and Qualls 1986). W undt (1907) no tes  th a t  to  a rouse  

affect, ob jects  need only to be cognized, if only minimally. This view  is 

supported  by Tsai (1985). However, Zajonc (1980) allows for the  possibility 

of affective reactions occurring independently  of cognitive p ro cesses .  Zajonc 

(1980) allows for a sep a ra te  sy s tem s  view to acco u n t  for the  role of affect 

in a ttitude formation. This reflects the  full circle evolution to earlier 

ap p ro ach es  to physiological a ttitude formation such  as  th o se  posited by 

Darwin (1872).
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Although no universal agreem ent exists  for the  definition of affect, it 

is defined for the  purposes  of this disserta tion as:

An individualistic, physiological based  predisposition to behave  either
positively or negatively tow ards  an objective or idea (Muncy 1986 , p.
227).

It is interesting to  note  th a t  this definition does  not differ greatly from the  

definition of attitude frequently  cited from Fishbein and Azjen (1975). The 

primary d ifferences reflect: 1) th a t  this definition of affect does  not require 

a ffect to  be learned (though it does  no t exclude th a t  possibility), and 2) it 

reflects the  physiological basis of affect (Muncy 1986).

Zajonc (1980) describes  affective re sp o n ses  as being: 1) basic; 2) 

inescapable; 3) irrevocable; 4) difficult to verbalize; 5) implicating the  self; 6) 

need no t depend  on cognition; and 7) may becom e separa ted  from con ten t.  

A ffect is considered  basic for it reflects the  "first link in the  evolution of 

com plex adaptive functions th a t  eventually differentiated plants  from 

animals," (Zajonc 1980 , p. 156).

The irrevocability of affective resp o n ses  is of particular in terest to  this 

s tudy  as  th e  disserta tion hopes  to  provide empirical support for th e  resis tance  

of a tt i tudes  to  persuasion. Zajonc (1980) argues  th a t  the  a tti tudes  resulting 

from an affective reaction are quite impervious to persuasion, concluding th a t  

coun te rpersuasive  m essa g e s  would be virtually ineffective. This directly 

con trad ic ts  the  philosophy of Petty and Cacioppo (1986; 1989) w ho argue 

th a t  a tt i tudes  formed via the  central route to persuasion should be more
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pers is ten t and resis tan t to  counterpersuasion . The peripherally formed, 

affectively-based a tti tudes  should be more tem poral and malleable. This s tudy  

enab les  the  investigation of the  possibility th a t  exposure  to  a negative 

publicity m e ssag e  will elicit an affective reaction th a t  m ay in fac t perm anently  

ta in t com pany , brand and ad attitudes.

Zajonc (1980) su p p o rts  the  proposition th a t  affective re sp o n ses  occur 

fairly independently  of cognition by reporting the  exhibited failures of 

persuasive  com m unications to achieve substantial attitude ch an g e  in 

individuals. Additionally, although the  individual may be able to  readily a c c e s s  

his general impression of a book, advertisem ent, movie, e tc . ,  he m ay no t be 

able to  recall any substantia l part of the  co n ten t  of the  object. Hence, it may 

b ecom e questionable  as  to  the  overall ability of cognitive persuasive  appeals  

to  influence a ttitude s truc tu re  w ithout the  p resence  of som e motivating force 

such  as p roduct or issue involvement or an a ttem p t to  develop som e causal 

explanation for a given phenom ena.

Tsai (1985) challenged this approach  which e n c o m p a sse s  the  

independence  of cognitions and affect. This challenge cen te rs  around tw o  

primary a rgum ents . First, while it is possible th a t  the  mere mention of a p as t  

ev en t  might g enera te  a powerful affective response , this does  no t necessarily  

m ean  th a t  assoc ia ted  cognitions w ere  never p resen t.  It is possible th a t  the  

remaining affect may have simply proven more persis ten t than  the  assoc ia ted  

cognitions reflecting a separation of the  affective response  and the  supporting
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cognitions. Second, th e  possibility exists  th a t  unconsc ious  cognitive 

p ro c e sse s  can  m ediate the  formation of likings. Gordon and Holyoak (1983) 

su g g e s t  th a t  a ffect resulting from mere exposure  d o es  in fac t result from 

unconsc ious  cognitive p rocesses .

In sum , traditionally affective p ro cesses  have been relegated to  a 

seco n d ary  role (Holbrook and Hirschman 1982; Peterson , Hyer and Wilson 

1986) in th e  literature. Recent work, how ever, has  sh o w n  th a t  affective 

p ro c e sse s  may in fac t be a powerful source  of hum an motivation, information 

processing  and choice (W estbrook 1987; Hoffman 1986; Isen 1984; Zajonc 

1980).

In sum m ary, while m uch of the  focus regarding persuasion  and 

a tt i tudes  has  followed d ivergent pa ths  within the  field of marketing research  

and consum er behavior, tw o  primary app roaches  to  a ttitude ch an g e  and 

persuasion  have been cham pioned by various au thors. The m o st prevalent 

d isag reem en t s tem s  from th e  cognitive versus  affective approach  to  a ttitude 

formation and change . As d iscussed  above, Fishbein and Azjen (1 972 , 1975  

and 1981) pioneered and cham pioned the  "Theory of Reasoned Action" which 

su p p o rts  a very cognitive approach  to the  formation of a ttitudes.

Alternatively, Zajonc (1980) su g g e s ts  the  more affect-driven approach  

which has recently been introduced into the  marketing literature. This 

approach  hypothesizes  th a t  cognitive p ro cesses  may opera te  in conjunction 

or completely independently of affective attitude formation. He describes
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a tti tudes  resulting from the  affective p ro cesses  as  being physiological 

re sp o n ses  th a t  are enduring and quite resis tan t to  change.

This d isserta tion em b races  the  explanatory capabilities of both  of th e se  

choices. This will primarily be possible through  the  selection of the  

Elaboration Likelihood Model (ELM) as  the  theoretical foundation  of 

investigation. A discussion  of the  field of persuasion  research  and a 

description of the  ELM will highlight the  applicability of this approach  to  the  

d isserta tion.

The Persuasion P rocess  and Its O utcom es

The s tudy  of persuasion  and its e ffec ts  on individual thinking h as  long 

been  of in terest to  psychologists, com m unication scholars , m arketers  and 

advertisers. The goals of persuasive efforts may be to  g en era te  favorable 

feelings tow ard  a political candidate , stimulate the  pu rch ase  of a particular 

p roduc t or influence an individual's value system . As a result, persuasion  

efforts  m ay range from subtle  peer influences to overt social or religious 

conversion  efforts (Smith 1982). This section will provide a brief overview  

of persuasion  research  and the  fram ework used in the  d isserta tion, the  ELM. 

Discussion of the  com p o n en ts  of the  attitudinal model (AAd, ACo, AB, 

cognitions and Bl) will follow the  discussion of supporting literature on the  

ELM.
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Persuasion

The s tudy  of a ttitude change  and persuasion can be traced  to  the  

s tud ies  of Hovland, Lumsdaine and Sheffield (1949) relating to  th e  im pact of 

U. S. Army training and morale films. Persuasion and attitude ch an g e  evolved 

into four general approaches: the  learning approach  (i.e, classical

conditioning, Doob 1947; Zanna, Kiesler and Pilkonis 1970; Gorn 1982); the  

perceptual approach  (Sherif and Cantril 1945 , 1946; Asch 1948); the  

functional approach  (Sarnoff 1960; Kelman 1961); and the  co n s is ten cy  

approach  (Heider 1946; Festinger 1957; Osgood and T annebaum  1955).

As late as the  19 5 0 's  the  average American view ed persuasion  as  a 

tool capable  of controlling anyone who happened  to  encoun te r  its efforts. It 

w a s  during this period th a t  th e  "hypodermic" needle theory  of persuasion  w as  

developed. This approach  s ta te s  th a t  as  receivers of persuasive  

com m unications, w e  are relatively defense less  against persuasion  and th a t  the  

sender  may "inject" a persuasive com m unication into our sy s tem  of thinking. 

Fortunately, as Schram m  (1971) notes:

"The m o st dram atic change  in general com m unication theory  during the  
last forty years  has been  the  gradual aban d o n m en t of the  idea of a 
passive audience, and its rep lacem ent by th e  c o n c e p t  of a highly 
active, selective audience, manipulating rather than  being m anipulated 
by a m essag e ,"  (p. 8).

Since the  early 1 9 7 0 's ,  it has  becom e the  predom inant view  in 

persuasion  research  th a t  th e  recipient of a m essag e  is in fac t a very active
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partic ipant in th e  persuasive process . This view is quite co n s is ten t with the  

w orks  of a ttitude formation developed by both Fishbein and Ajzen (1967; 

1972) and Zajonc (1980). As s ta ted  earlier, Fishbein and Azjen (1972) s ta te  

th a t  the  individual arrives a t  an attitude tow ard  a particular ac t  after the  

consc ious  analysis of th e  c o n seq u en ces  of performing th a t  behavior. 

Additionally, a lthough Zajonc (1980) d o es  not generally support th e  cognitive 

processing  of all incoming information, he d o es  not imply th a t  the  receiver is 

a t  the  whim of th e  sender  with regards to  the  am oun t and type  of information 

used  to arrive at th e  AAct.

A ttitude Resistance Research

This d isserta tion utilizes one of the  prevalent v iew s of persuasion  

currently  accep ted  within the  field of psychology, the  ELM. This model 

enab les  the  integration of cognitive and affective and provides for tw o  distinct 

rou tes  to  persuasion: the  central (cognitive) and peripheral (affective).

Through the  integration of th e se  tw o  approaches , it is possible to  investigate  

a num ber of potential ou tcom e variables and their im pact on one ano ther  in 

a negative publicity scenario .

Under the  ELM, the  central route provides for the  resulting attitudinal 

s truc tu re  to  develop as  a result of brand and com pany  related cognitions, AAd, 

and ACo. The peripheral route enables the  investigation of attitude formation 

w ithout the  developm ent of many brand-related cognitions. The model
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developed in the  d isserta tion will include all of th e se  attitudinal com p o n en ts ,  

as  well as  relating th ese  attitudinal com ponen ts  to Bl.

Petty  and Cacioppo (1986) report th a t  the  final co n se q u e n c e s  

assoc ia ted  with choosing a particular route to persuasion are res is tance  to 

coun terpersuasion  and attitudinal persis tence. Both of th e se  c o n c e p ts  are 

quite distinct, persis tence  referring to the  temporal durability of an attitude. 

Resistance refers to the  ineffectiveness of coun terpersuasive  efforts. Hence, 

an a ttitude  could be quite resis tan t to  change, yet be short term  in duration.

A ttitudes formed via the  central route are assum ed  to be both res is tan t 

and persis ten t.  Conversely, peripherally formed a ttitudes  would be assum ed  

to  be both transien t and susceptib le  to counterpersuasion . The reasoning  is 

th a t  th e  developm ent of coun te ra rgum ents  to support the  initial a tt i tudes  

should be more possible under conditions of central route  processing .

To date , "no research  has explicitly te s ted  the  ELM prediction th a t  the  

m anner in which an attitude is formed or changed  has im portant implications 

for the  resis tance  of the  a ttitude,"  (Petty and Cacioppo 1986 , p. 181). This 

d isserta tion will provide a setting for investigating this proposition.

The Elaboration Likelihood Model

The Elaboration Likelihood Model is based  on the  premise th a t  w hen  

faced  with a persuasive com m unication, individuals will engage  in issue 

relevant thinking (elaboration), along a continuum  ranging from the  use  of no
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th o u g h t  abou t issue relevant information p resen ted  to  com plete  elaboration 

of every  a rgum ent and integration of th e se  elaborations into the  p e rso n 's  

att i tude sch em a  (Petty and Cacioppo 1989). Although it has  been  sh o w n  th a t  

people are m otivated to hold correc t a tti tudes  (Festinger 1957), th e  am ount 

and nature  of issue-relevant elaboration in which they  are willing or able to 

en g ag e  to  eva lua te  a m essag e  varies with individual and situational factors .

It is the  continuum  of elaboration th a t  m o st clearly illustrates the  

integration of the  prior w orks in the  area of a ttitude change  and persuasion . 

It is this theoretical and practical flexibility th a t  led to  the  selection of th e  ELM 

as  th e  fram ew ork  for research .

Relevant ELM C om ponents

At the  lower end of the  processing  continuum , such  theories  as 

classical conditioning (Gorn 1982) and exposure  (Zajonc 1980) are relevant 

in w hich th e  individual exhibits virtually no ability or desire to  consider issue 

relevant thinking. However, a ttitudes  may still be modified or altered through 

th e  association  of a strong positive or negative cue and the  transferral of its 

asso c ia ted  affect to  the  object (Petty and Cacioppo 1989). Zajonc (1980) has 

even  show n  support for th e  notion th a t  mere subliminal exposure  can  result 

in a m ore positive attitude to w ard s  a given object.
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At th e  upper end of the  processing continuum  is the  inclusion and 

integration of all issue relevant information. This occurs  w hen  both th e  ability 

and motivation for elaboration are p resen t in the  individual. As above , there  

are o ther com peting  theories  th a t  may be considered as  part of this alternative 

such  as  th e  TORA (Fishbein and Azjen 1975 , 1980) and cognitive resp o n se  

theory  (Greenwald 1968; Petty, Ostrum and Brock 1981).

Hence, the  ELM postu la tes  th a t  tw o  relatively distinct rou tes  ex ist to  

persuasion; th e  central route  and the  peripheral route. These  rou tes  reflect 

the  influence of several possible situational and  individual d ifference variables. 

The individual difference variables of concern  include the  need for cognition 

and th e  ability to  p rocess  information. Situational facto rs  of in terest to  this 

d isserta tion  include distraction and involvement.

Also, given th e  negative publicity setting of the  s tudy, one peripheral 

cue  of relevance to  the  d isserta tion is th a t  of source  credibility. For exam ple, 

if th e  consum er ch o o ses  to  develop a positive attitude tow ard  the  ad voca ted  

position solely due to  the  expertise  of the  source , the  peripheral route  has  

been utilized and no consc ious  consideration of the  issues  has  occurred . This 

d isserta tion  will enable  th e  a s se s sm e n t  of peripheral cu es  such  as  source  

fac to rs  on the  formation of attitudes. Furthermore, the  res is tance  of 

peripherally formed a tti tudes  may be investigated.
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Cognitive C onsistency

Maintaining cognitive cons is tency  is n ecessa ry  for th e  individual to 

minimize deleterious cognitive, affective and behavioral c o n se q u e n c e s  (Petty 

e t  al. 1986). In m arketers ' term s, th e se  co n se q u e n c e s  can include cognitive 

d issonance , poor p roduct perform ance after selection, and social p re ssu re s  to 

conform . If the  consum er believes th a t  the  p roduct to  be pu rch ased  is a 

"good" choice w hen in actuality it is a "poor choice,"  th e  c o n se q u e n c e s  for 

th e  consum er may not only be increased d issonance , bu t also financial and 

personal co n seq u en ces .

This disserta tion p roposes  to introduce the  resp o n d en t to  information 

th a t  is contradictory  to  previously held beliefs and a tti tudes. Through the  

introduction of this negative publicity piece, the  re sp o n d en t is then  faced  with 

th e  situation in which the  contradiction m ust so m eh o w  be resolved and 

in tegrated into the  existing belief structure . This p rocess  of integration or 

refutation will enable the  determ ination of a ttitude resis tance  levels ac ro ss  

processing  groups. Therefore, the  im portance to con su m ers  of maintaining 

cognitive cons is tency  is a primary assum ption  underlying the  operation of the  

model.

Festinger (1954) first investigated the  phenom ena  of individuals striving 

to  maintain correct a tt i tudes  and noted th a t  part of the  p ro cess  includes 

gathering similar opinions from peers to s treng then  the  resolve the  individual 

has  in the  attitude. The d isse rta tion 's  approach  of presenting a contradiction
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in incoming information will force individuals to  exam ine th e  ty p e  of 

information, its credibility and may modify their motivation to  seek  additional 

information to  in tegrate  th e  incoming data . Not only will this integration and 

exam ination of th e  information enable the  determ ination of res is tance  levels 

a c ro ss  processing  groups, bu t it will also enable the  determ ination of the  

relevant influence of each  of the  attitudinal com ponen ts  such  as  AAd and ACo 

on th e  overall resulting AB and Bl.

The next section  will develop support for the  various a s p e c ts  of the  

ELM th a t  are sub jec t to  investigation in this d isserta tion or are n ec e ssa ry  for 

inclusion to  support  the  developm ent of the  research  q u es tio n s  and 

h y p o th eses .  It will be p resen ted  sequentially covering the  major theoretical 

a reas  covered  under the  basic propositions of the  ELM. These  propositions 

are included as  Table 2 .1.

Relevant Individual Difference C onstructs

The need for cognition as  a relevant dispositional trait h as  been 

supported  in psychology as  early as  M aslow (1943). Initial empirical support, 

how ever, w as  form ulated by Cohen, S totland and Wolfe (1955), w ho 

described  the  need for cognition as  "a need to  s truc tu re  relevant situations 

into meaningful, in tegrated w ays. It is a need to unders tand  and make 

reasonable  the  experiential w orld” (p. 291). In o ther w ords, individuals th a t  

score  highly on a need for cognition scale "find it fun to  think".
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Early research  on the  topic often provided disappointing results  

attributed  to  w eak  experimental procedures. Cacioppo and Petty  (1982) 

studied  th e  need for cognition and developed a useful scale for distinguishing 

th o se  individuals w ho dispositionally tend  to  engage  in and enjoy more 

effortful analytic activity. The need for cognition has been found to  be a 

contributory  as  opposed  to a n ecessa ry  or sufficient cau se  for high elaboration 

in th e  ELM fram ew ork (Cacioppo, Petty and Morris 1983).
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Table 2.1
Elaboration Likelihood Model - Postu la tes

P ostu la te  One: People are m otivated to hold correct a ttitudes.

Postu la te  Two: Although people w an t to  hold correct a tt i tudes, the  
am ount and nature of issue-relevant elaboration in 
which they  are willing or able to engage  to evaluate  
a m essag e  vary with individual and situational 
factors.

P ostu la te  Three: Variables can affect the  am ount and direction of 
attitude change  by: a) serving as  persuasive 
argum ents; b) serving as  peripheral cues , and/or; c) 
affecting the  ex ten t or direction of issue and 
a rgum ent elaboration.

Postu la te  Four: Affecting motivation and/or ability to  p ro cess  a 
m essag e  in a relatively objective m anner can  do so 
by either enhancing or reducing a rgum ent scrutiny.

P ostu la te  Five: As motivation and/or ability to  p ro cess  a rgum en ts  
is decreased , peripheral cu es  becom e relatively 
more im portant de term inan ts  of persuasion. 
Conversely, as a rgum ent scrutiny is increased, 
peripheral cues  becom e relatively less im portant 
determ inants  of persuasion.

Postu la te  Six: Attitude ch an g es  th a t  result mostly from processing  
issue relevant a rgum ents  (central route) will sh o w  
greater  temporal persis tence, g rea ter  prediction of 
b e h a v i o r ,  a n d  g r e a t e r  r e s i s t a n c e  t o  
counterpersuasion  than  attitude ch an g es  th a t  result 
from mostly peripheral cues.

Postu la te  Seven: Variables affecting m essag e  processing  in a 
relatively biased m anner can produce either positive 
(favorable) or negative (unfavorable) motivational 
and/or ability bias to the  issue-relevant th o u g h ts  
a ttem pted .

A dapted from: Petty, Richard E. and Jo h n  T. Cacioppo (1986) "The 
Elaboration Likelihood Model of Persuasion," in A dvances  in Experimental 
P sychology .
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Cacioppo, Petty  and Morris (1983) found in a persuasion co n tex t  th a t  

a rgum en t quality had a greater  impact on m essag e  evaluations and source  

im pressions for th o se  individuals m easuring high on the  need for cognition 

m easu re  scales , com pared  to th o se  sub jec ts  with lower Ncog sco res .  

Furtherm ore, individuals determ ined to have higher need for cognition 

exhibited grea ter  cognitive effort and recalled more m essag e  argum en ts  

irrespective of the  argum ent quality. The need for cognition will be m easured  

in th e  d isserta tion s tudy  to  control for individual d ifferences in this cons truc t .

Relevant Situational Variables

Many potential e ffec ts  can im pact th e  route to  persuasion  utilized by 

th e  individual. Situational variables th a t  can im pact th e  route to  persuasion  

can  include levels of distraction, repetition and involvem ent (under certain 

conditions).

Distraction has been associa ted  with a decreased  ability to a t ten d  to the  

m e ssag e  a t hand. Keating and Brock (1974) found th a t  th e  num ber of 

coun te ra rg u m en ts  the  responden t w as  capable  of recalling d ec rease d  as the  

level of distraction increased. Petty e t  al. (1976) report th a t  distraction is 

asso c ia ted  with increased ag reem en t w hen  w eak  argum ents  are p resen t and 

d ec rease d  levels of ag reem en t with increased m essag e  s treng th . The general 

c o n se n su s  in the  literature is th a t  distraction interrupts the  th o u g h ts  th a t  

would normally be elicited by the  m essage  (Petty e t  al. 1986). However,
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under conditions of low motivation and/or low ability to  p ro cess  th e  m essag e ,  

distraction generally has little impact.

Involvement is the  primary individual difference c o n s tru c t  th a t  will be 

used  in this  s tudy  to  initially encourage  central or peripheral processing . 

Involvement is of primary in terest to  this s tudy due to the  im pact of causal 

attributions on involvement, resulting in a c rossover e ffect (for exam ple, 

processing  pa ths  of peripheral changing to  central pa ths  over time).

Involvement has been  found to both facilitate and inhibit 

persuas iveness ,  depending on th e  quality of the  m essag e  a t hand (Chaiken 

1980). Hence, involvement is im portant in this s tudy  to  unders tand  h ow  the  

consum er, w hen  faced with contradictory  information, m ay modify his 

originally chosen  path  to persuasion.

For the  purposes  of this disserta tion involvement will be defined as 

referring to  the  personal relevance of a persuasive m essag e  to  th e  receiver 

(Zaichowsky 1985). Petty  and Cacioppo (1979) cited tw o  im portant 

d im ensions to  involvement th a t  w ere  of specific in terest in a persuasive  

contex t: issue and response  involvement.

Issue involvement is referred to  as the  situation in which the  "recipient 

is compelled to see  the  im portance of the  m essag e  issu e 's  resolution to  valued 

and curren t goals," (p. 270). Cacioppo and Petty (1982) found th a t  an 

im portant de term inan t of w h e th e r  the  central route or the  peripheral route  is
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utilized reflects how  extensively the  recipient is involved with th e  issue under 

consideration.

Response involvement is of concern  w hen  recip ien t 's  attitudinal 

re sp o n se  will in som e w ay  be p resen ted  for public or peer scrutiny. In o ther 

w ords, w hen  the  responden t may be expec ted  to  publicly d iscuss  or defend 

their opinions, response  involvement is high. R esponse involvement, 

therefore , may be instrumental in obtaining a valued ou tcom e such  as  social 

approval (Leippe and Elkin 1987).

Both issue and response  involvement have been  assoc ia ted  with a 

predisposition to se lec t the  central route to  p rocessing  (Chaiken 1980), and 

significant d ifferences do exist in the  persuasion  effects .  Previous research , 

how ever, highlights several effect differences th a t  exist b e tw een  re sp o n se  and 

issue involved individuals. For example, high response  involved individuals 

appear  to  be relatively less sensitive to  m essag e  quality than  highly issue 

involved individuals (Leippe and Elkin 1987). R esponse involved individuals 

also tend  to be relatively insensitive to peripheral cu es  such  as  source  

expertise  (Johnson  and Scileppi 1969) and source  a ttrac tiv en ess  (Chaiken 

1980). However, w hen  both  ty p es  of involvement are at work the  private and 

public m otives of consu m ers  m ust reach a com prom ise. Hence, under th e se  

conditions, som e sensitivity to  the  m essag e  quality is p resen t (Petty and 

Cacioppo 1986). It is possible th a t  the  response  involved individual d o es  not 

actually engage  central route elaborate processing. Instead this individual
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en g a g e s  in a m ain tenance-type processing, picking up only th o se  p ieces  of 

information co n s is ten t with the  m ainstream  viewpoint and co n s is ten t with the  

private self (Leippe and Elkin 1987).

R esponse involvement will not be manipulated in this s tudy . R esponse  

involvem ent reflects a situation in which the  issue is not particularly im portant 

to  the  individual, bu t adopting a position th a t  will maximize the  immediate 

situational rew ards  is of primary im portance (Petty and Cacioppo 1979). 

Hence, th e  reaso n s  for focusing on the  influence of issue involvem ent as 

opposed  to  response  involvement in this s tudy  are threefold: 1) th e  scenario  

utilized for this s tudy  does  not require th e  public defense  of consum er based  

a ttitudes; 2) the  relatively greater significance of issue involvement in m any 

attitude formation and change  situations justifk '  its inclusion in th e  s tu d y  as 

o p posed  to  response  involvement and; 3) the  s tudy  setting of th e  im pact of 

negative publicity d o es  no t require the  responden t to  adop t the  situationally 

co rrec t response , bu t rather weigh the  long term  im pact of holding th e  correc t 

att i tude to  the  individual.

Issue involvement reflects w he the r  or not the  issue has  significant 

c o n se q u e n c e s  on th e  individual re sp o n d en t 's  life (Apsler and Sears  1968). 

Early research  found th a t  with increasing levels of involvement, the  individual 

may in fac t  have increased resis tance  to the  persuasive com m unication (Sherif 

and Hovland 1961). This d isserta tion will be con s is ten t with the  a rgum ents  

th a t  higher p roposed  resis tance  levels are p resen t for centrally formed
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a tti tudes . Centrally formed a tti tudes  should be reflective of higher involved 

individuals.

The ELM approach su g g e s ts  th a t  due to  an individual's desire to  hold 

co rrec t a ttitudes, introduction to contradictory  information may lead to 

increased  elaboration by th e  individual. However, Petty  and Cacioppo (1986) 

note  th a t  in th e  real world individuals may have becom e more practiced  at 

defending  their beliefs and be less susceptib le  to  coun te rpersuasive  appeals  

or th e re  may simply be a problem motivating co n su m ers  to  ad d ress  a 

thoroughly  evaluated  situation (in their minds) through this counterattitudinal 

p ro cess .  Issue involved individuals have also been found to  ex p ress  more 

ex trem e a tti tudes  th a t  are highly correlated with the  quality of th e  m e ssag e  

(Leippe and Elkin 1987).

Since th e  s tudy  setting  concerns  the  use of advertising m e ssa g e s  as  the  

experim ental stimuli, the re  are som e additional involvem ent d im ensions th a t  

should be considered  in the  con tex t of co n su m e rs ' attitudinal reaction to 

advertising. Baker and Lutz (1987) have distinguished tw o  d im ensions of 

involvem ent with regards to  an advertising stimulus: advertising m essag e  

involvem ent (AMI) and advertising execution involvement (AEI). While the  

form er is quite similar to  th e  con tex t of issue involvement as  d iscussed  by 

Petty  and Cacioppo (1986), the  latter reflects the  rec ip ien t 's  cognitive effort 

devo ted  to  the  no n co n ten t a sp e c ts  of the  advertisem ent. These  n o n co n ten t  

issues  include source  and executional characteris tics. Source issues are of
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primary in terest in the  investigation of a negative publicity scenario , s ince the  

credibility of the  m essag e  sou rce  is enhanced  due to  the  m e ss a g e 's  nonpaid 

nature .

Sum m ary

As d iscussed  through this review of the  ELM, there  are m any areas 

available to  the  researcher  for investigation. This s tudy  specifically 

investigates  differences in resis tance  to counterpersuasion  of individuals th a t  

p ro cess  information either primarily cognitively or peripherally. The ELM 

provides a useful fram ew ork for this investigation by enabling the  construction  

of four processing  se q u e n c e s  th a t  define the  available elaboration alternatives 

w hen  th e  individual is confronted  with contradictory  information. These  four 

processing  rou tes  (Central-Central; Central-Peripheral; Peripheral-Central; and 

Peripheral-Peripheral) provide the  fram ework for th e  s tu d y 's  focus  on 

res is tance  to  coun ter  persuasion.

In investigating this resis tance  to coun terpersuasion , th e  s tudy  will 

focus  on the  impact of: 1) the  negative publicity setting  and th e  resulting 

sub jec t attributions, 2) th e  level of m essag e  processing  involvement 

engendered  in the  subjec ts , and 3) the  influence of the  perceived expertise  of 

th e  source  of the  negative publicity m essage . These  various influences will 

be exam ined for their role in changing the  attitudinal ou tcom e variables.
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Hence, the  s tudy  design will result in four processing g roups and should 

highlight the  im pact of initially cognitive versus  affective processing  of 

information in the  formation of a ttitudes  and the  resulting res is tance  of th e se  

a tt i tu d es  to  coun terpersuasive  material. The ou tcom es  of the  ELM include 

several attitudinal and behavioral com p o n en ts  of interest. The attitudinal 

co m p o n en ts  are cognitions relating to the  com pany and brand, ACo, AAd, and 

Ab (refer to  Figures 1 .3-1 .5). Each of th e se  com p o n en ts  will be succinctly  

review ed th rough  the  relevant literature in the  sec tions  th a t  follow.

Relevant Attitudinal O utcom es

Attitude Tow ard th e  Com pany (Ac )̂

As d iscussed  in Chapter 1, the  co n cep t  of ACo has  been often 

overlooked in the  developm ent of attitudinal models. Although th e  co n s tru c t  

se e m s  logical for inclusion in brand attitude models, it is often  a ssu m ed  to  be 

of minimal im portance (Wilkie e t  al. 1983).

The im portance of th e  ACo in this s tudy  reflects the  causal attributions 

th a t  may occur during exposure  to  a negative publicity m essag e . A negative 

publicity m essag e  involves unsponsored  dissemination of potentially dam aging 

information abou t a firm. For the  purposes  of the  d isserta tion, ACo will be 

defined as:
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A learned predisposition to  respond in a consis ten tly  favorable or 
unfavorable m anner tow ard  th e  sponsoring organization (Mackenzie and 
Lutz 1 989 , p. 50).

Much of th e  literature investigating the  cons truc t  of ACo lies in th e  a reas  

of corrective and com parative advertising. These  a reas  closely parallel the  

focus  of this  s tudy , th e  e ffec ts  of negative publicity on the  c o n su m e rs ' 

a ttitude s tructure .

In fact, the  potential ramifications of negative publicity on ACo m ay be 

more severe  due to  the  unsponsored  and credible nature  of the  m essag e . 

In addition, negative publicity m essag es  are no t sub jec t to  the  sam e 

governm ental guidelines th a t  influence corrective and com parative 

advertisem ents .  Such guidelines limit the  s treng th  and scope  of corrective 

and com parative advertising m essag es  (Wilkie e t  al. 1983).

Corrective advertising seeks  to  correct m isim pressions result from a 

misleading or deceptive  advertisem ent (Wilkie e t  al. 1984). The goal is not 

to  a s se s s  punitive d am ag es  on the  firm. It is logical in such  se tt ings  to 

consider the  role of ACo in th e se  corrective a ttem pts .

Early s tud ies  in corrective advertising generally reviewed c o n su m e rs ' 

reactions to corrective ads  using experimental designs. The im pact of 

m e ssag e  s treng th , increased frequency, and m essag e  source  (FTC vs. 

com pany) w ere all found to produce reduced consum er brand percep tions  

(Dyer and Kuehl 1974; Hunt 1973). Kassarjian, Carlson and Rosin (1975) 

found th a t  exposu res  to corrections lead to lowered brand percep tions  from
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th e  original opinions held. Dyer e t  al. (1974) also noted lower in tentions to 

p u rchase  th e  brand as  a result of the  corrective exposure .

Hence, the  necess ity  to investigate the  phenom ena  of co rpora te  

a tt i tudes  and their im pact on AB is obvious with regards to  corrective 

adver tisem en ts  alone. However, in light of the  unregulated  and potentially 

dam aging  e ffec ts  of negative publicity scenarios , the  need for determ ining the  

causal role of ACo in forming brand a tti tudes  is even  m ore apparent.

In sum m ary, the  early research  surrounding th e  im pact of corrective 

advertising research  determ ined tw o  major points. First, th e  corrective ad 

m ay have the  potential to  shift co n su m ers ' brand percep tions, and th e se  

c h a n g e s  could im pact th e  firm 's overall com pany  image, injuring m arket 

share  and sales. Second, th e  ex istence  of th e  correction itself p roduced  more 

c h an g e  in consum er a tti tudes  and perceptions than  ch an g es  in m essag e  

characteris tics.

There has been som e d isagreem ent am ong researchers  concern ing  the  

role of ACo in bringing abou t ch an g es  in the  relevant brand or p roduct 

a tti tudes. Wilkie e t al. (1984) su g g e s t  th a t  the  im pact of the  contradic tory  

information (in the  form of the  corrective advertisem ent) app ears  to  have little 

if any im pact on th e  com pany image or on the  image of the  general p roduct 

ca tegory . However, Mackenzie and Lutz (1989) found support  for ACo in 

predicting AAd. This d isserta tion provides an opportunity  to provide evidence 

th a t  will help resolve this issue.
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Wilkie e t  ai. (1984) highlight th e  im portance publicity plays in the  

o u tcom e of the  m any c a se s  th a t  com e under FTC scrutiny. In fac t Bernhardt, 

Kinnear, Mazis and Reece (1981) remark in their analysis of th e  STP Order 

th a t  publicity - through television and new sp ap er  acco u n ts  of the  se tt lem en t - 

likely produced greater  e ffec ts  than  any of the  corrective ads. This highlights 

th e  im portance of examining this phenom ena in detail and determining in this 

unregula ted  form at the  im pact contradictory  information d o es  have on the  

c o n su m e rs ' com pany  attitudes.

In the  area of com parative advertising, research  has  exam ined the  

im pact of the  form at on information processing and the  relationship b e tw een  

AAd and AB. Droge (1989) remarks th a t  th e  com parative ad form at 

en co u rag es  a m ore careful and thoughtful consideration of th e  true  merits of 

th e  information p resen ted  (i.e. central route persuasion), possibly reflecting 

higher levels of consum er involvement due to the  contradictory  form at. This 

en h an ced  elaboration, how ever, often tak es  the  form of negative elaboration 

involving sou rce  derogation and coun te ra rgum ents  reflecting a general d is tas te  

for the  form at itself (Wilson and Muderrisoglu 1980). However, no discussion  

of th e  im pact of this negative elaboration on the  exhibited ACo has  been 

d iscussed  in the  literature to  date.

In o ther w ords, the  consum er is faced with a contrad ic tory  piece of 

information and levels of involvement then  becom e elevated  (Chaiken and
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Stangor 1987), encouraging  learning with regards to the  information 

p resen ted , but not necessarily  resulting in be tte r  exhibited AAd.

In addition, attitudinal m odels incorporating advertising stimuli have 

been  proposed  by Droge (1989) and M ackenzie and Lutz (1989). These  

m odels reflect th e  influence of AAd on AB. However, the  role th a t  ACo may 

play in th e  formation of AB has  no t been fully d iscussed . J u s t  as  Mitchell and 

Olson (1981) found support  for the  mediational role of AAd in the  formation of 

Ab, this d isserta tion h opes  to  ex tend  the  know ledge b ase  by providing support 

for th e  mediational role of ACo in the  formation of AB.

Limited investigation into the  role of attitude tow ard  the  advertiser has 

been  su g g es ted  by M ackenzie and Lutz (1989). This view of a tt i tude  tow ard  

th e  advertiser p roposes  th e  co n s tru c t  as  an a n te c e d e n t  condition to  the  

form ation of AAd only during 'cen tra l ' type processing . This disserta tion  hopes  

to  ex tend  this logic and sh o w  a role for ACo as  a d irect a n te c e d e n t  to  the  

form ation of AB in both central and peripheral processing . Furtherm ore, the  

d isserta tion  h opes  to  sh o w  th a t  ch an g es  in ACo th a t  result from th e  negative 

publicity scenario  may no t result in similar ch an g es  in m agnitude for AAd.

Sum m ary

Prior attitudinal m odels proposed  by Droge (1989) and M ackenzie and 

Lutz (1989) do not fully e n co m p ass  the  role of ACo in the  determ ination of AB. 

The im portance of c o n s tru c t  should be enlightened through the  selection of
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a negative publicity setting. The experim ent should highlight the  role of on 

the  c o n su m e rs ' attitude tow ard  the  firm and it 's  p roposed  influence on the  

resulting AB. This d isserta tion proposes  to  te s t  this proposition and provide 

su p p o rt  for its explanatory role in overall attitude formation.

Attitude Tow ard th e  A dvertisem ent 

AAd has  been defined as:

A predisposition to respond in a favorable or unfavorable m anner to  a 
particular advertising stimulus during a particular exposure  occasion  
(Lutz 1985 , p .46).

The im portance of this  co n s tru c t  in the  formation of the  co n su m e rs ' AB 

has  been  well docu m en ted  in the  marketing literature. It h as  been 

hypothesized  th a t  AAd m ediates  the  influence of brand cognitions in the  

formation of AB (Mitchell and Olson 1981; Shimp 1981; Mackenzie and Lutz 

1989; Miniard e t  al. 1990; and Mackenzie and Spreng 1992). There h as  been 

significant support show n for the  robustness  of the  relationship b e tw een  the  

tw o  co n s tru c ts  AAd and AB (Shimp and Yokum 1982; Gardner 1985; Gresham  

and Shimp 1985; Lutz et al. 1983; Mackenzie e t  al. 1986).

Initially, it w as  postu la ted  th a t  the  AB w as  affected by AAd through  its 

im pact on brand-related beliefs (Mitchell and Olson 1981). Gardner (1985) 

argued th a t  no t only may this relationship exist in certain situations, bu t th a t  

Ab may in fac t  be directly im pacted by the  co n su m ers ' AAd. The im portance
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of this  relationship reflects the  role th a t  AAd may have in representing  the  

affective com ponen t of AB (Gardner 1985).

Interest in the  role of em otions evoked by an advertisem ent is fairly 

n ew  (Chapman and Edell 1989), yet its roots go back to  the  late 19 7 0 's  in the  

work of Holbrook (1978). Holbrook (1978) investigated the  role of AAd on the  

belief s truc tu re  of the  individual. Gardner (1985) investigated th e  role of AAd 

under varying levels of brand se t  conditions. Support w as  genera ted  for the  

g rea ter  role of AAd under conditions of brand se t  conditions as o p posed  to 

nonbrand se t  conditions. Conversely, Phelps and Thorson (1991) have 

reported  th a t  AAd significantly influences AB regardless  of level of prior 

familiarity with th e  brand.

Although th e  explanatory value of AAd has been well docu m en ted  (Batra 

and Ray 1986; Cacioppo and Petty 1985; Mitchell and Olson 1981), there  

ex is ts  som e d eb a te  within the  literature as  to the  true dimensionality of this 

cons truc t .  The concep tual definition show n above is cons is ten t with Fishbein 

and A zjen 's  (1975) definition of attitude and v iew s AAd as  being com prised 

solely of an affective response . However, additional work in the  area has 

ex tended  th e  operationalization and definition of AAd to include a cognitive 

co m p o n en t (Shimp 1981; Gresham  and Shimp 1985; Miniard e t  al. 1990).

Work by Mackenzie and Lutz (1989) utilizes cognitive, evaluative, and 

affective resp o n ses  as an teced en ts  to the  general attitudinal resp o n se  AAd. 

It has  been  show n  th a t  ad- related cognitive and affective co m p o n en ts  are
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im portant supp lem ents  to th e  more commonly used brand related cognitive 

and attitudinal m easu res  (Mackenzie e t  al. 1986). Hence, a dual mediational 

approach  h as  been  su g g es ted  in which the  role of AAd includes a d irect im pact 

upon Ab and an indirect e ffec t on AB through cognitions (Mackenzie e t  al. 

1986). This work is co n s is ten t with the  ty p es  of p rocessing  th a t  occur in the  

alternative processing  s tra teg ies  in the  ELM. The model is included as  Figure 

2 . 1 .



CENTRAL PROCESSING PERIPHERAL PROCESSING

Program
or

Editorial
Contort

Naturef  Past > 
Exporisnca 
. and Info.

ATTITUDE
TOWARD

ADVERTISER

'  ATTITUDE N 
TOWARD 

ADVERTISING

AD
CREDIBILITY

AD
PERCEPTIONS MOOD

AD

‘From Lutz, MacKenzie, and  Belch (1983). U sed by perm ission.

Figure 2.1 
Proposed Antecedents of AAd



72

Som e d isagreem ent ex ists  as to  w he the r  the  c o n s tru c t  of AAd h as  any 

im pact on the  functioning of central route processing  in th e  ELM. Droge 

(1989) remarks, "AAd appears  to  be a peripheral cue  th a t  h as  little im pact 

w hen  central processing  predom inates" (p. 202). This approach  is 

p e rp e tu a ted  in th e  work of Mackenzie and Lutz (1989) in w hich th e y  sh o w  

AAd to  be related to  AB and behavioral intentions under all conditions e x cep t  

th o se  corresponding  to  th e  central route to  persuasion.

However, Park and Young (1986) found th a t  AAd o p era tes  as  a m ediator 

of persuasion  cu es  in advertisem ents  under conditions of high cognitive 

involvem ent. Miniard et al. (1990) found support for decom posing  the  

c o n s tru c t  of AAd into tw o  primary com p o n en ts  AAd.c and AAd.nc. T hese  tw o  

co m p o n en ts  reflect a distinction b e tw een  the  a d 's  claims and executional 

(non-claim) elem ents. This breakdow n is beneficial from a practical point of 

v iew  for the  m anager m ust be sensitive to the  c o n su m e r 's  reac tions  to  both 

a s p e c ts  of the  advertisem ent.

Of in terest to this s tudy  is w he the r  peripheral cu es  such  as  sou rce  

credibility (which are AAd.nc elem ents), will becom e sub jec t to  m ore elaborative 

p rocessing  under the  central route to persuasion in a negative publicity 

setting . Petty, Kasmer, H augtvedt and Cacioppo (1987) remark th a t  a sou rce  

factor may perform one of several roles in the  functioning of th e  ELM: 1) 

peripheral cue, 2) persuasive argum ent, or 3) a de term inant of th e  ex te n t  or 

direction of processing. These roles may vary as  a result of situational
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fac tors .  The disserta tion will provide a setting in which source  e f fec ts  may 

function as  a persuasive argum ent and im pact the  ex ten t of central route 

p rocessing .

Sum m ary

The role of AAd has been supported  in the  marketing literature for its 

im pact on AB. However, clarification is needed  with regards to  th e  claim 

v ersu s  non-claim elem ents  of advertisem ents  th a t  help to  g en era te  ^Ad- 

Furtherm ore, the  im pact of ACo on AB and AAd has not been clarified. This 

d isserta tion  will provide a m eans  through the  use  of the  negative publicity 

scenario  and the  attribution manipulation to clarify this relationship.

A ttitude Tow ard th e  Brand

According to  m ost multiattribute models of attitude formation, AB is the  

primary predictor of Bl. The individual's AB is p roposed  to  be a function of the  

"b ra n d 's  need satisfying qualities (attributes) to g e th e r  with his a s s e s s m e n t  of 

th e  im portance of each  attribute" (Lutz 1975 , p .49). This d isserta tion  will 

s tudy  th e  primary a n te c e d e n ts  to the  formation of AB and the  resulting Bl in 

a negative publicity setting.

Ab has  been a co n s tru c t  of in terest to researchers  for m any years  due 

to  its believed predictive ability regarding purchase  intentions. The primary 

research  regarding th e  de term inants  of AB and Bl trace  back to the  work of
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Fishbein and Azjen (1967; 1972) and Lutz (1975; 1977). As d iscussed  

earlier, th e  TORA posits  th a t  the  AB is a function of the  co n su m e rs ' 

percep tions  of th e  brands need satisfying a ttribu tes  to g e th e r  with the  

a s se s sm e n t  of the  im portance of each  attribute (Lutz 1975). Therefore, the  

c o n su m e rs ' overall brand attitude reflects a sum m ary score  of th e  belief 

co m p o n en ts  and their im portance.

The de term inan ts  of AB have been studied in som e detail by m any 

au thors  (Burke and Edell 1989; Park and Young 1985; Gardner 1985; Lutz, 

M ackenzie and Belch 1983; Mackenzie and Lutz 1983; M onroe and 

Hutchinson 1983; Shimp and Yokum 1982; Mitchell and Olson 1981; 

Holbrook 1978; Lutz 1975; Fishbein and Azjen 1972 , 1967). Early research  

into th e  cognitive determ ination of AB reflected th e  im portance of beliefs and 

evaluative criteria (Fishbein 1967 , 1972; Lutz 1975 , 1978). Later work 

focused  on developing an enhanced  view of the  de te rm inan ts  of AB, 

specifically th e  role of AAd.

AAd has  been show n  to  significantly improve the  explained variance in 

Ab Mitchell and Olson 1981). This has been dem onstra ted  under a num ber 

of experim ental conditions. Lutz e t  al. 1983  found th a t  AAd w as  a significant 

indicator of purchase  a tti tudes  for both a low know ledge/low  im portance 

subsam ple  and a high knowledge/high im portance subsam ple . Cognitive 

re sp o n ses  w ere  found to be a significant m ediator only in th e  latter group 

which is cons is ten t with the  findings of the  ELM and Zajonc 's  (1980) work.
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Park and Young (1985) found th a t  a brand se t  manipulation which drew  

su b je c t 's  a tten tions  to  brand image w as  associa ted  with enhanced  im pact of 

AAd on Ab. This work found positive, but insignificant results for the  cognitive 

involvem ent se t.  Burke and Edell (1989) found th a t  AAd had both d irect and 

indirect (via attribute  evaluations) e ffec ts  on AB.

Sum m ary

The predictors of AB have  been investigated th rough  a variety of m odels 

developed by previous researchers . The predictive value of brand cognitions 

has  been dem onstra ted  th rough  the  Fishbein model (Fishbein 1967; 1972) and 

o ther supporting research  (Burke and Edell 1989; Gardner 1985; Lutz 1972; 

1975). Additional support has been show n for the  predictive value of AAd 

(Mackenzie and Spreng 1992; Miniard e t al. 1990; Burke and Edell 1989; 

Droge 1989; Mackenzie e t  al. 1986; Lutz e t  al. 1983; Mitchell and Olson 

1981; and Shimp 1981). It is the  goal of this d isserta tion to  develop an 

improved model of attitudinal developm ent and its relationship to  Bl. As a 

result of previous research , the  inclusion of AAd and brand cognitions will be 

necessa ry  as predictors of AB.

Behavioral Intentions

Interest in modifying consum er held a tti tudes  and beliefs s tem s  from 

th e  relationship posited be tw een  AB and Bl. The ex tended  Fishbein Model
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(Equation 2) posits  th a t  AB, along with subjective norms, is th e  primary 

predictors of Bl. Behavioral intentions are of in terest to  the  re searcher  for the  

Bl is believed to  be the  "equivalent to  overt behavior (Lutz 1977 , p. 198). 

Lutz (1977) provided empirical support  for the  ex tended  Fishbein Model 

th rough  th e  determ ination th a t  a change  in the  cognitive s truc ture  or a change  

in th e  normative co m p o n en ts  lead to a change  in intentions.

Much of th e  previous research  in marketing has  limited th e  investigation 

of a tt i tudes  to predicting only AB. It is important, how ever, to  ex tend  model 

developm ent to  include Bl. Bl are the  c lo sest  approximation resea rch ers  have 

to  predicting actual behavior.

Support for th e  relationship be tw een  AB and Bl has been sh o w n  in 

several s tud ies  (Lutz 1977; Ryan and Bonfield 1975; W eddle and Bettman 

1974; Fishbein 1967 , 1972). Research surrounding the  ELM has  d iscussed  

th e  possibility th a t  the  s treng th  of the  relationship b e tw een  AB and Bl varies 

according to  the  route to  persuasion utilized. It has been su g g e s te d  th a t  

a t t i tudes  formed under the  central (cognitive) route will be m ore closely tied 

to  Bl than  th o se  a tti tudes  formed under the  peripheral (affective) route (Petty 

and Cacioppo 1981). W hen investigating the  cognitive approach  to  a ttitude 

form ation, Lutz (1977) found significant support for the  s treng th  of the  

relationship be tw een  AB and Bl. AB em erged as the  only significant predictor 

of Bl.
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M ackenzie e t  al. (1986) ex tended  the  viewpoint of Petty  e t  al. (1981) 

by expanding th e  scope  of th e  ELM fram ew ork and allowing for th e  possibility 

th a t  th e  central and peripheral routes  to  persuasion may be in tertw ined as 

o p posed  to  su b s ti tu te s  for one another. Hence, their model e n c o m p a sse s  the  

possibility th a t  AAd (a peripheral cue) may foster  m essag e  a c c ep tan ce .  

Empirical support w as  genera ted . These  results w ere  further supported  by 

Mackenzie and Spreng (1989).

Sum m ary

Although the  c o n cep t  of Bl is often overlooked in th e  deve lopm ent of 

attitudinal models, it is of in terest to  include behavioral in tentions to 

investigate the  full im pact of the  negative publicity scenario. It also enables  

th e  determ ination if ACo has a direct or indirect im pact on individuals' 

intentions to  purchase  a firm 's brands even in light of perceived improprieties. 

Therefore, this s tudy  will utilize Bl a s  the  final ou tcom e of th e  p roposed  

theoretical model.

N egative Publicity

The proposed  design of this investigation requires the  consum er to  be 

introduced to information contradictory  to prior beliefs and a tti tudes. This 

setting will enable the  s tudy  of the  various m essag e  processing  se q u e n c e s
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acro ss  time. Such information contradiction could be provided th rough  a 

num ber of different scenarios  including corrective advertising, com parative  

advertising or negative publicity. This s tudy  will utilize negative  publicity as  

th e  stim ulus to  deliver the  contradiction.

Negative publicity w a s  chosen  for a num ber of reaso n s  relevant to  th e  

s tudy  design and th e  research  ques tions  of interest. Incidences of negative 

publicity have becom e increasingly frequen t over the  p as t  several years  

(Griffin, Babin and A ttaw ay  1991) and therefore  provide an environmentally 

relevant area for s tudy. Furthermore, m any recen t ev en ts  have d em o n stra ted  

th e  potentially dam aging fallout to  corporate  im ages from negative publicity 

(e.g ., the  Exxon Valdez oil spill and the  ongoing investigations into th e  safe ty  

of b reas t  implants and D ow-Corning 's role).

In light of the  reduced  authority of the  curren t FTC and its limited role 

in corrective advertising orders, negative publicity h as  g rea t  re levance in 

to d a y 's  environm ent. Furthermore, negative publicity provides th e  topic  of 

m e ssa g e  source  charac teris tics  a m uch greater  role in a ttitude  ch an g e  than  

o ther forms of advertising. This is due to  the  trem en d o u s  variety in th e  ty p es  

of so u rces  responsible for publicity pieces. Advertising rep re sen ts  paid 

sponsorsh ip , th u s  expert credibility determ ination m ay no t be as  obvious to 

th e  consum er.

Publicity may em erge in one of tw o  primary forms: negative

(unfavorable) and positive (favorable). Publicity, as  opposed  to  commercial
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advertising, co m es  acro ss  to  th e  consum er as  a highly credible and influential

m e ssa g e  due to  the  fac t th a t  the  information transferral results from a nonpaid

source . Therefore, this may becom e a very effective e lem ent of the

promotional mix. Unfortunately, publicity 's "third person" sponsorsh ip  results

in a promotional e lem ent th a t  the  firm has very little control over. Negative

publicity has  increased potential for harm not only the  dam aging im pact on

belief provided by a credible source , but also through the  negative information

itself. Research has  sh o w n  the  disproportionate im pact of negative versus

positive information on consum er perceptions (Mizerski 1982; W einberger and

Dillon 1980; Lutz 1975; Reynolds and Darden 1972; Arndt 1967).

For th e  p u rposes  of this s tudy , negative publicity will be defined as:

N oncom pensa ted  dissem ination of potentially dam aging information by 
providing disparaging n ew s  abou t a product, service, bus iness  unit, or 
person  via the  print, b roadcast  media, or by word of m outh (Sherrell, 
Reidenbach, Moore, Wagle and Spratlin 1983).

The goal of negative publicity may be multifold, ranging from th e  press  

informing con su m ers  of m isrepresentation to rumors resulting from 

com petition. Hence, negative publicity may em erge as  d irect accu sa t io n s  or 

v ague  innuendos (Sherrell e t  al. 1983). The claims may be verifiable by the  

p ress  or the  ta rge ted  firm or purposefully elusive. This reflects the  fac t  th a t  

th e  sou rce  of the  information may or may not be identified to th e  consum er. 

S ources  for th e  unfavorable information may be a unbiased party  such  as  the  

Federal Drug Administration (FDA) or a com peting firm (Sherrell e t  al. 1 983).
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The specific ta rg e t  of the  negative information may not even be th e  firm or 

th e  product, bu t m em bers  of the  m anagem en t team  (i.e., th e  a ttack s  m ade  on 

Jo h n  DeLorean (Delorean Motors), Michael Milken (Drexel Burnham Lambert) 

and Roger Smith (GM).

Prior research  into th e  area of publicity has been primarily limited to  the  

im pact of unfavorable information. Research into the  area of negative 

information found a significant relationship ex ists  b e tw een  th e  ty p e  of 

information p resen ted  (negative versus  positive), and th e  p roduct ca tego ry  

(good v e rsu s  service) (W einberger and Dillon 1980). Specifically, W einberger 

and Dillon (1980) found th a t  unfavorable information w as  more influential to 

h om em akers  w hen  evaluating unbranded goods and serv ices  as  o p posed  to 

b randed  go o d s  or services. This effect w as , how ever, m ediated by th e  source  

charac ter is tics  with regards  to th e  negative information.

Negative information has been show n to  have m ore im pact on 

c o n su m e rs ' a ttitudes, beliefs and behavioral intentions than  an equal am oun t 

of positive information (W einberger and Dillon 1980) and g en e ra te s  more 

lasting im pressions (Cusum ano and Richey 1970). In fact, one item of 

negative  information has  been  show n to  be capable  of neutralizing five p ieces 

of positive information (Richey, Koenigs, Richey and Fortin 1975). Early 

research  also show ed  th a t  c o n su m e r 's  re sp o n ses  to  negative information 

often  genera ted  a more significant response  (Arndt 1967; Reynolds and 

Darden 1972), particularly within the  service sec to r  (W einberger and Dillon
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1980). In o ther w ords, th e  consum er followed through with s trong intentions 

no t to  buy or did no t follow through with the  actual purchase .

Practical research  by m arketers  has focused  on stra teg ic  ap p ro ach es  to 

reacting to  negative publicity situations (Reidenbach and Sherrell 1986) and 

som e limited a t tem p ts  to understand  how  co nsum ers  interpret unfavorable 

information (Richins 1983; Sherrell e t  al. 1983; Mizerski 1982; Richey, 

Koenigs, Richey and Fortin 1975). Generally how ever, research  investigating 

th e  im pact of negative publicity is sca rce  (Griffin e t  al. 1991).

Research designed to  illuminate the  co n su m ers ' response  to  negative 

information has cen tered  on the  type  of information p ro cessed  and 

explanations genera ted  by the  consum er with regards to  assigning blame. 

Mizerski (1982) investigated the  phenom ena of negative publicity within the  

co n tex t  of an attributional model designed to explain the  d isproportionate  

im pact of negative information as opposed  to positive information. The s tudy  

provided empirical support  for the  disproportionate im pact of negative

information on consum ers . Results indicated th a t  in c a se s  w here  the

*

consum er had strong expec ta tions  of positive information being forthcom ing, 

the  unfavorable information may not be viewed as credible. This may indicate 

th e  ex is tence  of an attributional threshold not docum en ted  previously within 

the  attribution research  (Mizerski 1982).

As a result, from a managerial perspective, it is vital to  investigate  the  

im pact of this type  of information on perceptions of source  credibility, attitude
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formation to w a rd s  both th e  product and com pany, and behavioral intentions. 

Investigation of th e se  attitudinal and source  fac tors  will enable th e  enlightened 

prediction of potential sales  im pacts resulting from this form of 

com m unication with th e  consum er. In order for m an ag ers ' to  reac t  in a 

proactive and effective w ay  to negative publicity, ex tensive  know ledge of 

co n su m er reactions to this type  of situation is required.

The p resen ta tion  of a negative publicity piece will encourage  the  

consum er to develop different ty p es  of attributions tow ard  th e  ta rg e t  firm and 

th e  sou rce  of th e  information. These  attributions are p roposed  to  influence 

th e  p rocess ing  of further information through their im pact on involvement 

levels (Hirschman and Wallendorf 1982) and the  perceived im portance of 

so u rce  credibility.

The co n su m e r 's  a t tem p t to resolve the  inconsistencies  in incoming 

information is hypothesized to  result in the  elaboration of peripheral cu e s  in 

th e  central route  to  persuasion . Led to  an attribution of com pany  blame, the  

individual may becom e m ore m otivated to p rocess  incoming information 

centrally to in tegra te the  contradictory  information. The ELM in its current 

form is unable to  ad d ress  this phenom ena and m ake accu ra te  predictions.

As a result of this information contradiction with currently held beliefs, 

co n su m ers  m ay alter their use  of persuasion rou tes  (central versu s  peripheral) 

and the  resulting s treng th , formation and resis tance  of the  a tti tudes  may also 

change . The conceptual approach  to this s tudy is p resen ted  as Figure 1.1.
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A more thorough  consideration of th e  influence of attribution theory  is 

needed  a t this  point to  help explain the  s tudy  design rationale. Since negative 

publicity m essag e  typically m ake or imply accusa tions  abou t com pany  actions, 

co n su m e rs  may be motivated to  determ ine w ho is to  blame for the  

occurrence . Attribution theory  provides a fram ew ork for predicting consum er 

reaction to  a particular negative publicity m essage .

A ttribution Theory

Attribution theory  is concerned  with the  investigation of blame and 

responsibility by th e  individual (Shaver 1985). Attribution research  is focused  

upon "all a sp e c ts  of causal inference: how  people arrive at th o se  inferences, 

w h a t  sort of inferences they  make, and w h a t  the  c o n se q u e n c e s  of th e se  

inferences are," (Folkes, 1988 , p. 548). In o ther w ords, attribution theory  

enables  th e  researcher to  be tte r  understand  "how " this a ss ignm en t of blame 

occurs .

This section will provide a brief overview of attribution theory , how  it 

is operationalized, its previous applications in marketing, and its contribution 

to  this s tudy. The application of attribution theory  and its role in the  

functioning of the  ELM has  not been investigated. Many o ther marketing 

s tud ies , how ever, have utilized the  theory  to be tte r  explain marketing 

p henom ena  such  as p roduct failure (Manrai and Gardner 1991; Folkes 1984),
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sou rce  credibility (Zaltman and Wallendorf 1983), sa lesforce  motivation (Teas 

and McElroy 1986) and th e  use  of tw o-sided  m e ssa g e s  in persuasion  (Folkes 

1988).

Attribution theory  is actually a compilation of several theories  th a t  share  

a s e t  of core assum ptions  (Folkes 1988). According to  J o n e s ,  Kanouse, 

Kelley, Nisbett, Valins and W einer (1972 , p. 7) the  general assu m p tio n s  or 

principles used  by attribution theory  are:

(1) Individuals are inclined to assign c a u se s  for im portant in s tances  
of behavior, and will seek  additional information to  do so if 
necessary .

(2) These  causal explanations will be assigned  in a sy stem atic  
fashion.

(3) The specific attribution m ade will yield im portant c o n se q u e n c e s  
for th e  a ttr ibu to r 's  future behavior.

The contem porary  seminal work in attribution research  tra c e s  back  to 

th e  w ork of Heider (1958). Heider w as  the  first researcher  to  system atically  

exam ine th e  w ay  the  layman would interpret the  actions of ano ther. While all 

individuals may no t have a c c e s s  to principles of psychology, w e  all actively 

e n g ag e  in the  attribution of responsibility for even ts . Heider investigated  the  

individual's "naive" explanation of the  world. According to Heider (1958), 

individuals opera te  as  "naive" psychologists  w hen  attem pting  to  m ake sen se  

ou t of their environm ent. The individual a t tem p ts  to arrive at explanations in
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a fairly logical and analytical fashion. According to  Heider (1958) as  th e se  

explanations p roceed , th e  individual utilizes his ow n se t  of implicit 

a ssu m p tio n s  regarding c a u se s  and effects .

Although Heider (1958) provided the  early theoretical deve lopm ent of 

attribution theory  and is considered  the  "father of attribution theory ,"  his work 

w a s  no t rep resen ted  in a form at th a t  w a s  applicable to  empirical testing  

(Mizerski e t  al. 1979). J o n e s  and Davis (1965) provided the  first tes tab le  

approach  to  determining h o w  individuals determ ine causal attributions. J o n e s  

and Davis (1965) p roposed  th ree  basic criteria for making attributions:

1) Choice and Effects - individuals are assum ed  to  have a
choice am ong actions (or inaction).

2) Commonality - only "noncom m on effec ts"  (those
unique to  specific actions) are useful 
for inferring personal, as  o p posed  to  
environmental causality.

3) Desirability - the  more undesirable th e  action or the
effec ts  of the  action, th e  m ore readily 
and more confidently causality  can  be 
inferred.

Hence, high co rrespondence  of inference occurs  only with certain 

com binations of noncom m on effec ts  and desirability for the  actor (Mizerski e t  

al. 1979). This model su g g e s ts  the  person  abou t w hom  attribution judgm en ts  

are m ade m ust have know ledge of th e  effec ts  th a t  will be p roduced as  well 

as  the  intention and ability to perform the  action.



86

Kelley (1973) built upon the  early work of Hume and expanded  the  

c o n c e p ts  purported by Heider through the  investigation of the  p ro c e sse s  by 

w hich the  individual arrives a t  causal explanation via a covariation analysis 

approach . The major contribution of this work, how ever, is th a t  in expansion  

of Hume (1748) in which it w as  believed th a t  there  m ust be th e  ability of the  

observer  to  ga ther  multiple observations, Kelley allows for inferences to  be 

m ade.

Kelley (1967 , 1971 , 1 9 7 2  and 1973) moved to  in tegra te  th e  earlier 

w ork of Heider (1965), J o n e s  and Davis (1965) and Bern (1972) into an 

analysis  of variance fram ew ork. Kelley distinguishes the  p ro cess  of attribution 

based  on th e  am ount of information available to  the  individual.

C ase  1: The individual has  information based  on a single observation .
C ase  2: The individual has  information based  on multiple observations .

In Case 1, the  individual m ust reflect upon the  configuration of fac to rs  

th a t  are possible c a u se s  for the  event. Case 1 requires th a t  th e  individual to 

rely on previous experiences  of similar situations and preconceived  notions to 

supp lem en t th e  information occurring from the  single existing observation . In 

this case ,  prior inferences are recalled to  help explain causality.

In th e  even t of multiple observations, the  individual is able to  engage  

in a simple covariation analysis be tw een  the  even t and the  potential causal 

factor. In o ther w ords, "an even t is attributed to the  one of its possible
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c a u se s  with which it varies over time" (Kelley 1973 , p. 108). Implicit in 

understanding  th e  covariation approach  is the  c o n cep t  of tem poral 

sequentiality , in which the  p resum ed cause  occurs  prior to  the  effect.

Kelley (1967) delineates  th ree  primary ty p es  of information th a t  are 

pertinen t to  his covariation principle. This forms the  basis for th e  validity 

asso c ia ted  with th e  assoc ia ted  attributions.

1) C onsistency- th e  degree  to  which an even t is consis ten tly
associa ted  with the  attributor ac ro ss  time 
and situation.

2) C o n sen su s - the  frequency with which o ther individuals
are assoc ia ted  with the  event.

3) D istinctiveness- th e  ex ten t to  which an even t is assoc ia ted
with an individual potential external cau se  
and not assoc ia ted  with alternative possible 
cau ses .

C onsensus  affords the  individual a level of increased confidence in 

o n e 's  judgm ents . In o ther w ords, support from o thers  m ay lead th e  individual 

to  hold a higher level of adherence  to  this belief in the  face  of contradiction. 

Temporal cons is tency  also enab les  increased confidence. For exam ple, if tw o  

ev en ts  are con tiguous in time and space  and are constan tly  joined so th a t  the  

one ev en t a lw ays p reced es  another, based  on our experience, w e  can 

conclude th a t  th e  preceding ev en t  c a u se s  the  succeed ing  event. 

Distinctiveness enables  th e  individual to recognize th a t  the  re sp o n se  is 

asso c ia ted  uniquely with th e  stimulus of interest. In concert, the  th ree  criteria 

form th e  groundw ork  for th e  individual assignm ent of causality.
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Kelley's approach  to  causal attributions proves the  m ost fruitful for 

exam ination of consum er behavior for it is more com m on for object perception 

to  occur, such  as  the  evaluation of p roducts  than  with person-perception  

(Mizerski e t  al. 1979). However, for the  purposes  of this d isserta tion , it will 

be im portant to  include th e  moderating effects  of person-perception  in the 

evaluation of the  spokesperson  or source  of the  m essage .

Although num erous app roaches  have been put forth to  explain the  

d im ensions of attribution (Anderson 1983; Frieze 1976), the  operationalization 

of attribution theory  has  been built primarily off the  work of Kelley's (1973) 

th ree  criteria for validity. The classification app roaches  are:

1. Stability: are the  ca u se s  perceived to be of a
perm anen t or tem porary  nature?  (Rotter 
1966).

2. Locus: is the  issue related to  the  consum er or the
m arketplace? (Weiner, Frieze, Kukla, Reed, 
Rest, and Rosenbaum  1971).

3. Controllability: are the  c au ses  under th e  volitional control of
the  su sp ec ted  causal e lem ent or related to 
uncontrollable fac tors?  (Rosenbaum  1972).

Attribution theory  has  been of limited in terest to  m arketers  over the  

p a s t  d ecad e  (Folkes 1988). Although the  theory  has enjoyed im m ense 

popularity in th e  field of psychology, there  has been limited support for its 

application in the  field of marketing (Mizerski e t  al. 1979).
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Mizerski (1982) investigated the  influence of unfavorable information 

in th e  m arketplace and how  attribution theory  could help explain its 

disproportionate  effects .  Mizerski found across  p roducts  th a t  negative 

information resulted in s tronger  attributions and beliefs abou t th e  experimental 

a ttribu tes . However, in certain instances  an attribution threshold  m ay have 

been  operating resulting in unfavorable information being d iscounted .

Attribution theory  h as  also been applied to be tte r  unders tand  why 

co n su m e rs  m ake certain choices. Tybout and S co tt  (1983) and S co tt  and 

Yalsch (1980) found th a t  selection of p roducts  may be related to  liking the  

p roduct or b ecau se  of an incentive such  as  a coupon. Richins (1983) rem arks 

th a t  con su m ers  m ust m ake attributions reflecting w hy a p roduct or service 

failed. These  explanations reflect a range of internal and external attributions 

including th e  p roduct being defective to  the  co n su m e rs ' m isuse of th e  p roduct 

(Curren and Folkes 1987).

For the  p u rposes  of this s tudy  the  above  criteria will be utilized to 

gen era te  a simplified attribution by the  responden t. By modifying th e se  

d im ensions, a negative publicity m essag e  can be developed th a t  will g enera te  

an internal or external attribution in the  consum er. An internal attribution 

su g g e s ts  th a t  the  firm w a s  primarily responsible for the  incident resulting in 

the  negative publicity. An external attributions results  in the  resp o n d en t 

determining th a t  the  cau se  of the  even t referred to by the  negative publicity 

m e ssag e  w as  not co nnec ted  to the  ta rg e t  com pany.
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Since negative and/or unexpected  even ts  increase motivation to  develop 

causal explanations (Kelley 1973), it is th e  argum ent of this d isserta tion  th a t  

co n su m e rs ' information processing  activities will differ according to  w h e th e r  

th e  ev en t results  in an internal or an external attribution. The internal 

attribution scenario  will reflect the  combination of the  th ree  a s p e c ts  of 

attribution evidence to  yield a consum er attribution of corpora te  m isconduct 

in th e  form of a deliberate deception or m isrepresentation. Alternatively, an 

external attribution may result in the  com pany being view ed as  relatively 

blam eless  in th e  face  of excessive  governm ent scrutiny or in terference of 

special in terest groups. The internal attribution should serve  to  modify the  

co n su m e rs ' involvement levels sufficiently to g enera te  elaborative thinking 

regarding th e  source , the  m essag e  and the  com pany. External attributions 

should not provide this result.

S ource Credibility

Petty  and Cacioppo (1986) have noted th a t  one of the  m o st im portant 

and least researched  questions  in psychology is "w hat m akes an argum ent 

persuasive?" Petty  and Cacioppo (1989) su g g e s t  th a t  one of th e  fac tors  

influencing persuasion  is peripheral cues . In fact, Kahle and Homer (1985) 

argue th a t  physical a t trac tiveness  may transcend  involvement levels and may 

b ecom e central to attitude change.
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Kelman (1961) n o te s  th a t  source  variables of a t t ra c tiv e n ess  and 

expertise  can, under certain conditions, affect the  individual's motivation in 

a persuasive  co n tex t more than  might o therw ise  be expec ted  via th e  p ro cess  

of identification. Identification influences result f r o m  a  persuasive  c o n tex t  

being congruen t with beliefs and curren t values. Kelman (1961) su g g e s ts  th a t  

w hen  th e  interpersonal n eed s  of the  individual can be satisfied by m e ss a g e 's  

source , sou rce  variables, b ecau se  of the  increased involvem ent th ey  engender, 

m ay motivate a more systematic processing of the persuasive m essage. This 

s tream  of research  concludes  th a t  based  on the  levels of self-monitoring 

individuals exhibit in attem pting  to express  socially appropriate beliefs, the  

motivation to  p rocess  system atically  (or centrally) is increased  (Debono e t  al. 

1988).

This disserta tion h opes  to ex tend  this research  and posits  th a t  the  

individual source  fac tors  of a ttrac tiveness  and expertise  may actually serve  as 

fully elaborative cu es  under conditions of causal attribution analysis. In o ther 

w ords, th e  source  variable itself will becom e a focus  of elaboration, rather 

than  merely increasing involvement levels which would trigger m e ssa g e  

relevant thinking.

Sternthal, Dholakia and Leavitt (1978) argue th a t  a highly credible 

sou rce  inhibits co un te ra rgum en t developm ent and therefore  increases  the  

persuasive  pow er of the  credible source. However, this finding holds for 

recipients with a negative predisposition tow ard  the  advoca ted  position. For
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individuals th a t  favor th e  advoca ted  opinion, th e se  individuals should gen era te  

more support  a rgum ents  and be more persuaded  by a lower credibility source .

In developing a stimulus designed to encourage  central and peripheral 

p rocess ing  of incoming information, a peripheral cue m ust be p re sen t  for the  

co n su m e r  to focus  upon if peripheral p rocessing  is utilized. Source  

charac ter is tics  are chosen  here due to their im portance in th e  se tting  of 

negative publicity. A dequate  source  representa tion  lends credibility to  the  

publicity piece and e n h an ces  its persuasive impact. Attribution of 

internal/external causality  will help encourage  central route  process ing  due  to 

its im pact on motivation levels exhibited by the  consum er. Attribution 

theo ris ts  have sh o w n  th a t  arousal levels may im pact information processing  

and a ttrac tiv en ess  will be used to operationalize this co n s tru c t  (Dienstbier 

1978).

Chaiken (1980) and Kelman (1961) have sh o w n  support  for both 

sou rce  credibility and a ttrac tiveness  as  d im ensions of sou rce  perception. 

Previous research  has  sh o w n  th a t  sou rce  credibility significantly a ffec ts  

persuasion  only under conditions of low issue involvem ent (Rhine and 

Severence  1970) and low response  involvement (Johnson  and Scileppi 1969). 

This d isserta tion  allows th e  investigation of the  e ffec ts  of AEI, increasing as 

a result of the  attributional p ro cesses  resulting from the  negative publicity 

scenario , to  lead to  elaborative thinking on source  issues  and potentially
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precipitating a path  change  from a previously peripheral to  central process ing  

p a ths .

Under conditions leading to formation of causal attributions, AEI levels 

should increase  a s  the  consum er b eco m es  m otivated to  form an a ttitude 

to w ard  the  product, com pany  and source  of the  m essag e  co n s is ten t  with the  

attribution analysis results. It is this increased involvement with th e  m essag e  

and situation th a t  is p roposed  to  lead to  central route  processing . Initially low 

issue involved re sp o n d en ts  would be ex pec ted  to  continue to exhibit low 

involvem ent with the  issue, ye t  exhibit higher involvement with th e  m essag e  

and situation, resulting in a more elaborative processing  approach  with regards 

to  the  sou rce  and m essag e  itself.

Proposed  Model D evelopm ent and  H ypotheses

Based on the  d iscussion of the  above literature review, it is now  

possible to  develop a model depicting the  im pact of various attitudinal 

c o n s tru c ts  and cognitions th a t  lead to  the  formation of AB and Bl. This model 

will reflect no t only the  interrelationships b e tw een  som e previously 

investigated  predictors of AB, but will also include the  addition of ACo.

The developm ent of attitudinal models in marketing is nothing new . 

Support has  been genera ted  for m any approaches  dating back to th e  initial 

cognitive m odels p roposed  by Fishbein (1967 , 1972). A resu rgence  of
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in terest in th e  area of affect has  encouraged  th e  investigation of o ther 

attitudinal com p o n en ts  to  refine the  prediction of AB and Bl. This d isserta tion 

in troduces a concep tual model of attitude formation th a t  will supp lem ent 

previous work in the  area and enable the  inclusion of both affective and 

cognitive p ro cesses  th rough  the  use  of the  ELM fram ework.

The model builds upon the  early concep tual work of Zajonc (1980), 

Fishbein (1967 , 1972) and Petty and Cacioppo (1986) in which tw o  m odels 

are p roposed  to  reflect varying levels of involvement. The overall model (see 

Figure 1 .3 , Chapter 1) reflects both possible paths. Each sep ara te  model (see 

Figures 1 .4  and 1.5, Chapter 1) sh o w s  a consum er w ho ch o o se s  to  utilize 

either the  central or peripheral processing route.

As d iscussed  earlier in the  Chapter, the  prediction of Bl relies primarily 

on the  co n s tru c t  of AB. Although the  Extended Fishbein Model includes 

subjective norm elem ents, this model will not reflect th e se  issues. The lack 

of inclusion of the  subjective norm com ponen ts  in the  attitudinal model com es  

from Lutz (1977), in which the  need for inclusion of th e se  co m p o n en ts  is not 

generally believed n ecessary  w hen  the  experimental m anipulations deal only 

with the  attitudinal com ponen ts .

The predictors of AB included in the  general model are AAd, ACo, and 

brand related cognitions. Each of th e se  com ponen ts  is sh o w n  in th e  overall 

model. It should be noted  th a t  brand cognitions are not predicted to  be 

significant predictors of AB under conditions of peripheral processing .
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Fishbein 's model clearly d iscu sses  the  primary role of brand cognitions 

in th e  developm ent of AB. This has been well supported  within th e  literature 

(Mackenzie e t  al. 1989 , 1986; Gardner 1985; Mitchell and Olson 1981; Lutz 

1975 , 1977; Fishbein and Azjen 1975 , 1972; Ryan and Bonfield 1975; 

Fishbein 1967). As th e  model sh o w s, brand cognitions are show n  to  be a 

significant and direct predictor of a tt i tudes  under the  central route  to 

persuasion . C onsisten t with the  work of Petty and Cacioppo (1981 , 1986), 

this  approach  reflects the  central route to  processing in which th e  ability and 

motivation to  p rocess  the  information and develop brand related cognitions is 

possible. Under conditions of peripheral processing, significant brand related 

cognitions are no t p roposed  to exist (Petty and Cacioppo 1986; M ackenzie e t  

al. 1986; Gardner 1985).

As supported  by Mackenzie e t  al. (1986), AAd will influence brand 

related cognitions under the  central route processing only. Under conditions 

of peripheral processing, AAd will directly influence AB (Droge 1989). 

M easures  of central route processing will include evaluations of th e  perceived 

s treng th  of claims m ade in an a d 's  copy (AAd.c) and th e  evaluation of non-claim 

e lem ents  (AAd.nc) regarding the  advertisem ent as significant predictors of the  

overall AAd. This is cons is ten t with prior research  (Miniard e t al. 1990). 

Inclusion of the  cons truc t  of AAd as a predictor of AB is also well docu m en ted  

within the  literature (Mackenzie and Spreng 1992; Miniard e t  al. 1990;
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Mackenzie e t  al. 1 9 8 9 ,1 9 8 6 ;  Gardner 1985; Mitchell and Olson 1981; Shimp

1981).

As noted  by Wilkie e t  al. (1984), th e  c o n cep t  of ACo is of potential 

in terest to  th e  firm facing any type of negative information dissem ination. In 

particular, corrective ads and negative publicity can prove extrem ely dam aging 

to  th e  firm 's ACo. In th e  ev e n t  th a t  this occurs , no curren t attitudinal m odels 

specifically a cco u n t  for th e  im pact of ACo on AB and Bl.

Specifically, the  c o n c e p t  of ACo is p roposed  to function m uch like AAd 

under conditions of low involvement (peripheral processing). As no ted  in 

Figure 1.5, th e  role of ACo is proposed  to be a m ediator of AB and have a 

d irect and indirect im pact on Bl. Under conditions of high involvem ent (central 

route  processing) the  developm ent of com pany  cognitions are ex p ec ted  by the  

re sp o n d en t and are expec ted  to im pact ACo. These cognitions are sh o w n  to 

be influenced by AAd. This approach  is cons is ten t with th e  ap p ro ach es  used 

by previous au thors  d iscussed  above for other attitudinal co m p o n en t  inclusion 

in models.

Resistance to C ounterpersuasion  H ypothesis Developm ent

The focus of this disserta tion revolves around the  determ ination of 

attitudinal resis tance  to  counterpersuasive  under central or peripheral 

processing  app roaches . In this instance , the  coun terpersuasion  stimulus is 

conta ined  within a negative publicity m essage . As argued earlier, th e  ELM
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sup p o rts  the  belief th a t  a tt i tudes  formed via the  central route  to  persuasion  

will be more resis tan t to coun terpersuasive  appeals  than  th o se  formed 

peripherally.

The s tudy  design includes a tw o- s tag e  experim ent. S ub jec ts ' initial 

a tt i tudes  are formed via a central or peripheral route to  persuasion  and then  

sub jec ts  are confronted  with a negative publicity m essag e . The negative 

publicity m essag e  is designed to encourage  sub jec ts  to  either confirm or 

modify their initial a ttitudes. The seq u en ce  of elaboration p rocess ing  routes  

chosen  by sub jec ts  (i.e., central or peripheral) will be used to  form g roups  to  

exam ine the  ex ten t of attitude change.

The proposed  resis tance  to counterpersuasion  of the  centrally form ed 

a tti tudes  reflects the  ability of the  person  holding centrally elaborated  

a tti tudes  to  develop the  appropriate coun te ra rgum en ts  to  th e  new  inform ation. 

This ability to coun terargue  enables  the  subjec t to  adequate ly  defend  his/her 

prior held beliefs and a ttitudes. Hence, the  following general hypo thesis  is 

proposed:

H1: A ttitudes resulting from the  central route to  persuasion  will sh o w
significantly less change  than  th o se  a tti tudes  resulting from the  
peripheral route to  persuasion.

By manipulating involvement levels in S tage  I of th e  experim ent, 

sub jec ts  are encouraged  to  p rocess  the  initial stimulus information via the  

central or peripheral routes  to  persuasion. Using a negative publicity m essag e
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in S tage  II which conta ins  either an internal (co m p an y 's  fault) or external 

(com pany is no t to  blame) attribution manipulation will allow grouping of 

su b jec ts  after the  S tage  II manipulation into central or peripheral p rocessing  

groups. Combining th e  results  of S tage I and S tage  II will provide four 

p rocessing  groups:

S taae  I Stacie II

(1) Central - Central

(2) Central - Peripheral

(3) Peripheral - Peripheral

(4) Peripheral - Central

S ubjects  in th e se  four processing  groups will be used  to  t e s t  a ttitude 

res is tance  to  change. Thus, it will be possible to  com pare  not only th e  tw o  

pure g roups against each  other, bu t also the  combination g roups th a t  include 

both  ty p es  of processing.

A ttitudes formed under the  central processing  route  in S tage  I will com e 

from highly involved sub jec ts  w ho should fully elaborate  on th e  stim ulus 

information. In S tage  II, the  central route stimulus con ta ins  information 

suggesting  an internal attribution and com pany blame. Given th e  central route  

starting point for the  attitude, it is hypothesized th a t  the  sub jec t will d iscoun t 

th e  source  of the  contradiction and maintain the  ex is ten t a ttitude. Petty  and
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Cacioppo (1986) and McGuire (1964) su g g e s t  th a t  individuals with the 

requisite motivation and/or ability to  develop coun te ra rg u m en ts  can 

successfu lly  d iscoun t opposing m essages .

The second  ca se  listed above has  the  sam e starting point of centrally 

form ed a ttitudes. The S tage  II stimulus will be designed to  p rom ote peripheral 

process ing , using an external attribution of com pany  innocence. No 

co u n te ra rg u m en ts  should be generated , but AAd may by sufficiently positive 

to  g en era te  a w eak  im pact on ACo and AB.

In ca se  th ree , sub jec ts  will be encourage  to  form a tt i tudes  via the  

peripheral route and will be introduced to  a second  s tag e  stimulus designed 

to  m otivate  path  sw itching. A negative publicity piece designed to  be highly 

involving will be introduced to the  subject. While previously unm otivated  to 

p ro cess  incoming information cognitively, sub jec ts  are now  faced  with a 

m e ssag e  encouraging an internal attribution, designed to  m otivate  central 

processing . However, the  cognitions n ecessary  to coun te ra rgue  will no t be 

p resen t due to earlier peripheral processing, and central processing  of the  

contradiction will genera te  th e  g rea te s t  change  in a tt i tudes  from S tage  I to 

S tage  II.

Case four highlights the  situation in which sub jec ts  first peripherally 

p ro cess  stimulus information with regards to  the  p roduct and the  firm. A 

S tage  II negative publicity m essag e  will be p resen ted  to th e  consum er 

encouraging  an external attribution of corporate  innocence. Recency effec ts
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from th e  S tage  II m essag e  should play a role in generating a change  in the  

AAd, ACo and AB.

Given the  above rationale, the  following h y p o th ese s  are proposed:

H1a: A ttitudes formed initially under th e  peripheral route , upon
introduction of centrally p rocessed  contrad ic tory  information will 
be the  m ost susceptib le  to  change  of th e  four processing  groups.

H 1 b: A ttitudes form ed initially under th e  central route , upon
introduction of centrally p rocessed  contrad ic tory  information will 
be the  least susceptib le  to  change  of the  four processing  groups.

H1c: A ttitudes formed initially under th e  central route , upon
introduction of peripherally p rocessed  contradictory  information 
will sh o w  mild susceptibility to  change  and be com parable  with 
th o se  sub jec ts  w hose  a tti tudes  are formed initially under the  
peripheral route  and w ho are subsequen tly  in troduced to 
peripherally p rocessed  information (i.e., groups 2 and 3 will 
show  equal change).

Also of in terest to  this  s tudy is the  contribution and im pact of su b jec ts ' 

attributional p ro cesses  on how  information is p rocessed . As o p posed  to  

viewing the  m essag e  as merely counterattitudinal, the re  are situations in the  

m arketp lace w here  the  consum er, facing contradictory  information, feels 

compelled to determ ine som e type of causal explanation. In this  se tting , the  

individual seeking consis tency  with prior held beliefs may be m otivated  to 

further p rocess  this counter  attitudinal information to  be tte r  evaluate  and 

determ ine w hether  the  advertisem ent w as  initially decep tive  or misleading. 

This is how  the  forces of consum er attributions and the  explanatory  pow er  of 

the  related theory  may enable an expanded understanding  of th e  ELM.
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The s tudy  design en co u rag es  internal and external attributions by the  

sub jec ts .  It is of in terest to  determ ine w he the r  the  initial ACo is modified from 

S tage  I to  S tage  II, depending  upon the  internal versu s  external attribution. 

C onsequently , h y p o th eses  are proposed:

H2: Attitude to w ard s  the  com pany  will sh o w  significantly more
susceptibility to  change  w hen  internal attributions are m ade 
regarding the  c o m p an y 's  causal role in th e  contradic tory  
information, com pared  to th o se  sub jec ts  exposed  to  th e  external 
attribution stimulus.

D evelopm ent of the  hyp o th eses  for the  resis tance  of a tti tudes  to  

coun terpersuasion  com pletes  the  first em phasis  of this s tudy. Completion of 

th e  s tudy  relies on show ing empirical support for the  p roposed  causal model. 

The h y p o th ese s  to  enable this  support are developed in the  following section .

Central - Peripheral Model Com parisons

The proposed  causal model of a ttitude and behavioral intention 

formation requires the  developm ent of a series of h y p o th ese s  to  t e s t  the  

e ffec tiveness  of the  p roposed  models. As diagram ed in Chapter 1, a model 

for th e  developm ent of peripherally formed and centrally formed a tti tudes  and 

intentions is p resen ted . Empirical support for the  superiority of the  p roposed  

peripheral pa ths  vs. central pa ths  of attitude formation ac ro ss  g roups is 

necessary .

As show n  in Figures 1.3, 1.4, 1.5, the  model p roposes  th a t  under 

conditions of central processing , different co n s tru c ts  will play a significant role
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in the  formation of a tt i tudes  and intentions. Logical support  for th e se  causal 

p a th s  is developed  th roughou t Chapter 2 and summ arized briefly above  under 

th e  heading of Proposed Model Developm ent and H ypotheses.

Although four p rocessing  groups will result from th e  experim ental 

manipulation of th e  s tudy, th e  pure groups b es t  enable clear determ ination of 

th e  significance of the  attitudinal and cognitive co m p o n en ts  in th e  final 

formation of AB and Bl. Hence, tw o  com peting m odels are p roposed  to  

explain th e  formation of peripherally and centrally formed a tti tudes . These  

m odels are include as  Figures 1.4 and 1.5, Chapter 1.

Centrally Formed A ttitudes

As d iscussed  by Petty  and Cacioppo (1981) and Petty  e t al. (1983), 

involvem ent levels significantly predict the  persuasive path  ch o sen  by the  

recipient. This path  reflects a continuum  of processing  from "fully 

elaborative" thinking to a com plete lack of consideration of issue relevant 

fac ts .  Therefore, the  individual highly m otivated to  p ro cess  information will 

follow the  central route to  persuasion and is p roposed  to  form cognitions with 

regards  to  the  advertisem ent, the  firm and the  brand.

The causal pa ths  p roposed  in Figure 1 .4  as  significant predic tors  of 

centrally formed AB and Bl are cons is ten t with previously developed m odels 

by M ackenzie and Lutz (1992), Lutz (1975) and Petty  and Cacioppo (1982).
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T hese  pa ths  reflect the  significance of cognitions in predicting AB and Bl under 

a central route  to  persuasion.

The major contributions of this model are two-fold. First, the  

determ ination of the  significance of varying ty p es  of cognitions prior to  the  

formation of AB and Bl is highlighted. These  cognitions are p roposed  to  aid 

in prediction of AAd, ACo and AB. Second, th e  contribution of th e  role of ACo 

is developed in this model to  reflect its an te c e d e n t  significance in the  

formation of AB and Bl. Therefore, th e  following general hypo thesis  is 

proposed .

H3: Cognitions will be positively related to  the  formation of
attitudinal com ponen ts .

Secondary  hyp o th eses  th a t  support the  role of cognitions in the  

determ ination of attitudinal com ponen ts  are as follows:

H3A: Brand cognitions will be positively related to  AB

H3B: Com pany cognitions will be positively related to  th e  formation of 
A co-

H3C: Evaluations regarding both claim and non-claim item s will be 
significant predictors of AAd.

H3D: AAd will be positively related to com pany  and brand cognitions.

H3E: Com pany and brand cognitions will be significant p redictors  of 
ACo and AB.

H3F: ACo and AB will both be significant predictors of Bl.
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H3G: Involvement levels will be positively related to  th e  form ation of 
ad-related, brand and com pany  cognitions

Peripherally Formed Attitudes

The formation of peripherally formed a tt i tudes  reflects  th e  co n su m e rs '

d ec rease d  involvement levels and dec reased  motivation to  e labora te  on

information p resen ted  for scrutiny. As such , the  expecta tion  for a significant

predictive role of cognitions is not m ade. Therefore, a peripherally based

model of attitude formation would not include a causal role for cognitions in

th e  determ ination of AB or Bl. Therefore, the  following general hypo thesis  is

genera ted :

H4: The predictive role of cognitions is a b se n t  in th e  peripheral model
of a ttitude  formation.

S econdary  h y p o th eses  to  support  this general proposition ab o u t the  

peripheral model are genera ted  below.

H4A: Involvement will be negatively related to  AAd.nc.

H4B: AAd_nc and AAd.c will be positively and significantly related to  AAd. 

H4C: AAd will be positively and significantly related to  ACo and AB. 

H4D: ACo and AB will be significantly and positively related to  Bl.

Sum m ary Contributions of th e  Study

This disserta tion will provide adv an ces  ac ro ss  tw o  primary foci: the  

developm ent of the  causal model and the  investigation of consum er  atti tude
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res is tance  to  coun ter  persuasion . The developm ent of th e  causal model 

provides for th e  inclusion of the  co n s tru c t  of ACo, previously no t included 

specifically in m odels of a ttitude formation and change . This provides th e  first 

contribution of th e  s tudy  to th e  discipline.

Second , the  disserta tion will enable th e  investigation into th e  res is tance  

of a t t i tudes  formed via the  central and peripheral rou tes  to  persuasion . It is 

hypothesized  th a t  as the  level of involvement increases  th rough  the  

attributional p rocess , the  type  of processing may change  from peripheral to 

central. Furthermore, the  type  of processing initially utilized by th e  consum er 

should enable  predictions regarding the  resis tance  th e se  a tti tudes  will have  to  

coun te rpersuasive  techn iques .



CHAPTER THREE 

METHODOLOGY

C hapter Three continues  developm ent of th e  disserta tion  with a 

d iscussion  of the  research  design and m ethodology. The research  design  will 

be d iscussed  first, including the  m ethods  p roposed  for acquiring the  

information from the  responden ts ;  the  sampling procedure; deve lopm ent of 

advertising m essag e  stimuli; and the  experimental design used. Then, resu lts  

of th e  th ree  p re te s ts  conduc ted  will include a d iscussion of the  reliability of 

th e  m easu rem en t indicators utilized and a description of preliminary 

hypo thesis  support and th e  empirical relationships show n  b e tw e e n  the  

attitudinal cons truc ts .  The appendix will contain the  p re te s t  m easu rem en t 

instrum ents  used in each  of the  3 p re tes ts  conducted .

The tw o  primary objectives of this d isserta tion are: 1) to  ascerta in  the  

level of a ttitude resis tance  to coun terpersuasion  via the  central versu s  the  

peripheral routes  to persuasion  using the  ELM fram ework; and 2) to 

investigate  the  role of each  of the  attitudinal co n s tru c ts  in th e  proposed  causal 

model in predicting AB and Bl. As developed in the  earlier C hapters , the  

d isserta tion  w as  framed in th e  setting of a negative publicity scenario  which 

enab les  the  investigation of the  relationship th a t  ex ists  b e tw een  the  

c o n s tru c ts  of interest: brand and ad cognitions, AAd, ACo, and th e  ou tcom e 

variables of AB, Bl.
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Study Layout

The experimental variables of in terest in this s tudy  w ere  issue 

involvem ent and attributional effects . The s tudy  involved the  tw o -s tag e  

introduction of information to responden ts  in which S tage  II information w as  

contrad ic tory  on som e level to th e  information provided in S tage  I. S tage  I 

involved th e  initial manipulation of the  issue involvement c o n s tru c t  to 

influence su b jec ts ' choice of central or peripheral p rocessing  of initial com pany  

and p roduct information contained  in an advertisem ent. S tage  II utilized a 

negative publicity scenario  to  p resen t a m essag e  containing an internal or 

external attribution manipulation. The attribution manipulation w a s  intended 

to  encourage  central or peripheral processing of the  negative publicity 

m essag e . Belief and a ttitude m easures  w ere  collected a t each  th e  end of 

each  s tage . Subjects  w ere  classified into one of four processing  groups, 

according to  their choice of central or peripheral processing  rou tes  in each  of 

the  tw o  s tag es .  The investigation of a ttitude change  sco res  b e tw een  th e  four 

p rocessing  seq u en ce  groups will enabled te s t s  of th e  proposed  h y p o th eses .

Sample Design

Determination of th e  needed sample size for th e  s tudy  p roceeded  on 

tw o  tracks. The first consideration w as  the  num ber of sub jec ts  required to
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m eet considerations of ad eq u a te  statistical pow er. Cohen (1977) offers 

guidelines for determining appropriate sam ple size. Three ty p es  of information 

m u st be supplied by the  researcher: a) the  level of significance desired 

(probability of a Type I error), b) the  level of statistical pow er desired , and c) 

the  antic ipated e ffec t  size. W hen using the  conventional significance level of 

.05 , Cohen (1977) recom m ends  th a t  behavioral sc ien tis ts  use  .80  for a pow er 

value. With this conventional level of statistical pow er, Type I errors are seen  

as  four tim es as  serious as  Type II errors ( .20/.05).

The effect size anticipated for the  s tudy  w as  defined as  the  average  

correlation b e tw een  model com ponen ts .  For pu rp o ses  of sam ple size 

determ ination, an average effect size of .25  w a s  se lected . With an ex p ec ted  

effec t size of .25 , a significance level of .05, and a pow er value of .80 , a 

sam ple size of 143  is recom m ended (Cohen 1977).

Sample size selection w as  also influenced by analysis considera tions. 

The use  of LISREL analysis su g g e s ts  th a t  a sam ple size of 2 0 0  (Joreskog  and 

Sorbom  1987) provides th e  num ber of observations  n ecessa ry  for s tab le  

model es tim ates . Since there  w ere  four processing seq u en ce  groups, a total 

sam ple size of 8 0 0  w as  su g g es ted  by the  statistical analysis techn ique  

proposed . Given th e  minimum sample size requirem ents  of 143  for a d eq u a te  

statistical pow er and the  sam ple size requirem ents of 8 0 0  for use  of LISREL, 

th e  final sample size for th e  experim ent w as  se t  a t 800 .
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D evelopm ent of Stimulus Materials

Stimulus Product S election : The p roduct chosen  for this experim ent 

w a s  an electric automobile conversion package. The p roduct description 

s ta te d  th a t  the  com pany  is basad  in California and could take  a conventional, 

internal com bustion  engine automobile and convert th e  car to  an all electric 

(battery  pow ered) automobile. This p roduct w as  se lected  based  on th e  results  

of the  first p re test.

There w ere  several criteria which the  p roduct ca tegory  used  in the  

experim ent had to m eet. The product should be relatively involving. This 

assu red  som e responden ts  will engage  in central processing . Second , the  

p roduct se lec ted  should no t exhibit significant d ifferences in p roduct 

involvem ent levels or familiarity ac ross  gender types.

The first p re tes t  da ta  w as  collected from approxim ately 60  

underg raduate  s tuden ts .  Initial p roducts  investigated included a 30-m inute  oil 

change  service, so ft  drinks, autom obiles and diet p roducts . The electric 

automobile conversion product w as  selected  as  th e  ca tegory  th a t  m o st closely 

m et th e  criteria outlined above. The p re tes t  instrum ent used  for this 

determ ination is provided as  Appendix 1.

Initial Product A dvertisem ent: The s tudy  design required the

developm ent of an advertisem ent abou t the  p roduct for adm inistration to 

sub jec ts  in s tag e  I. An ad w as  needed which contained sufficient information 

abou t the  p roduct and the  com pany to enable sub jec ts  to  form initial beliefs
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and a tti tudes. In addition, th e  m essag e  should contain appropriate c u e s  for 

sub jec ts  electing to  p ro cess  the  m essag e  either th rough  th e  central or 

peripheral route.

A p re te s t  w as  com pleted  to  enable refinem ent of th e  c o m p o n e n ts  to  

include in th e  sam ple advertisem ent. The second  p re te s t  included tw o  te s t  

ads , an advertisem ent containing a primarily affective m e ssag e  and an 

advertisem ent with a m e ssag e  designed to engender central p rocess ing . The 

p re te s t  survey  instrum ents  are included as A ppendices 2 and 3.

Central cu es  provided in the  final advertisem ent included m any of the  

technical specifications of the  p roposed  conversion p ro cess  such  as  top  

sp eed , frequency  and time n ecessa ry  for recharge, range of th e  vehicle and 

price. Peripheral cu es  available to the  responden t included th e  styling of the  

pictured vehicle, th e  convenience  of th e  product, and d iscussion  of com fort 

and innovativeness of th e  product.

Negative Publicity M e ssa g e : The manipulation of internal and external 

attributional e ffec ts  in S tage  II required the  developm ent of a negative 

publicity m essag e . The setting  developed for the  m essag e  w a s  one in which 

the  re sp o n d en t w as  p resen ted  with a n ew sp ap er  article describing a problem 

with th e  p roduct reported  by a consum er protection agency.

The scenario  designed to  yield internal attributions w a s  one in which 

the  consum er protection agency  had discovered a d iscrepancy  in the
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advertised  perform ance values and the  actual perform ance of the  t e s t  vehicle. 

This d iscrepancy  w as  one th a t  the  firm w as  aw are  of and c h o se  to  ignore.

The second  scenario  designed to  produce external attributions w a s  one 

in w hich th e  n ew sp ap e r  article s ta ted  th a t  the  consum er protection group had 

no t found significant problems and the  firm had ac ted  quickly to  co rrec t any 

existing d iscrepancies  and fully w arran ted  the  product.

Results of th e  second  p re tes t  included m easu res  of su b jec ts ' 

a ttributions abou t th e  ta rg e t  firm after exposure  to  either th e  internal or 

external attribution m essage . The p re tes t  results supported  the  effec tiveness  

of this manipulation. Both scenarios  are included in the  A ppendices  to  this 

Chapter.

Administrative Procedures

Booklets w ere  prepared for the  s tudy in which th e  initial advertisem en t 

w a s  p resen ted  following the  cover page and the  following section  conta ined  

th e  d ep en d en t  m easures . The cover page explained th a t  the  s tudy  w as  

concerned  with su b jec ts ' reactions to advertising m essag e  and described  the  

s tudy  procedures  in general. These instructions also conta ined  th e  issue 

involvem ent manipulation for S tage I. For both s tag e s ,  sub jec ts  w ere  

randomly assigned  to  involvement conditions (S tage I) and attribution 

conditions (S tage II).
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The manipulation of the  issue involvem ent co n s tru c t  involved the  

presen ta tion  of a scenario  in which the  resp o n d en t w a s  asked  to  imagine 

him/her self in a purchasing  situation. The level of personal re levance is 

m anipulated to  increase or d ec rease  the  issue involvem ent co n s tru c t .  This 

manipulation occurred  by applying the  purchasing situation to  th e  resp o n d en t 

(high issue involvement) or to  a friend of their acqua in tance  living in ano ther  

s ta te  (low issue involvement).

In S tage  I th e  sub jec ts  w ere  asked to  peruse  th e  adver tisem en t and 

com plete  the  a ttach ed  questionnaire. Upon completion the  sub jec ts  w ere  

debriefed. The debriefing included th e  requirem ent th a t  they  partic ipate in 

n ex t w e e k 's  c lass  session  administration. The s tu d e n ts  w ere  then  thanked  

for their time. For the  s tu d en ts ,  extra credit points w ere  assigned  for the  

aw ard  of extra credit points as additional incentive. Those  s tu d e n ts  w ere 

allowed to  com plete  a points aw arded  form after each  survey  w a s  com pleted . 

Only th o se  s tu d e n ts  completing both halves of the  s tudy  w ere  aw arded  the  

incentive points.

The first s tag e  of the  experim ent also included th e  m easu rem en t of the  

initial attitudinal co m p o n en ts  in the  proposed  model. This m easu rem en t 

included initial brand and ad-related cognitions, AAd, ACo, AB and Bl. These  

initial readings enabled the  determ ination of the  am oun t and direction of the  

c h a n g e s  in the  attitudinal com ponen ts  after the  second  s ta g e  of the  

experim ent.
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M easurem ent of product, issue and environmental involvem ent levels 

also occurred  after th e  introduction of the  advertisem ent in S tage  I. These  

m e asu rem en ts  provided a check  of the  e ffec tiveness  of the  manipulation in 

th e  experim ental setting. Specific m easu rem en t techn iques  for th e se  

c o n s tru c ts  are d iscussed  later in the  Chapter.

Sub jec ts  w ere  randomly assigned to  each  of the  2 (involvement: high 

or low) groups. Thus, following the  initial introduction to the  advertisem ent, 

th e  m easu rem en t of the  re sp o n d en ts ' a ttitudes  to w ard s  th e  firm, p roduct and 

advertisem en t w as  collected. Additional information regarding dem ographics  

w a s  also be collected a t this time due to  the  fac t  th a t  the  S tage  I survey  w as  

m uch shorter  than  th e  S tage  II. Hence, the  collection of dem ograph ics  a t this 

time helped e a se  concerns  regarding responden t fatigue.

S tage  II w as  p resen ted  in a booklet form in which the  re sp o n d en t  w as  

refamiliarized to  the  advertisem ent prior to introduction to the  negative 

publicity piece. The rem easu rem en t of a tt i tudes  followed the  advertisem ent 

to  assu re  th a t  a tt i tudes  did not change  significantly during th e  break b e tw een  

S tag es  I and II. The responden t w as  then  introduced to  the  publicity piece 

with th e  attribution manipulations. R em easurem ent of a ttitudes, intentions 

and need  for cognition concluded this session.

The tw o  ty p es  of publicity m e ssag es  developed in th e  disserta tion  w ere  

fully c rossed  with both ty p es  of S tage I p rocessors . Subjects  in S tage  II w ere
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then  classified as central or peripheral p rocesso rs  based  on th e  sam e  approach  

used  a t the  conclusion of S tage  I.

This grouping procedure  allowed for the  formation of four g roups  w h o se  

m em bers  followed one of th e  four possible processing  s e q u e n c e s  (central - 

central, central - peripheral, peripheral - peripheral, and peripheral - central). 

The sam e a tti tudes  (tow ard the  brand, com pany  and ad), beliefs and 

in tentions will be m easured  following S tage II. This enabled th e  prediction 

and analysis of attitude change  from S tage I to  S tage  II based  on processing  

rou tes  initially utilized.

In situations in which peripheral p rocessing  w as  desired during S tage  

II a peripheral cue w a s  provided for the  responden t. For p u rposes  of this 

s tudy , source  credibility w as  the peripheral cue provided due to its im portan t 

role in th e  effec tiveness  of the  setting chosen  for the  s tudy, negative 

publicity. The central route stimulus chosen  for th e  s tudy  w a s  the  

manipulation of internal or external attributions. Internal attributions reflected 

th e  consum er determining th a t  the  firm w as  at fault regarding th e  situation at 

hand. External attributions reflected the  responden t determining th a t  th e  firm 

w a s  relatively blam eless and environmental factors  w ere  causal. This 

attribution manipulation provided a salient central route cue  in th a t  the  

re sp o n d en t becam e more m otivated to  p rocess  information regarding the  topic 

of the  negative publicity piece w hen a determ ination of corpora te  m isconduct 

or blame (internal attribution) occurs.
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S tage II involved the  random  assignm ent of sub jec ts  to  each  of the  tw o  

attribution manipulations: internal or external. The attribution manipulation 

w a s  the  sum m ary manipulation co nduc ted  by varying levels of stability, locus 

and controllability. This enabled the  completion of the  second  s ta g e  of the  

s tudy  through  th e  manipulation of the  attributional c o n s tru c t  and the  

rem easu rem en t of the  individual re sp o n d en ts ' involvement levels, a tt i tudes  

and behavioral intentions.

The sub jec ts  w ere asked  to respond in isolation from one ano ther  and 

within a single session  all forms of the  experim ental conditions w ere  

adm inistered to avoid any confounding effects . The total elapsed  time for 

d a ta  collection w as  concluded within a tw o  w eek  period.

One requirem ent of th e  experimental design in s ta g e s  I and II w a s  the  

classification of sub jec ts  into processing  route groups of central and peripheral 

p rocessors . This classification no t only provided verification of the  

functioning of th e  ELM, but w as  n ecessary  for th e  formation of th e  final 2- 

s tag e  processing  groups.

The initial classification of individuals by processing route  occurred  

through th e  use of protocol analysis and recall questions . R esponden ts  w ere  

asked  to recall all relevant though ts  with regards to  the  adver tisem en t th a t  

they  w ere  exposed  to. These tho u g h ts  w ere  then  classified as  issue relevant 

or simple affective cues . This classification p rocess  of recollections 

enlightened the  type of processing th a t  occurred within th e  individual
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responden t.  Furthermore, th e  num ber of th o u g h ts  recalled w ere  an indication 

of the  type  of processing  th a t  occurred (Petty e t  al. 1983). Additionally, the  

m easu rem en t of self-reported am oun ts  of effort and cognitive processing  

supp lem ented  this route  determ ination. Hence, final processing  route  

determ ination w a s  a judgem en t call weighing th e  num ber and ty p e s  of 

a rgum en ts  recalled with the  self reported  am o u n ts  of effort and time 

expended  on th e  exercise.

M easurem ent Concerns

Attitudinal C o n s tru c ts : Subjects  w ere  asked  to  respond  to  items

regarding a tti tudes  to w ard s  the  product, the  endorser, th e  firm, advertising in 

general and the  role of governm ent in business. Further, pu rch ase  intentions 

and route  to  p rocessing  w ere  verified. Route to  processing  w ere  confirmed 

th rough  recall checks  in which the  subjec t w a s  asked  to  recall a ttr ibu tes  of 

th e  p roduct ca tegory .

Many sca les  for use  in the  m easu rem en t p ro cess  w ere  available in the  

literature for m ost items of interest. Attitudinal sca les  have been  refined in 

the  literature over the  p as t  several d ec a d e s  and have been  proven reliable. A 

sam ple of the  attitudinal sca les  used are included as  Tables 3 .1 , 3 .2 , 3 .3 ,  and 

3 .4 . Their so u rces  are d iscussed  below.
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Table 3.1
Measurement of Attitudinal Constructs

C onstruct Sem antic  Differentials 
with Item A nchors

A ttitude Tow ard th e  Brand

S ta tem ent: My overall impression 
of th e  conversion package  is ...

Bad/Good
U nsatisfactory /Satisfactory
Beneficial/Harmful
Superior/Inferior

A ttitude Tow ard the  Com pany

S ta tem en t:  My general impression 
of the  California Conversion 
Com pany is ...

Favorable/Unfavorable
Good/Bad
Negative/Positive
Follower/Leader
Successfu l/U nsuccessfu l

Attitude Tow ard the  
A dvertisem ent

S ta tem ent: I found the  
advertisem ent for Electro-Car ...

Interesting/Uninteresting 
Irritating/Not Irritating 
Held Attention/Did Not Hold 

Attention 
Informative/Uninformative 
Favorable/Unfavorable

Attitude Tow ard th e  Source 
(Consum er A dvocate  Group)

S ta tem ent:

I think consum er advoca te  groups 
are:

Knowledgeable/
Not Knowledgeable 

Uninformed/Informed 
Credible/Not Credible 
Not Truthful/Truthful
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Table 3 .2
Measurement of Remaining Dependent Variables

C onstruc t Sem antic  Differentials 
with Item A nchors

A ttitude Tow ard th e  Source
(the C onsum er A dvocate  Agency)
S ta tem en ts :

I believe th e  Consum er A dvocate  
A gency is know ledgeable  about 
p roduct failures and misleading 
advertisem ents .

Agree/Disagree

I believe th e  Consum er A dvocate  
Agency is making unfounded 
allegations against the  CCC.

Regardless of how  you feel abou t 
C onsum er A dvocate  Groups personally, 
do you feel they  are qualified to speak  
ou t abou t consum er issues?

Agree/Disagree

A gree/D isagree

Behavioral in tentions
S ta tem en ts :

It is th a t  th e  average  person 
would purchase  this product. Likely/Unlikely

Probable/Improbable
Impossible/Possible

Attitudinal m easu res  w ere  derived from Mackenzie and Lutz (1989) 

w hereby  sem antic  differentials enabled a s se s sm e n t  of AB, and credibility of 

th e  source  and advertisem ent. Reported reliabilities for th e  perform ance of 

th e se  sca les  are included in Tables 3 .5  and 3 .6 . Reported reliabilities 

(C ronbach 's  alpha) for th e se  scales  w ere  AB, .8 7 3 4  (Stage I) and .9 6 4 6
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(S tage II); source  credibility, .9294 ; ACo, .8 9 1 6  (S tage I) and .9 3 1 8  (S tage II). 

T hese  reliabilities w ere  well within accep ted  guidelines s e t  by Nunnaily 

(1978). Nunnaily (1978) rem arks th a t  reported reliabilities of .70  or higher are 

sufficient and th a t  a t te m p ts  to increase reliability beyond .80  is often 

w astefu l.  Mitchell and Olson (1981) developed a scale for a ssess in g  AAd th a t  

h as  since been reliably used by a variety of au thors  including Gardner (1985). 

T hese  sca les  performed reliably with a reported  C ronbach 's  Alpha of .7 2 6 2 .

ACo w a s  a s se s se d  using sem antic  differential endpoin ts  developed in the  

final tw o  p re te s t  studies. These  sca les  perform ed extrem ely well with 

C ro n b ach 's  alpha sco res  of .8 9 1 6  (Stage I) and .9 3 1 8  (Stage II). These 

sca les  w ere  used  in the  show n  form for the  final d a ta  collection.

Attitude tow ard  the  sou rce  w as  a s se s se d  via sca les  developed for this 

s tudy . These  sca les  w ere refined after the  second  p re tes t  and in their final 

form exhibited a Cronbach alpha of .9294 .

Behavioral intentions w ere  a s se s se d  via sca les  provided in M ackenzie 

e t  al. (1992). Reported reliabilities for th o se  scales  w ere  .8 8 6 2  (Stage I) and 

.8 0 8 7  (Stage II). Again, well within acceptability guidelines provided by 

Nunnaily (1978).

Manipulation C hecks: Checks to  determ ine if th e  involvem ent

manipulation w ere  effective required th e  m easu rem en t of product, 

environmental and issue involvement, and attributional e ffec ts  after the
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administration of the  experim ental stimuli. This provided su p p o rt  for the  

involvem ent manipulations effectiveness .

M easurem ent of th e se  co n s tru c ts  proved more difficult th an  the  

attitudinal co n s tru c ts ,  reflecting a lack of proven sca les  for m any of th e se  

co n s tru c ts .  Product involvement w a s  m easured  with Z a ichow sky 's  (1985) 

scale . O ther items m easuring issue and environmental involvem ent have  been 

developed and pre tested .

Involvement w as  m easured  ac ro ss  several dimensions: issue, p roduct 

and environmental. Items for issue involvement w ere  refined following the  

second  p re tes t  which reported very disappointing reliabilities of .4 4 3 6 .  

Reworking this scaie resulted in the  third p re tes t  yielding reliabilities of .7 8 0 1 . 

The p roduct involvement scale  sh o w ed  a reliability of .9 3 3 7 ,  c o n s is ten t  with 

previous research  using this scale. The environmental involvem ent items 

reported  reliabilities of .7801 and required slight ad justm en t for th e  final 

collection of data .
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Table 3 .3
Measures of Manipulation Checks

C onstruc t Sem antic  Differentials 
with Item A nchors

P roduct Involvement 
S ta tem ent:

For me, shopping for an automobile 
is ....

Important/Unim portant
Of no concern/O f concern
Irrelevant/Relevant
Trivial/Fundamental
Not needed /N eeded
Essential/Nonessential
Vital/Superfluous
Valuable/W orthless
M eans a lot/M eans Nothing
Beneficial/Not beneficial

Issue Involvement
S ta tem en ts :  The car purchase  
scenario  described is to  me.

Important/Unim portant

In helping an ou t of s ta te  friend 
ga ther  information, I would not 
spend  a g reat deal of my time.

Agree/Disagree

At this  point in time, purchasing a 
conversion package  is to  me.

Important/Unim portant

Subjects  w ere  asked to  respond to checks regarding the  e ffec tiveness  

of the  attribution argum ent. Following both s tag e s  of the  s tudy , sub jec ts  

w ere  asked  to  a s se s s  if they  interpreted the  advertisem ent as  misleading or 

decep tive . Attribution e ffec ts  w ere  te s ted  for effec tiveness  th rough  the  

c o n su m e rs ' response  to th e  firm and the  entity blamed for th e  p roduct 

failures. Reported reliability for this scale w as  .7801 .
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Table 3 .4
Measurement of the Attribution Effect

C onstruc t Sem antic  Differentials 
w ith  Item A nchors

Attributional P ro cesses  
S ta tem en ts :

The CCC w a s  responsible for the  
inferior p roduct perform ance. Agree/Disagree

I believe the  CCC places profits ahead  
of consum er satisfaction and truthful 
advertising. A gree/Disagree

The failure of the  converted  vehicles to 
perform as  the  ad claimed w a s  the  
fault of th e  CCC.

A gree/Disagree

Reliabilities for each  of the  sca les  used  to m easure  AAd, ACo, AB, issue 

involvement, source  credibility, attribution effects ,  p roduc t involvem ent and 

environm ental involvement w ere  a s se s se d .  The results  of th e se  investigations 

are summ arized on th e  following p ag es  in Tables 3 .5  and 3 .6 .
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Table 3 .5  
S tage  1 

Scale Reliabilities

Scale Alpha (Non-Stand.)

Issue Involvement .5 1 8 2

Product Involvement .9 5 4 6

Behavioral Intentions .8 8 6 2

A ttitude Tow ard th e  Ad .7 2 6 2

Attitude Tow ard th e  Firm .8 9 1 6

Attitude Tow ard th e  Brand .8 7 3 4

Table 3 .6  
S tage  II 

Scale Reliabilities

Scale Alpha (Non-Stand.)

A ttitude Tow ard the  Brand .9 6 4 6

A ttitude Tow ard the  Firm .9 3 1 8

Behavioral Intentions .8 0 8 7

Source Credibility .9 2 9 4

Product Involvement .9 3 3 7

Issue Involvement .6 8 2 6

Attribution M easure .7801

Environmental Involvement .7801
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H ypothesis  Analysis

A se t  of research  h y p o th ese s  concerning the  res is tance  to  ch an g e  of 

several attitudinal c o n s tru c ts  in th e  model w as  proposed  in Chapter  2. 

Analysis of th e se  h y p o th eses  required the  use  of MANOVA tech n iq u es  to  

determ ine if significant d ifferences existed be tw een  experim ental groups. 

MANOVA analysis requires th e  m eeting of several a ssum ptions , primarily th a t  

th e  error distribution e be normally distributed. The large sam ple  size 

su g g e s te d  by the  use of LISREL analysis (i.e., a total sam ple  size of 800) 

su g g e s te d  th a t  th e  assum ptions  of th e  MANOVA techn ique  had a good 

c h an ce  of being met.

Structural Model Analysis

The com parison of a ttitude ch an g e  models b e tw een  different processing  

seq u en ce  groups required th e  use  of an analysis techn ique  th a t  considers  

s tructural equations  sim ultaneously. LISREL w as  an appropriate  analysis tool 

for this situation w here  the  "equations th a t  exist in th e  (proposed) model 

rep resen t causal links rather than  m ere empirical associa tions"  (Jo reskog  and 

Sorbom  1988 , p.1).

The LISREL application to  this particular experim ent enabled  the  

determ ination of the  b es t  model under a given se t  of conditions. The tw o  

m odels developed in this d isserta tion  su g g es ted  th a t  under a central route  to 

persuasion  th e  use  of brand and com pany cognitions will play a significant role
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in th e  determ ination of AB and Bl. The peripheral route does  not rely on th e se  

co m p o n en ts  significantly in the  determ ination of th e  final a ttitude tow ard  the  

brand and behavioral intentions. LISREL facilitated the  testing  of th e se  

alternative m odels ac ross  th e  four processing  seq u en ce  groups to  determ ine 

th e  m o st appropriate model under central or peripheral processing.

The use  of a LISREL application w as  not, how ever, w ithout its pitfalls. 

Primarily, th e  num ber of re sp o n d en ts  required acro ss  experim ental m anipula­

tions increased  dramatically w hen  com pared  to  a more traditional regression 

analysis. The LISREL program s require th a t  the  da ta  be normally distributed 

and utilize fairly large sam ple sizes. As a result, the  proposed  m ethod  for the  

s tudy  requires the  gathering of survey information from approximately 8 0 0  

re sp o n d en ts  (across  the  2 -s tage  process). This sam ple size w a s  n ecessa ry  

due  to the  investigation of the  com peting causal m odels ac ro ss  each  of the  

4  experim ental groups. In o ther w ords, does  the  central or peripheral model 

of attitude formation b e s t  explain the  behavior of each  of the  final 4  

experim ental groups.

P re tes t  Results

Three p re tes t  s tud ies  w ere com pleted for this d isserta tion. The first 

p re tes t  consis ted  of 60  undergraduate  s tu d en ts  completing a product 

selection survey. Additionally, this survey  w as  designed to  determ ine gender
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differences in p roduct involvement levels and familiarity. The second  p re tes t  

included 8 8  responden ts  com pleting the  full tw o  s ta g e  survey. This s tudy  

helped refine the  advertisem ent used  in s tag e  I, the  negative publicity 

m e ssa g e  in s tag e  II, and help pinpoint any problem areas  in m easu rem en t as 

well as  any existing problems with the  experimental m anipulations. The 

appropriate  refinem ents m ade to  the  survey enabled instrum ent to  enable  

effective manipulation of th e  experimental variables.

The third p re te s t  of the  s tudy  included 52 undergradua te  resp o n d en ts .  

The third p re te s t  w as  a modified and shortened  version and confirmed the  

appropria teness  of the  modifications to  the  experimental manipulations and 

confirm their effectiveness. Results of the  experimental m anipulations are 

sum m arized in the  Tables below.

Table 3 .7  highlights the  distribution of re sp o n d en ts  into th e  final four 

p rocess ing  groups. Note th a t  while a few  cross  over individuals did occur, the  

manipulations designed to predispose responden ts  to  either th e  central or 

peripheral processing  route a t  each  s tag e  generally held.

Table 3 .7  
Distribution of Group M embership

Group 1 Central-Central 16

Group 2 Central-Peripheral 11

Group 3 Peripheral-Central 15

Group 4  Peripheral-Peripheral 10

Total Number of R espondents 52
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As show n  in Tables 3 .8  and 3 .9 , the  second  p re tes t  resulted in clean 

m anipulations for the  involvem ent manipulation. Both ap p ro ach es  to 

determ ining its significance w ere  successfu l.  The first issue involvem ent 

m easu rem en t utilized the  am oun t of time and effort the  re sp o n d en t  w as  

willing to  invest as  the  issue involvement m easure . This manipulation w as  

significant a t  th e  .0001 level. The second  m easu rem en t of issue involvem ent 

utilized th e  sum m ated  sco re  for th e  issue involvement cons truc t .  It proved 

significant to  the  .05  level. Hence, multiple support for th e  e ffec tiveness  of 

this  m easu re  occurred. Note th a t  the  high involvement group sh o w ed  a lower 

m ean score , reflecting the  coding of 1 to  5 (1 = h igh  or important) for the  

resp o n ses .

Table 3 .8  
Significance of the  

Involvement Manipulation 
Variable - Time and Effort

Experimental Group Mean No. of Obs.

High Involvement 3 .7 4 25

Low Involvement 5 .4 4 27

F 1 7 .1 3 9 2 Significance .0001
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Table 3 .9  
Significance of the  

Involvement M easure 
Variable - Issue Involvement Total

Experimental Group M ean No. of Obs.

High Involvement 6 .0 8 25

Low Involvement 7 .3 0 27

F 4 .2211 Significance .0 4 5 2

Table 3 .1 0  highlights the  e ffectiveness  of the  attribution manipulation. 

For th e  2 groups formed with the  internal and external attribution m anipula­

tion, th e  groups differed significantly at the  .001 level using th e  su m m ated  

attribution scale  scores .

Table 3 .1 0  
Significance of 

Attribution Manipulations

Experimental Group Mean No. of Obs.

Internal Attributions 7 .3 4 29

External Attributions 14.61 23

F 8 5 .8 8 1 4 Significance .0 0 0 0

Difference sco res  enable the  determ ination of the  res is tance  to 

coun te rpersuasion  show n  by the  experimental g roups representing  the  

processing  s tra teg ies  available. These results are summ arized below  in Tables
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3.11 - 3 .1 3 .  Note th a t  significant d ifferences in th e  am o u n t of ch a n g e  are 

supported  in the  p re tes t  results. Reported significance levels are in e x c e s s  of 

.0 0 0 1 .  These  am oun ts  of change  are cons is ten t with th o se  hypothesized  in 

Chapter 2 of this d isserta tion. This provided encouraging  sup p o rt  for com ple­

tion of th e  full s tudy.

Table 3.11
C hanges  in Attitude Tow ard th e  C om pany

Group Mean C ases

C-C -1 1 .0 6 16

C-P -1 .45 11

P-C -9 .67 15

p-p -1 .6 0 10

F 1 0 .9 4 8 9 Significance .0 0 0 0

Table 3 .1 2  
C hanges  in Attitude Tow ard th e  Brand

Group Mean C ases

C-C -9 .5 0 16

C-P -1 .0 0 11

P-C -9 .9 3 15

p-p -2 .4 0 10

F 8 .8 5 0 2 Significance .0001
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Table 3 .1 3  
C hanges  in Behavioral in tentions

Group Mean C ases

C-C -3 .75 16

C-P -.09 11

P-C -2 .4 0 15

p-p - .90 10

F 2 .5 0 7 9 Significance .07

Preliminary investigation into the  proposed  causal model w a n ecessa ry  

to  determ ine if the  attitudinal co n s tru c ts  w ere  significant in predicting AB and 

Bl. Of primary in terest to  this s tudy  w as  to highlight the  im portance  of the  

role of ACo in th e  prediction of AB and Bl. Preliminary results  w ere  very 

encouraging  for the  im portance of this co n s tru c t  in predicting attitudinal 

ch an g e s  and Bl. Although o ther attitudinal c o n s tru c ts  such  as AAd and 

cognitions did not prove significant, the  levels and direction of relationship 

w ere  encouraging.

It is possible th a t  the  insignificance of th e se  c o n s tru c ts  in th e  

correlational analysis merely reflected a sam ple size problem. A djus tm en ts  in 

th e  sam ple size and the m easu rem en t of the cognition c o n s tru c ts  should 

co rrec t this problem. It is proposed  th a t  the  m easu rem en t of cognitions 

should no t only cons is t  of classification of the  num ber of recalled th o u g h ts ,  

bu t also th e  type  of th o u g h t  genera ted  to  aid in their significance in th e  model.

The correlation results  for the p re tes t  are p resen ted  with the  entire
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sam ple as  well as  a report on the  tw o  pure experimental Groups (C-C and P- 

P). Correlation w as  used a t  this point to  investigate th e  model b ec a u se  the  

use  of LISREL a t  this time w as  inappropriate due to sam ple size concerns .  

The preliminary investigation w as  designed to  highlight the  w orth iness  of 

investigating the  ACo co n s tru c t  in AB and Bl model developm ent.

Table 3 .1 4  
Correlations Among the  
Attitudinal Com ponents  

of th e  Model with 
A ttitude tow ard  the  Brand 

Total P re test Sample 
S tage  2

Variables C ases Mean Std. Dev. Correlat.

^Ad 52 10 .92 3 .4 8 -.02

> o o 52 17 .42 5 .7 9 .8 8 * *

<o<

52 8 .9 6 3 .5 3 i 00 *

• •S ig n if ican t to  the  .001 level 
* Significant to  the  .01 level
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Table 3 .1 5  
Correlations Among the  Attitudinal 

C om ponen ts  of the  Model with 
A ttitude tow ard  th e  Brand 

(C-C Group)
S tage  2

Variables C ases Mean Std. Dev. Correlat.

> > Q. 16 9 .0 6 3 .3 6 -.15

OO<
j 16 19 .63 6 .1 2 .87**

Inv 16 7 .8 8 2 .5 5 .001

**Significant to  th e  .001 level 
* Significant to th e  .01 level

Table 3 .1 6  
Correlations Among Attitudinal 
C om ponen ts  of th e  Model with 

A ttitude tow ard  th e  Brand 
(P-P Group)

S tage  2

Variables C ases Mean Std. Dev. Correlat.

> > a. 10 12 .2 0 2 .8 9 -.23

Aco 10 1 4 .2 0 3 .8 8 .71

Inv 10 10 .7 0 2.21 .32

**Significant to th e  .001 level 
* Significant to  the  .01 level
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Table 3 .1 7  
Correlation Betw een 

Attitude Tow ard th e  Ad 
and Attitude Tow ard th e  Com pany 

S tage  2

Variables C ases Mean Std. Dev. Correlat.

^Ad 52 8 .9 6 3 .5 3 - .3 4 * *

> o o 52 17 .4 2 5 .7 9

**Significant to  the  .001 level 
* Significant to  th e  .01 level

Table 3 .1 8  
Correlation Between 

A ttitude Tow ard the  Com pany 
and Behavioral intentions 

S tage  2

Variables C ases Mean Std. Dev. Correlat.

ou<

52 17 .42 5 .7 9 .7 3 * *

Bl 52 15 .73 3 .2 8

**Significant to  the  .001 level 
* Significant to  the  .01 level
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Table 3 .1 9  
Correlations Am ong th e  Attitudinal 

C hange Scores  
{C-C Group)

Variables C ases Mean
Std.

Dev.

Corr
with
Diff2

Corr
with
Diff4

Aac) 16 9 .0 6 3 .3 6 .52 .52

> O o 16 -1 1 .0 6 7 .0 2 .82** .56

Tlnv 16 5 .3 7 .72 .14 .01

Diff 2 16 -9 .5 0 6 .6 2

Diff4 16 -3 .7 5 3 .8 4

**Significant to  the  .001 level 
* Significant to  th e  .01 level

Difference sco res  included in this analysis reflect ch an g es  in ACo (Diff 1), 

Ab (Diff2), num ber of cognitions recalled (Diff3) and Bl (Diff4). Tlnv reflects 

th e  m easu re  of issue involvem ent reflecting time and effort th e  re sp o n d en t  

w a s  willing to put into the  task .
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Table 3 .2 0  
Correlations Am ong th e  Attitudinal 

C hange Scores  
(P-P Group)

Variables C ases Mean
Std.

Dev.

Corr
with
Diff2

Corr
with
Diff4

^Ad 10 12 .20 2 .9 0 .23 .20

Aco 10 -1 .6 0 4 .5 5 .76** .51

Tlnv 10 4 .2 0 1.55 -.48 -.38

Diff2 10 -2 .4 0 4 .7 0

Diff4 10 -.90 2 .2 8

**Significant to  the  .001 level 
* Significant to th e  .01 level

Table 3 .21 
Correlations Among Cognitive 

C om ponen ts  and Involvement Levels 
Post S tage  2

Variables C ases Mean Std. Dev. Correlat.

Cog2 52 4 .6 7 1 .9 4

*00001

**Significant to the  .001 level 
* Significant to  the  .01 level

Correlational relationships be tw een  the  num ber of cognitions recalled 

and the  involvement co n s tru c t  provided support for the  e ffec tiveness  of the  

involvement manipulation. Note the  correlation w as  negative due to  the  

scoring of the  involvement co n s tru c t  as  1 to  5 (high to  low). S upport for the
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hypo thesis  th a t  attributional e ffec ts  increase involvem ent levels w as  

g enera ted  by th e  significance of the  relationship b e tw een  the  num ber of 

cognitions genera ted  and th e  attribution scale.

Table 3.21 
Correlations Among Number of Cognitive 

C om ponen ts  Recalled and th e  Attribution M easures
Post S tage  2

Variables C a s e s M ean Std. Dev. Correlat.

Cog2 52 4 .6 7 1 .9 4 -.38*

**Significant to  the  .001 level 
* Significant to  th e  .01 level

C onsisten t with the  projections of the  model and research  h y p o th ese s ,  

a significant relationship h as  been dem onstra ted  in the  p re te s t  b e tw een  the  

recall of the  respo n d en ts  of m essage  argum ents  and the  internal attribution 

of blame. This reflects the  proposed  relationship in which involvem ent levels 

are increased  through the  evaluation of attributional p ro cesses .  Note th a t  the  

correlations reflect negative relationships due to  the  coding of involvem ent 

levels from 1 to  5 (1 being highly involved) and attribution (1 =  internal 

attribution).

Sum m ary

Through the  results of the  p re tes t  of this d isserta tion, it w a s  d em o n ­

s tra ted  th a t  there  is empirical support for the  h y p o th eses  g en era ted  in this
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disserta tion . Furthermore, support for the  co n s tru c t  of ACo in predicting AB 

and Bl w a s  also developed  through this initial s tudy  of th e  d isserta tion. 

Through th e  developm ent of the  proposal and th e se  preliminary s tudy  results, 

it w a s  believed th a t  the  completion of this s tudy  would provide meaningful 

and contributive results  to  th e  field.



CHAPTER FOUR

DEVELOPMENT OF MEASURES AND HYPOTHESIS TESTING

This Chapter will p resen t an overview of the  full s tudy  results. The 

overall objective of this Chapter is to  report the  validity and reliability of the  

m easu res ,  the  effec tiveness  of the  experimental manipulations and de te rm ina­

tion of support for the  hyp o th eses  developed in Chapter 2. To achieve this 

goal, th e  C hapter will be p resen ted  in six major sections: 1) a review of the  

im provem ents  and am en d m en ts  su ggested  through  th e  p re te s t  results; 2) 

d iscussion of th e  m easu rem en t model; 3) determ ination of the  effec tiveness  

of the  experimental manipulations; 4) am en d m en ts  to  the  m ethods  as  a result 

of preliminary full s tudy  analyses; 5) results of MANCOVA te s t s  used  for 

determ ination of support for H ypotheses 1-2 and 6) results  of th e  structural 

equa tions  model to  investigate support for H ypothesis 3-4.

Review of Overall M ethods Im provem ents

Chapter Three concluded with the  developm ent of overall s tudy  design. 

The use  of the  multiple p re te s t  form at enabled th e  determ ination of reliable 

experim ental manipulations and yielded im provem ents in a s se s sm e n ts  of the  

e ffec tiveness  of th e se  manipulations. Specifically, a system atic  m ethod  for

138
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th e  classification of processing group m em bership, as  well a s  additional 

m easu res  for th e  determ ination of attribution effec ts  w ere  added.

Classification Im provem ents

At S tage  1 group m em bership  w as  determ ined through  the  use  of a 

w eigh ted  average  of the  individual's self-reported dep th  of process ing , num ber 

of cognitions genera ted  and the  estim ated  time the  responden t reported  would 

be sp e n t  on the  task  p resen ted . Relative w eights  for th e se  items w ere  2 0 % , 

4 0 % , and 4 0 % , respectively. This weighting system  w as  used  b e c a u se  the  

artificial nature  of the  experim ent tended  to result in inflated self-reported 

sc o res  on dep th  of processing. This weighting sys tem  enabled com pensation  

against the  other, more valid a s se s sm e n ts  of processing  type. In o ther w ords, 

this  w eighted  approach  enabled a more system atic  classification sch em a  than  

th e  strictly judgm ental procedure utilized in the  p re tes ts .  Overall judgem en t 

of group m em bership  w as  monitored through the  use  of th ree  additional 

judges  th a t  assis ted  in the  coding process .

The coding p rocess  consis ted  of examining each  re sp o n d e n t 's  ques tion ­

naire on an individual basis in a three  s tep  p rocess.

S tep  1 - The num ber and type  of cognitions genera ted  w ere  noted . Self- 

reported  task  effort w as  also investigated to  facilitate tie breaks. S cores  of 

1 and 2 w ere  considered highly involved, central p rocesso rs .  All o thers
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w ereconsidered  to  be peripheral p rocessors . Overall judge ag reem en t w as  

very high with only 28  c a se s  of 7 2 2  proving problematic. In th e se  situations, 

c a s e s  w ere  classified based  on a tw o  ou t of th ree  judge ag reem en t on the  

additional tie breaking questions . Overall interjudge ag reem en t w a s  96% .

The type  of cognitions genera ted  w ere  coded by ac ro ss  judge 

ag reem en t regarding the  primary type of th o u g h ts  recalled. In th e  ev en t  of a 

tie or indecision am ong th e  judges, additional research  w as  co n d u c ted  by 

reviewing other open-ended  questions  to  enlighten th e  type  of p rocessing  th a t  

occurred  in the  responden t. These  additional questions  asked  the  re sp o n d en t 

to  com m ent on the  p roduct and brand. Indepth and thoughtful co m m en ts  

with regards to  product a ttribu tes  w ere considered to  indicate central route 

processing . Discussion or recollection of cues  or very limited rem arks w ere  

indicative of peripheral processing.

S tep  2  - The self reported dep th  of processing m easure  w as  exam ined. The 

item th a t  a s se s se d  this p rocess  w as  an ag reem ent sco re  indicating h ow  m uch 

th o u g h t  and effort w as  pu t into the  survey. Scores  of 3 and higher resulted 

in an initial flag th a t  the  responden t w as  a peripheral processor. A greem ent 

sco re s  of 1 and 2 w ere  generally classified as central p rocessors .

S tep  3  - Issue involvement w a s  further analyzed by investigating th e  am ount 

of time the  responden t w as  willing to  spend on the  situation described  in the
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scenario . R esponses  ranged from 0-3 hours to  more than  3 days. 

A lternatives of less than  12 hours total w ere classified as  low involvem ent 

re sp o n d en ts .  The 12 hour cutoff represen ted  th e  midpoint of re sp o n d en t  

options.

As a result of th e se  th ree  m easures , natural breaks appeared  in the  

pa tte rn  of responses .  In general, re sponden ts  th a t  sco red  a 1 or 2 on the  

dep th  of p rocessing  m easure , a 4  or grea ter  on the  effort scale  and genera ted  

cognitions of 6 or greater rep resen ted  the  average central p rocessor.

Group results ac ross  th e se  m easu rem en ts  are a s  follows:

Table 4.1 
Classification of R esponden ts  

by Processing Group 
S tage  1

Variable
Group 1 

(Central)
Group 2 

(Peripheral)
F-

Value Sign.

Time and Effort 5 .6 4 2 .6 5 4 9 .3 2 .0 0 0

Depth of Processing 3 .9 4 2 .9 5 1 8 5 .7 5 .0 0 0

Number of Cognitions 7 .4 7 4 .1 7 3 5 .1 9 .0 0 0

W eighted Scores 6 .0 3 3 .3 2 7 0 .9 5 .0 0 0

Processing group classification in S tage  II consis ted  of examining the  

attribution scales  as well as  the  overall num ber of cognitions g enera ted . 

Traditional questions  with regards to  the  num ber of cognitions recalled, effort 

expended  and self-reported dep th  of processing w ere  utilized to  determ ine 

group m em bership using th e  procedure described in S tage  1 classification.
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Results for th e se  classifications followed a similar p ro cess  as  described  

above  on a ca se  by case  basis . Results are included in Table 4 .2 .

Table 4 .2  
Classification of R esponden ts  

by Processing Group 
S tage  2

Variable
Group 1 
(Central)

Group 2 
(Peripheral)

... „  . 

Value Sign.

Effort Expended 3 .9 2 3 .1 2 1 1 8 .1 3 .00

Depth of Processing 3 .98 2 .9 3 1 9 8 .6 6 .00

Number of Cognitions 6 .1 2 5 .8 0 1.81 .07

W eighted Scores 4.81 4 .1 5 87.71 .00

Attribution A sse s sm e n t Improvem ents

M easures  w ere  added  to  the  questionnaire  for th e  determ ination  of 

internal and external attributions as a result of p re te s t  analysis. One problem 

w a s  th a t  th e  possibility existed th a t  the  assum ption  of external causa tion  

(primary responsibility for the  situation being attributed to  th e  consum er  

ad v o ca te  agency) genera ted  by the  responden t could be attributed  to  the  

consum er  advoca te  agency  or som e other outside factor. A djus tm en ts  w ere  

m ade  to  a s se s s  the  ex ten t of the  causality a s se s sm e n t  ac ro ss  no t only the  

tw o  parties involved in the  experimental manipulation, bu t also to  allow for 

th e  attribution of blame to  outside, random  factors . These  additional c o n s ta n t  

sum  m easu res  are included in Appendix 4.
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Many variables of theoretical in terest are not directly observab le  and are 

referred to  as latent variables or factors . These  la ten t variables or c o n s tru c ts  

are defined as  "a co n cep t  which the  researcher  can define in concep tua l 

te rm s, but which can n o t  be directly m easured" (Hair e t  al. 1992 , p .3). Since 

th e se  theoretically defined co n s tru c ts  are the  basis  of the  formation of causal 

relationships, it is n ecessa ry  to  determ ine a se t  of m easu rem en t indicators 

th a t  will b es t  approxim ate th e se  underlying cons truc ts .  Hence, th e  purpose  

of the  m easu rem en t model is to  determ ine how  well th e  observable  indicators 

function as  a m easu rem en t instrum ent for th e se  co n s tru c ts  (Jo reskog  and 

Sorbom  1988).

The analysis of the  m easu rem en t model via confirm atory fac to r  analysis 

enabled the  determ ination of th e  effectiveness  of th e  m easu rem en ts  used  to 

operationalize the  s tudy  cons truc ts .  This s tudy  w as  able to  utilize m any 

es tablished  scales  for the  m easu rem en t of m ost of the  attitudinal co n s tru c ts  

under investigation, thereby  facilitating the  analysis and minimizing the  

reconfiguration of the  m easu rem en t model.

The specification of th e  confirmatory mode! requires the  determ ination 

of th e  num ber of com m on factors , the  num ber of observed  variables, the  

variances  and covariances am ong the  unique factors , th e  relationship am ong 

the  observed  variables and the  latent factors, and the  relationship am ong the
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observed  variables and the  unique factors  (Long 1984). The confirm atory 

model w as  specified with th e  following indicators being utilized initially as 

m easu rem en t items for th e  specified attitudinal c o n s tru c ts  (Table 4 .3).

Table 4 .3
M easu rem en t of Attitudinal C onstruc ts

C onstruc t Sem antic  Differentials 
with Item A nchors

A ttitude Tow ard th e  Brand

S ta tem ent: My overall impression 
of th e  conversion package  is ...

Bad/
Good U nsatisfactory/ 
Satisfactory 
Beneficial/Harmful 
Superior/Inferior

Attitude Tow ard th e  Com pany

S ta tem ent: My general impression 
of th e  California Conversion Com­
pany is ...

Favorable/Unfavorable
Good/Bad
Negative/Positive
Follower/Leader
S uccessfu l/U nsuccessfu l

Attitude Tow ard th e  A dvertisem ent

S ta tem ent: I found the  advertise­
m en t for Electro-Car ...

I felt abou t th e  CCC's 
advertisem ent.

Interesting/Uninteresting 
Irritating/Not Irritating 
Held Attention/Did Not Hold 

Attention 
Informative/Uninformative 
Favorable/Unfavorable 
Favorably/Unfavorably

Behavioral Intentions 

S ta tem ent: It is
th a t  the  average person would pur­
c h a se  this product.

Indicate which s ta te m e n t you m ost 
agree  with:

I would buy this product.

Likely/Unlikely
Probable/Improbable
Impossible/Possible

definitely, probably, might or 
might not, probably not, definitely 
not
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Confirmatory factor analysis enabled the  investigation of a congeneric  

model which a s su m es  unidimensionality and enab les  the  loadings and error 

variances  to  differ from indicator to indicator. Unidimensionality is defined as 

"the ex is tence  of a single trait underlying a s e t  of indicators," (Hattie 1985). 

Investigation of the  unidimensionality requires an analysis of both the  internal 

and external cons is tency  of the  m easu rem en t items. Investigation of the  

m easu rem en t model p roceeded  with the  use  of the  statistical package  SPSS 

for th e  determ ination of C ronbach 's  alpha and LISREL for the  investigation of 

discriminant validity through  the  confirmatory factor analysis.

Three s te p s  w ere  undertaken  to  assu re  th e  e ffec tiveness  of the  

m easu rem en t model: 1) an analysis during the  p re te s t  of internal cons is tency  

of the  relevant co n s tru c ts  and adjustm ent to  items no t show n  to m eet 

es tab lished  criteria; 2) analysis of the  external cons is tency  and discriminant 

validity a s se s se d  via LISREL after completion of th e  full s tudy; 3) modification 

of the  confirmatory model to  exclude m easu rem en t items th a t  did no t m ee t 

established criteria. After completion of the  s te p s  th e  model w as  again 

investigated to a s se s s  the  im provem ent and generation of final fit indices and 

C ronbach 's  alphas. The guidelines used to  analyze th e  m easu rem en t items 

are listed in Table 4 .4 .
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Table 4 .4
Measurement Model Test Statistics

Statistic Guideline Source

C ro n b ach 's  Alpha .5 or better Nunnally (1978)

T-values t-values >  2 .5 7 6 A nderson and 
Gerbing (1982)

Normalized
Residuals

should no t exceed  
2 .0

Hair e t  al. 
(1992)

Modification
Indices

should not exceed  
3 .8 6

Hair e t  al. 
(1992)

Chi-Square Lower values 
advocated

Fornell (1983)

GFI values tow ard  1.0 Jo resk o g  and 
Sorbom  (1988)

RMSR no clear 
guidelines

Bagozzi and Yi (1988)

AGFI .9 or better Hair e t  al. 
(1992)

Normed Fit Index .9 or better Bentler and 
Bonnett (1980)

Tucker-Lewis .9 or better Tucker and Lewis 
(1973)

After th e  analysis of the  m easu rem en t items included in th e  initial

confirm atory model, 5 items w ere  determ ined not to  m ee t th e  above require­

m en ts  and w ere  rem oved from the  model. The final items included in the  

analysis are included as  Table 4 .5 .
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Table 4 .5
Measurement of Attitudinal Constructs

C onstruc t Sem antic  Differentials 
with Item A nchors

Attitude Tow ard th e  Brand

S ta tem ent: My overall impression 
of th e  conversion package  is ...

Bad/
Good U nsatisfactory/ 
Satisfactory  
Beneficial/Harmful 
Superior/Inferior

A ttitude Tow ard th e  Com pany

S ta tem ent: My general impression 
of th e  California Conversion Com­
pany is ...

Favorable/Unfavorable
Good/Bad
Negative/Positive

Attitude Tow ard th e  A dvertisem ent

S ta tem ent: I found the  advertise­
m en t for Electro-Car ... Interesting/Uninteresting 

Irritating/Not Irritating 
Held Attention/Did Not Hold 

Attention

Behavioral Intentions

S ta tem ent: It is
th a t  the  average person would pur­
ch ase  this product.

Likely/Unlikely
Probable/Improbable
Impossible/Possible

Removal of th e se  items w ere  based  on te s t s  to  confirm

unidimensionality of the  cons truc ts .  Items rem oved from the  model exhibited 

s tandardized residuals in e x c e ss  of 2 .0 , modification indices above  3 .8 6  or t- 

values in e x c e ss  of 2 .5 7 6 . Items failing to  m ee t th e se  criteria are typically not 

significantly related to  their specified co n s tru c ts  and should be rem oved from 

th e  m easu rem en t model (Hair e t  al. 1992). Offending items w ere  rem oved 

and th e se  ch ecks  w ere  conduc ted  again to assu re  unidimensionality.



148

Items no t investigated through the  confirm atory fac tor analysis  w ere  

th e  single-item m easu res  for brand and com pany  cognitions and ad non-claim 

and claim cognitions. Traditional app ro ach es  in th e  literature for a ssess in g  

th e se  charac teris tics  have utilized a single item indicator (e.g ., Petty  and 

Cacioppo 1989). For the  p u rposes  of th e  structural model investigation, a 

reliability of .75  w as  assu m ed  for single item m easures .

Internal cons is tency  w as  a s se s se d  after the  removal of problem atic 

item s from the  confirmatory model using C ro n b ach 's  alpha for th e  overall 

sam ple  and for each  experimental group. These  es tim a tes  are sh o w n  in Table 

4 .6 .

Table 4 .6  
Reliability of M easurem ent Item s 

Full S tudy  - S tag e  II M easures

C o n stru c t C ro n b ach 's  Alpha

Full C-C C-P P-C P-P

Attitude tow ard  the  Ad .84 .80 .85

COCO .85

Attitude tow ard  the  
Com pany

.99 .96 .97 .92 .94

A ttitude tow ard  the  
Brand

.97 .92 .94 .92 .9 4

Behavioral Intentions .86 .75 .91 .81 .88

#  C ases 723 205 160 151 197

As described in Chapter 3, a series of m easu res  w ere  developed  to 

a s s e s s  the  re sp o n d e n t 's  attitude about the  source , p roduct involvem ent, issue 

involvement, overall processing  involvement and the  attributional p ro cesses .
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These  m easu res  w ere  used  as  checks  on the  effec tiveness  of th e  experim ental 

m anipulations. Reliabilities for th e se  m easu rem en ts  are included below  as 

Table 4 .7 .

Note th a t  the  issue involvem ent m easure  continues  to  be problem atic. 

The third p re te s t  yielded poor reliability for th e se  m easu res  th e reb y  requiring 

th e  deve lopm ent of additional m easu res .  These  ad justm en ts  failed to  yield 

m ore reliable indicators w hen  used in the  full s tudy.

Table 4 .7  
Scale Reliabilities 

Experim ental M anipulation A ssessm en ts  
Full Sam ple

Scale Alpha (N on-Standardized)

Product Involvement .93

Issue Involvement .25

Environmental Involvement .78

Source Credibility - General .90

Source Credibility - Specific .95

Sum m ed Involvement M easure 
(Stage I)

.54

Sum m ed Involvement M easure 
(Stage II)

.58

Sum m ed Attribution M easure .80

The final confirmatory m easu rem en t model resulted in th e  following 

s ta tis tics  (Table 4 .8). These  resulting s ta tis tics  show n  in Table 4 .8  all m et 

es tab lished  guidelines.
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Table 4 .8  
C onfirm atory Factor A nalysis R esults 

Full Sam ple (n = 6 8 9 )1

Construct A e
Item
Rel.

Average
Variance
Extracted

Composite
Reliability

A(Ad)
^<1,1) CO CJ

1 .28 .72

^(2,11 .68 .54 .47

^(3.1)

CD03 .26 .74 .64 .84

A(Co)
^(4.2) .96 .07 .93

^(5,2) .98 .04 .96

^(6,2) .91 .16 .84 .91 .97

A(B)
^(7.3) .93 .13 .87

>*(8.3) .94 .12 .88

4(9,3) .93 .14 .86

4(10.3) ■v
l

CO .38 .62

4(11.3)

CDCO .27 .74 .75 .95

Bl
4(12,4) .84 .30 .70

^(13,4) .93 .14 .86

^(14.4) .79 .53 .47 .69 .87

Chi-Square 
(71 df) 279.38

p - level
.00

GFI .95

RMSQR .02

Tucker- Lewis .93

1 AAdnc,AAd.c, CoCog and BCog are ali indicated with single item s and 
reliabilities for th e se  items w ere  se t  at .75 .
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Determination of the  effec tiveness  of th e  experimental scenarios  in this 

d isserta tion  w as  crucial. W ithout ad eq u a te  functioning of the  experim ental 

m anipulations, it would be impossible to analyze the  g ro u p 's  resis tance  to 

coun te rpersuasion . Therefore, the  effective m easu rem en t of the  c o n s tru c ts  

in question  and a resulting clear separation  ac ro ss  experimental g roups  w as  

crucial to  the  effectiveness  of the  full s tudy.

Data collection proceeded  with the  goal of attaining sam ple size of 8 0 0  

total. This consis ted  of 2 0 0  responden ts  for each  of the  four p rocessing  

groups. Statistical requirem ents, how ever, only m andated  th a t  approxim ately 

7 0 0  re sp o n d en ts  be atta ined, 2 0 0  for each  of th e  pure groups (C-C and P-P) 

and approximately 150  for each  of the  c ross  over groups (C-P and P-C). The 

relatively smaller sample size resulted from the  intention to  t e s t  the  structural 

model only with the  tw o  consis ten t p rocessing  groups (C-C and P-P). Total 

sam ple size attained and th e  distribution acro ss  th e  processing  groups is 

included as  Table 4 .9 .

Final sam ple groups w ere  com posed  of college s tu d en ts  from tw o  

S ou theaste rn  universities se lected  on a convenience  basis. Surveys w ere 

adm inistered to  the  s tu d en ts  o n  tw o  consecu tive  c lass  m eetings. S tage  I w as  

adm inistered on day 1, and s tu d en ts  w ere  encouraged  to  participate in both 

parts  of th e  s tudy. S tage II w as  administered on the  second  class  m eeting
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with refresher directions given regarding the  m echanics  of the  s tudy  and 

directions for completion. As an incentive to  com plete  both halves of the  

survey, th e  s tu d e n ts  w ere  aw arded  5 extra  credit points only if both  parts  of 

th e  survey  w ere  com pleted.

Table 4 .9  
Distribution of Group M em bership

Group 1 Central-Central 205

Group 2 Central-Peripheral 160

Group 3 Peripheral-Central 144

Group 4  Peripheral-Peripheral 188

Total Number of R espondents 6 9 7

M anipulation C hecks

After attaining th e  appropriate sam ple sizes and entering th e  survey  

da ta ,  it w a s  then  n ecessa ry  to  a s se s s  the  e ffec tiveness  of th e  experim ental 

manipulations. W ithout attaining distinct experimental groups, further analysis 

for hypothesis  testing  would not be possible. P rocedures for tes ting  the  

effec tiveness  of the  experimental manipulations w ere  similar to  th o se  utilized 

in th e  pre test.  The additional attribution variables w ere  also utilized to  a s s e s s  

th e  ass ignm en t of blame ac ro ss  the  com pany, the  consum er ad v o ca te  agency ,
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and random  occurrences. These  results are included as Tables 4 .1 0 .  Note 

th a t  involvem ent levels are clearly sepa ra ted  ac ro ss  high and low involvem ent 

groups.

Table 4 .1 0  
Manipulation Check M ean Comparisons*

Involvement 
M easures  
(S tage I)

Low 
(n = 347)

High
(n = 371)

F-value p-level

Sum m ed
Involvement

Scale

1 0 .0 6
(1.96)

12 .4 2
(1.58)

1 2 1 .5 4 .00

Involvement 
M easure 
(S tage II)

Low 
(n = 357)

High 
(n = 357)

F-value p-level

Sum m ed
Involvement

Scale

10.61 
(2.11)

1 2 .4 9
(1.80)

1 6 6 .8 0 .00

Attribution
M easures

External
(n = 357)

Internal 
(n = 357)

F-value p-level

Blame
Consum er
A dvocate

3 6 .5 4
(23.18)

2 2 .2 7
(22.35)

6 .6 5 .0 0 0

Blame
Com pany

4 9 .5 7
(24.67)

6 8 .3 5
(24.82)

10 .63 .0 0 0

Sum m ed
Attribution

M easure

10 .2 9
(3.21)

6 .4 0
(2.59)

3 1 6 .8 8 .0 0 0

Numbers in p a ren th eses  indicate scale s tandard  deviations.

Involvement w as  m easured  through  a series of items designed  to 

highlight the  individual's involvement with the  situation p resen ted  in the
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Stage  I manipulation. Operationalization of this w a s  accom plished  by 

developing a low and high issue involvem ent scenario . The high involvem ent 

scenario  asked the  resp o n d en t to  imagine him/her self in a situation in which 

a car for personal use  w a s  abou t to  be purchased . The low involvem ent 

scenario  developed scenario  abou t a friend living in a d is tan t s ta te  needed  

a ss is tan c e  in a purchase . This is co n s is ten t with the  manipulation ap p ro ach es  

traditionally used by Petty  and Cacioppo (1989 , 1986 , 1981) and enab les  the  

deve lopm ent of lower involvem ent in th e  responden t.

M easurem ent of the  involvem ent co n s tru c t  w as  com pleted  using items 

asking resp o n d en ts  to  indicate the  level of effort they  would expend  on the  

task ,  how  m uch tho u g h t would be used  in th e  situation and th e  im portance 

of th e  particular purchase  situation p resen ted . M easures  for th e se  item s w ere  

ga thered  after both the  S tage I and S tage  II manipulations.

Three sep a ra te  m easu res  w ere  used  to a s se s s  the  e ffec tiveness  of the  

attribution manipulation. The first m easu rem en ts  w ere  the  additional co n s ta n t  

sum  scales  developed a t th e  conclusion of the  third p re test.  These  m easu res  

utilized a c o n s ta n t  sum  scale  in which the  resp o n d en t w as  asked  to  distribute 

100  points to th ree  possible alternative causal agen ts :  th e  California

Conversion Company, the  consum er  ad v o ca te  agency , and random  even ts . 

Hence, th e  m ean sco res  in Table 4 .1 0  rep resen t th e  proportion of 1 0 0  points 

assigned  internally and externally to the  firm and advoca te  ag ency . It is 

interesting to  no te  th a t  the  internal a ttributors assigned alm ost 7 0 %  of the
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blame for the  product failure to  the  com pany versus  5 0 %  of blame to  the  

com pany  by the  external attributors. The high report of blame from the  

external attribution group may reflect the  general level of skeptic ism  

asso c ia ted  with any negative publicity th a t  co n su m ers  en co u n te r  in the  

m arketplace.

The final attribution manipulation check  consis ted  of developing a 

sum m ed  scale  to  a s se s s  blame. The m easu res  included item s assess in g  the  

firm 's responsibility for the  failure of th e  product to  m eet ad claims, w h e th e r  

th e  consum er ad voca te  agency  w as  making unfounded claims aga ins t  the  

com pany , w h e th e r  the  firm w as  responsible for th e  inferior p roduct 

perform ance, and w hether  the  California Conversion Com pany w a s  placing 

profits ahead  of consum er satisfaction and tru th fu lness  in advertising. 

Reported reliabilities for both  of th e se  scales  w ere  reported  in Table 4 .7 .

As show n  in Table 4 .1 0 ,  the  experimental m anipulations developed in 

th e  research  design held up in the  full s tudy. The involvem ent manipulation 

used  in S tage  1 held firm and resulted in clearly differentiated groups. S tage 

2 manipulations for the  attribution effect generating central or peripheral 

p rocessing  w ere  also effective. The tw o  new  m easu res  a ssess in g  th e  am oun t 

of blame across  the  th ree  factors: corporate , agency  and random  e v e n ts  w ere  

found to  be significantly different ac ross  experimental groups. Furtherm ore, 

total attributions across  th e  4  groups w ere also found to be significantly 

different, with the  internal attribution groups tending to  blame the  com pany ,
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and th e  external attribution groups blaming the  consum er ad v o ca te  ag en cy  or 

fac to rs  o ther than  th e  com pany  (Table 4 .11).

Table 4 .11  
A sse ssm e n t  of th e  Significance of 

th e  Attribution Manipulation 
by Total Attribution A sse ssm e n t 

(S tage II)

Group Mean C ases

C-C (1) 6 .3 3 20 5

C-P (2) 1 0 .3 4 160

P-C (3) 6 .5 0 151

P-P (4) 10 .23 197

F 1 0 4 .9 8 Significance .00

To conclude the  investigation into the  effec tiveness  of th e  experim ental 

manipulations, it w as  also n ecessa ry  to  investigate the  num ber of re sp o n d en ts  

w ho  w ere  classified opposite  of their expec ted  group m em bership . It w a s  of 

in terest to  note  the  num ber of sub jec ts  w ho w ere  exposed  to  th e  high 

involvem ent or internal attribution manipulation w ho did no t en g ag e  in central 

p rocessing  and vice versa  for th o se  sub jec ts  exposed  to peripheral process ing  

manipulations. Table 4 .1 2  highlights the  num ber of c ross-over individuals. 

An average  of 10%  of re sp o n d en ts  failed to  respond adequate ly  to  th e  high 

involvem ent or the  attribution manipulation. This 10%  of re sp o n d en ts  read 

the  scenario  but failed to  genera te  the  appropriate internal or external



157

attribution.

Table 4 .1 2  
C rossover R esponden ts 

by Experim ental M anipulation 
Involvem ent M anipulation

P rocessing  Group

Involvem ent Central Peripheral Total
M anipulation (1) (2)

High 3 2 7 4 3 371
(1) (88% ) (12% ) (5 1 .5 % )

Low 4 3 3 0 6 3 4 9
(2) (12% ) (88% ) (4 8 .5 % )

Total 3 7 0 3 4 9 7 2 0

Examination of cross-over individuals in the  attribution manipulation are 

included as  Table 4 .1 3 .  Note th a t  approximately 7%  of th e  internal 

a ttribu tors  failed to p rocess  the  information centrally. Recipients of the  

external manipulation failed to  respond adequate ly  in approximately 4 %  of the  

c a ses .
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Table 4 .1 3  
C rossover R esponden ts 

by Experim ental M anipulation 
A ttribution M anipulation

Processing  Group

A ttribution Central Peripheral Total
M anipulation (1) (2)

Internal 341 2 4 3 6 5
(1) (93% ) (7% ) (5 0 .7 % )

External 16 3 3 9 3 5 5
(2) (4% ) (96% ) (4 9 .3 % )

Total 3 5 7 3 6 3 7 2 0

Crossover individuals are included here for reference  only. The 

im portance of classifying th e  responden ts  in the  appropriate processing  groups 

is w h a t  is of relevance w hen  investigating the  attitude change  of individuals 

by processing  type. Therefore, although it is im portant to  investigate  the  

num ber of individuals th a t  failed to  respond to the  manipulations correctly , the  

s tudy  truly hinges upon the  correct classification of individuals by processing  

group and how  th e se  individuals' a ttitudes  changed  during th e  s tu d y .1

‘Re-analysis of the  MANCOVA w a s  performed to  determine if the  crossover  individuals 
impacted the  results  in a significant way.  Crossover individuals were  removed from the 
sample  population,  and the  MANCOVA analysis w a s  performed again. Results of this 
reanalysis  indicated tha t  the sam e  pat te rn  and magnitude of differences w a s  found am ong  the 
at titudinal and intention cons truc ts .  Significant e f fec ts  were  found for both the  source  
credibility fac tor  and the  processing group effect .
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Attitudinal M easures

Once th e  es tab lishm ent of effective experimental m anipulations 

occurred , it w a s  n ecessa ry  to  determ ine if a difference existed  in 

m easu rem en t incidences of the  attitudinal cons truc ts .  As ev idenced  by the  

a ttach ed  survey  instrum ents, the  attitudinal c o n s tru c ts  w ere  m easured  at 

S tage  1 after th e  initial involvement manipulation and a t the  beginning of the  

seco n d  questionnaire  administration, prior to experimental manipulation 2. It 

w a s  n ecessa ry  to  determ ine if the  time span  b e tw een  su rveys  1 and 2 

resulted  in any change  in the  attitudinal groups. They w ere  no t found to  have 

chan g ed  significantly and the  use  of the  S tage 1 m easu res  w as  deem ed  

appropriate. These  findings are included in Table 4 .1 4 .

Table 4 .1 4  
Determination of C hanges  in A ttitudes 

from S tage  1 to  S tage  2 
{Prior to  the  S tage  2  Manipulation)

Low Involvement GroupA

Attitudinal
M easures

Low
Inv t-value p-level

Sample
Size

A(Ad) 10 .6 5
10 .67

-.19 .85 3 1 8

A(B) 1 1 .6 4
1 1 .4 4

1 .39 .16 3 2 9

A(Co) 10 .95
10 .99

-.25 .80 3 3 6

Bl 2 4 .6 0
2 4 .0 2

2.71 .01 3 2 5

M eans are indicated in cells from S tage  1 to pre-S tage 2.
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Table 4 .1 5  
Determination of C hanges  in A ttitudes 

from S tage  1 to  S tage  2  
(Prior to  the  S tag e  2  Manipulation) 

High Involvement GroupA

Attitudinal
M easures

High
Inv t-value p-level

Sam ple
Size

A(Ad) 9 .2 8
9 .2 7

.11 .91 3 7 0

A(B) 10.21
10 .05

1.22 .22 3 7 0

A(Co) 9 .6 2
9 .7 8

-1 .32 .19 3 7 0

Bl 2 3 .3 9
2 3 .1 7

1.12 .26 3 2 5

M eans are indicated in cells from S tage  1 to  pre-S tage 2.

While th e  results of th e  analysis of the  experimental m anipulations w ere  

encouraging , it becam e clear th a t  the  developm ent of th e  internal and external 

attribution scenario may have inadvertently resulted in differential percep tions  

of sou rce  credibility b e tw een  attribution groups. Even though  th e  sam e 

source , a consum er advoca te  agency, w as  used  in both scenarios , it w as  

n ecessa ry  to investigate w he the r  the  source  credibility facto r varied ac ro ss  

experimental manipulation groups.

Experimental Controls

It w a s  the  intention of this disserta tion to  m anipulate tw o  variables 

(involvement and attributional effects) to encourage  central and peripheral 

processing  during the  tw o -s tag e  s tudy. Any additional variables included in
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th e  d isserta tion to  aid in developm ent of the  scenarios  w ere  s tipulated  to  be 

held co n s ta n t.  Hence, the  role of source  credibility w a s  designed to  be held 

c o n s ta n t  in the  disserta tion.

The layout of the  s tudy  required the  developm ent of a tw o -s ta g e  

design. The S tage  I manipulation w a s  designed to  en courage  central and 

peripheral processing through the  manipulation of sub jec t involvem ent. The 

seco n d  s ta g e  of th e  s tudy  required the  manipulation of attributional e ffec ts .  

Although th e  source  of the  m essag e  did not change , (an unnam ed  co n su m er  

ad v o ca te  agency), the  scenario and c ircum stances  surrounding th e  New York 

Times article did vary. These  ch an g es  included a description of th e  pas t  

behavior of the  firm and the  consum er advoca te  agency  to  enable  the  

manipulation of control, stability and locus to  encourage  either a ttributions of 

com pany  blame or external blame.

The external attribution w as  designed to  lead th e  re sp o n d en t  to 

conclude th a t  the  California Conversion Com pany w as  not responsible for any 

corpora te  m isconduct or p roduct failure. The scenario  described  in the  

new sp ap e r  article characterized the  consum er ad v o ca te  agency  as  conducting  

relatively superficial investigations and releasing p rem ature  findings. 

Comparatively, the  internal attribution focused  not on the  consum er ad v o ca te  

agency , but on the  California Conversion C om pany 's  primary role in the  

p roduct failure described in the  n ew sp ap er  article. Hence, by manipulating



1 6 2

attribution effec ts  via controllability, stability and locus, an un fo reseen  

variance in sou rce  credibility ac ro ss  processing  groups apparently  resulted.

Source credibility w a s  m easured  using estab lished  sem antic  differential 

sca les  designed to  a s se s s  th e  re sp o n d e n t 's  attitude tow ard  the  sou rce .  A 

general sou rce  credibility scale used to  describe the  items m easuring  the  

re sp o n d e n ts '  overall impression of all consum er ad v o ca te  g roups ' credibility. 

R esponden ts  w ere  asked to  evaluate  their view  on consum er a d v o ca te  groups 

in general on sem antic  differentials designed to  a s se s s  know ledge, informativ­

e n e ss ,  credibility and tru thfu lness . The situational m easu re  of source  

credibility utilized th e  sam e sem antic  differentials with an opening s ta te m e n t  

designed  to  a s se s s  the  specific consum er advoca te  agency  described  in the  

n ew sp ap e r  article p resen ted .

Results in Table 4 .1 6  indicate th a t  although the  design of th e  s tudy  

specified th a t  source  credibility be held co n s tan t,  the  actual percep tions  of 

so u rce  credibility differed ac ro ss  groups. Source credibility levels w ere  fairly 

c o n s ta n t  a t  th e  general level with the  exception of the  C-C processing  group. 

This may reflect a carry effec t of the  overall emotional, knee-jerk reaction 

g en era ted  by th e  internal attribution scenario . It seem s  apparen t,  how ever, 

th a t  m ore dram atic d ifferences in source  credibility percep tions  appeared  

ac ro ss  S tage  II manipulation groups of internal vs. external a ttributions.
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Table 4 .1 6
A sse ssm e n t  of the  Perceived Source Credibility 

A cross  Experimental Groups 
General Credibility vs. Situational Credibility 

(S tage II)

Group M eans C ases

General Situational

C-C(1) 1 1 .7 6 9.61 205

C-P(2) 1 2 .5 3 13 .8 0 160

P-C(3) 1 2 .6 8 10 .1 4 149

P-P(4) 12 .6 9 14 .0 4 193

F-Value 6 .7 7 1 7 3 .6 6 1
d e n o te s  significance at the  .0 0 0  level

The grea ter  variance assoc ia ted  with the  situational m easu rem en t m ost 

likely reflects  the  type  of attribution scenarios  p resen ted  to the  processing  

groups. Groups 1 and 3 received th e  internal attribution resulting in very 

inflamed and polarized a tti tudes  tow ard  the  firm and brand. Groups 2 and 4  

received external attribution scenarios th a t  by nature  appeared  to  m oderate  

emotional reactions and result in more tem p era te  re sp o n ses  by the  reader.

It should be noted, how ever, th a t  m any resp o n d en ts  in th e se  groups 

(external attributors), how ever, noted disbelief or anger to w a rd s  th e  firm (to 

lesser deg rees  than  the  internal attributors) irrespective of the  external 

scenario . This is highlighted by results  in Table 4 .1 7  w here  crossover  

individuals are diagram m ed. Approximately 2 7 %  of external p rocesso rs  

exhibited high levels of source  credibility.
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Table 4 .1 7
Source Credibility by Attribution Manipulation

Attribution Manipulation*

Source Credibility6 1 2 Total

1 257 98 3 5 5

2 98 2 6 0 3 5 8

Total 3 5 5 358 7 1 3
A Attribution Group 1 = Interval Attribution, Group 2 = External Attribution
B Source Credibility Group 1 = High Levels of Source Credibility; Group 2 = 
Low Levels of Source Credibility

In light of the  inadvertent manipulation of source  credibility in the  

d isserta tion, it w as  necessa ry  to  investigate the  im pact this o ccu rrence  had 

on the  hypothesized d ifferences ac ross  the  proposed  attitudinal co n s tru c ts .  

MANCOVA w as  se lected  for the  analysis of th e se  h y p o th ese s  for it enabled 

th e  effec ts  of the  source  credibility issue to be included in the  analysis. It 

w a s  determ ined th a t  source  credibility ac ted  primarily as  a covaria te  and 

should be accoun ted  for in the  investigation of th e  h y p o th ese s  related to 

attitudinal resis tance to counterpersuasion .

MANCOVA allows th e  inclusion of a metric independen t variable into 

th e  d a ta  analysis. Source credibility w as  determ ined to  be a significant 

covariate , for it is highly correlated with the  d ep en d en t variables, ye t exhibits 

an independent effect from the  processing group.

Tables 4 .1 8 -4 .2 0  highlight the  MANCOVA results. D ependent 

variables used w ere  ch an g es  in behavioral intentions, AB, AAd, and ACo. The
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independen t m easure  w as  th e  processing  group e ffec t and sou rce  credibility 

w a s  analyzed as  a covariate.

As show n  in Table 4 .1 8 ,  a main effect w as  found for processing  group, 

while the  sou rce  credibility perceptual difference yielded a significant covariate  

factor. After the  influence of differential source  credibility percep tions  is 

a cco u n ted  for, p rocessing  group identity does  exert a significant main effect 

on a tti tudes  and behavioral intentions for the  sub jec ts  in this s tudy .
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Table 4 .1 8  
MANCOVA Results 

C hanges  in Attitudinal C ons truc tsA

MANCOVA Sum  of S quares  
Covariate:
Source  Credibility

D.F. MSE F P Effect
Size

ANCOVA
ACo 1351.51  
Ab 8 9 0 .0 6  
Bl 4 5 1 .0 4

1
1
1

1351.51
8 9 0 .0 6
4 5 1 .0 4

4 9 .9 4  
2 6 .3 0
2 6 .9 4

.0 0 0

.0 0 0

.0 0 0

.12

.08

.03

Value
W ilk's Lambda .9 1 1 4 3 17 .4 6 .0 0 0

Significant C o n tras tsA By Group Membership:

High Source  Credibility

Ab ACo Bl

(1 = 3 ) >  (2 = 4 )  (1 = 2 )  >  (2 = 4 ) (1 = 3) > ( 2 = 4 )

Low Source  Credibility

A b ACo Bl

(1 = 3 ) >  (2 = 4 )  (1 = 3 )  >  (2 = 4 )

Main Effect:
P rocessing  Group

(1 = 3) 
(3)

> (2 ) 
>  (4)

ANCOVA
A r'C o

Bl

Wilk's Lambda

2 2 8 .9 6
1 4 4 .8 8
145.21

.8 5 2 7

3 6 8 6 .8 8
3 4 3 4 .6 5
3 1 3 5 .6 4

2 5 .8 7  .0 0 0  .08
1 6 .5 3  .0 0 0  .06
7 .5 0  .0 0 0  .04

9 .8 7  .0 0 0

A D ependent m easu res  are change  scores , calculated as (S tage I m easu re  - 
S tage  II m easure).
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Table 4 .1 9
A ttitude and  Intention M ean C om parisons by P rocessing  G roup 

Controlling for S ource  Credibility Levels

D ependent
Variable

Processing
Group

Source Credibility 

High Low

Attitude (Company) C-C 2 0 .4 9 (3 .25 )A 18.37 (5.26)
C-P 1 4 .7 2 (5.61) 12.46 (4.18)
P-C 21.51 (3.44) 17.88 (4.27)
P-P 16 .0 4 (5.81) 13.38 (4.99)

A ttitude (Brand) C-C 19.81 (4.93) 18.31 (4.99)
C-P 15 .7 8 (5.32) 13.03 (4.32)
P-C 20.51 (4.50) 18.59 (4.54)
P-P 1 6 .78 (5.63) 13.57 (4.05)

Behavioral Intentions C-C 1 6 .1 2 (2.93) 15.84 (3.06)
C-P 14 .3 2 (4.20) 12.54 (3.37)
P-C 17 .12 (.2.77) 15.39 (2.58)
P-P 14 .9 6 (4.38) 13.23 (3.76)

ANumbers in p a ren th eses  are scale s tandard  deviations.

Significant C o n tras ts8

Ab ACo Bl

(1 = 3 )  >  (2 = 4) (1 = 3 )  >  (2 = 4) (1 = 3 )  >  (2 = 4)

B Groups are rep resen ted  numerically (1 =C-C; 2 = C-P; 3 = P-C; 4  = P-P)
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Table 4 .2 0
Attitude and  Intention Change Score C om parisons by 

P rocessing Group Controlling For Source  Credibility Levels

D ependen t
Variable

Processing
Group

Source Credibility 

High Low

C hange in Attitude-Co . C-C -1 0 .9 2 (4 .47)A - 8 .8 6  (5.67)
C-P - 5 .8 8 (6.82) - 2 .7 4  (4 .14)
P-C -1 1 .0 2 (5.49) - 6 .8 3  (6 .40)

C hange in Attitude

P-P - 5 .0 6 (5.57) - 2 .5 9  (5 .56)

-Brand C-C - 9 .4 8 (5.25) - 8 .4 9  (5 .89)
C-P - 6 .1 0 (5.41) - 2 .6 8  (4.45)
P-C - 9 .3 5 (5.98) - 6 .1 8  (6.89)
P-P - 4 .8 7 (5.47) - 2 .4 6  (4.98)

Behavioral Intentions C-C 7.51 (6.17) 7 .8 4  (4 .95)
C-P 8 .7 8 (6.69) 1 0 .8 9  (5 .43)
P-C 6.91 (7.01) 9 .4 8  (6 .24)
P-P 9 .5 0 (6.78) 10.71 (6 .19)

ANum bers in p a ren th eses  are scale s tandard  deviations.

Significant C on tras ts8:

Ab ACo Bl

(1 = 3 )  >  (2 = 4) (1 = 3 )  >  (2 = 4) (1 = 3 )  >  (2 = 4)

8 Groups are represen ted  numerically (1 =C-C; 2 = C-P; 3 = P-C; 4  = P-P)
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In an a t tem p t to  further a s se s s  the  nature  of th e  im pact of source  

credibility on a tti tudes  and behavioral intentions, sub jec ts  w ere  divided into 

high and low source  credibility groups on the  basis  of a median split on their 

scale  s co res  for situational source  credibility. Then, the  tw o  pure p rocessing  

g roups (C-C and P-P) w ere  analyzed separa te ly  using a one-w ay  ANOVA to 

determ ine th e  nature  of the  source  credibility effect. Source credibility had a 

positive and significant (p <  .05), effect for ACo and AB for both the  C-C and 

P-P g roups (ACo: F = 11 .53 , p <  .01) (P-P group: F = 9 .1 9 ,  p <  .003 ; AB: 

C-C, F = 4 .4 6 ,  p <  .04; P-P: F = 18 .05 , p <  .01). Source credibility had 

a significant, positive e ffect on Bl for the  P-P group (P-P: F = 6 .8 6 ,  p < 

.01), bu t no t for the  C-C group. Higher levels of source  credibility w ere 

asso c ia ted  with higher levels of attitude change  and lower levels of mean 

attitude. The lower attitude level im pact reflects the  nature  of the  negative 

publicity scenario  used, since the  stimulus led to  more negative a tti tudes  if it 

w as  perceived as  credible.

The significant main effect for processing  group is also displayed in 

Table 4 .1 8 .  As the  pattern  of significant co n tra s ts  sh o w s,  even after source  

credibility is accoun ted  for, both S tage II central processing  groups (C-C and 

P-C) exhibit greater  change  in attitude than  peripheral processing groups. This 

pattern  is reversed for the  behavioral intention scores , with peripheral 

p rocessing  groups (C-P and P-P) show ing significantly greater  ch an g e  in 

behavioral intentions than  the  central processing groups.
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Table 4 .1 8  includes analysis of e ffect size for each  of th e se  factors. 

As sh o w n  above, the  source  credibility factor explained approximately 12%  

of th e  variance in the  ACo construc t,  approximately 8%  of the  explained 

variance in AB and 3%  of the  variance explained in Bl. The p rocess ing  group 

effec t resulted in explained variance of 8%  in ACo, 6%  in AB, and 4 %  in Bl. 

Overall explained variance be tw een  th e  tw o  factors  w as  approximately 2 0%  

for ACo, 14%  for AB, and 7%  for Bl.

In evaluating the  obtained effect size few  useful benchm arks  are 

available to  judge the  im pact of findings (Peterson, Albaum and Beltramini 

1985). Prior research  has found th a t  effect sizes for consum er behavior 

experim ents  tend  to  be quite small, generally are around 9%  w hen  using 

college s tu d en t  sam ples. Thus, th e  effect sizes genera ted  in this s tudy  are 

co n s is ten t  with prior s tudies  done in the  area. Cohen (1977) has  se t  som e 

guidelines of 0 .0 1 ,  0 .0 6  and .14  respectively as small, medium and large 

effects .

Figure 4.1 illustrates the  lack of interaction b e tw een  source  credibility 

and processing  group and highlights som e im portant findings. Note th a t  the  

C-C p rocesso rs  maintain a greater  level of attitude change  for both th e  hi and 

low sou rce  credibility groups. Note th a t  the  changes  in behavioral intention 

sco re s  are higher for the  P-P group than  the  C-C group. It w a s  also 

dem onstra ted  th a t  the  high and low source  credibility groups within th e  C-C
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Figure 4.1 
Attitude/Intention Change Scores by 

Processing Group and Source Credibility Level
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and P-P process ing  groups maintained significantly different attitudinal m ean 

sco res .

Tables 4 .1 9  and 4 .2 0  reflect the  attitude and intentions m ean  and 

d ifferences com parisons. Note the  cons is ten t pattern  in th e  d a ta  in which the  

central groups (C-C and P-C) tend  to  exhibit the  g re a te s t  am oun ts  of change  

in th e  attitudinal com ponen ts .  Likewise, th e se  tw o  groups exhibit th e  more 

negative a tti tudes  with regards to the  product, the  firm and behavioral 

intentions. This pattern  sh o w s  quite con s is ten t reactions ac ro ss  th e  central 

process ing  groups a t both th e  mean and difference levels.

H ypothesis Testing

At th e  conclusion of Chapter 2, four primary research  h y p o th e se s  w ere  

g enera ted . Determination of support for th e se  h y p o th eses  w a s  done  through  

a com bination of MANCOVA and structural model analysis. T hese  primary 

h y p o th ese s  are summarized below in Table 4 .2 1 .
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Table 4 .21 
Research  H ypotheses

H1 A ttitudes resulting from th e  central route to 
persuasion  will sh o w  significantly less change  
than  th o se  a tti tudes  resulting from the  peripheral 
route to  persuasion.

H2 Attitude to w ard s  the  com pany  will sh o w  signifi­
cantly m ore susceptibility to  change  w hen  inter­
nal attributions are m ade regarding th e  co m p a n y 's  
causal role in the  contradictory  information, com ­
pared to  th o se  sub jec ts  exposed  to  the  external 
attribution stimulus.

H3 Cognitions will be positively related to the  form a­
tion of attitudinal com ponen ts .

H4 The predictive role of cognitions is a b se n t  in the  
peripheral model of attitude formation.

MANCOVA analysis w a s  used to  investigate support  for h y p o th e ­

se s  1 and 2 enabling the  determ ination of d ifferences in attitudinal 

m eans  across  the  experimental groups while accounting  for th e  source  

credibility issue. Structural equations  modeling w as  perform ed to 

determ ine support for hyp o th eses  3 and 4  by investigating the  

relationships th a t  exist be tw een  the  co n s tru c ts  of interest. SPSS w as
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utilized for the  MANCOVA work and LISREL w as  used  for th e  structural 

equations  modeling.

Attitudinal C hange H ypotheses

H ypothesis  1 s ta te s  th a t  th e  a tti tudes  form ed initially under central 

route  processing  should be show n  as  significantly more re s is tan t  to 

ch an g e  th an  th o se  a tti tudes  formed peripherally. Attitudinal c o n s tru c ts  

utilized in this  analysis w ere  ACo and AB. Initial groups found to  p ro cess  

centrally w ere  g roups 1 and 2. Results:

H ypothesis 1 w as  w eakly  su p ported .

Group 1 (C-C) p rocesso rs  w ere  the  m ost cognitively oriented of all 

of th e  experimental groups. Central p rocesso rs  a t  the  conclusion of 

S tage  1 w ere  then  subjec ted  to  a highly involving scenario  with regards 

to  th e  internal attribution of corporate  blame in a negative publicity 

situation. These  p rocesso rs  w ere  found to  exhibit th e  g re a te s t  ch an g es  

in ACo and AB, hence  being the  least resis tan t to  a ttitude  change .

R espondents  in group 2 (C-P), how ever, w ere  able to  quickly 

dismiss th e  incoming cou n te r-m essag es  and resulting attitudinal ch a n g e s  

w ere  significantly less than  th o se  individuals in group 1. These  a tt i tudes  

proved reasonably  resis tan t to  counterpersuasion  and in general sh o w ed



175

th e  m o s t  res is tance  to  coun terpersuasion . These  resu lts  are summ arized 

in Table 4 .1 9 .

H ypothesis  1A s ta te s  th a t  th o se  a tti tudes  initially form ed under 

th e  peripheral route and exposed  to  central information a t S tage 2 would 

be th e  m o st susceptib le  to  change . Results:

H ypothesis  1A w a s  w eakly  supported .

This hypothesis  w as  weakly supported  in th a t  Bl did exhibit the  

g re a te s t  level of change  for this group acro ss  th e  experimental 

m anipulations. O ther attitudinal com ponen ts  exhibited change  second  

only to  th e  C-C p rocessors .

H ypothesis  1B s ta ted  responden ts  th a t  held centrally formed initial 

a tt i tudes  would be least susceptib le  to  change  with th e  introduction of 

centrally p rocessed  contradictory  information. Results:

H ypothesis  1B w a s  soundly rejected.

Results indicate th a t  th o se  a ttitudes  initially formed via th e  central 

rou te  exhibited the  g rea te s t  change  w hen  in troduced to  the  internal 

attribution stimulus in S tage  2. This m ost likely reflects the negative 

em otion assoc ia ted  with th e  S tage 2 stimulus.
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Hypothesis 1C s ta ted  th a t  a tt i tudes  initially formed via the  central 

route  would sh o w  only mild susceptibility to  change  w hen  introduced to 

contradic tory  information th a t  w as  designed to be p rocessed  

peripherally. Results:

H ypothesis 1C w as su p p o rted .

While th e se  individuals did appear to  have only mild susceptibility 

to  change  in a ttitudes, this group behaved  very similarly to  the  P-P 

p ro cesso rs  as  opposed  to th e  P-C processors . Again, this m ay reflect 

th e  inflammatory nature  of the  S tage 2 internal attribution stimulus. It 

sh o w s  a polarization of a tt i tudes  th a t  w as  not necessarily anticipated in 

th e  design of the  s tudy.

H ypothesis 2 s ta te s  th a t  experimental groups exposed  to  the  

internal attribution stimulus exhibited the  g rea te s t  change  in ACo. 

Results:

H ypothesis 2  w a s  supported .

It w a s  also found th a t  the  am ount of change  in this co n s tru c t  did not 

differ significantly be tw een  Groups 1 and 3. This indicates a similar 

re sp o n se  in both direction and magnitude.
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Tables 4 .1 9  and 4 .2 0  summ arize the  behavior of the  attitude and 

intention co n s tru c ts .  Mean differences ac ross  processing  and sou rce  

credibility groups as well as  ch an g es  in a tt i tudes  and intentions 

(difference scores) are included. Reported m ean sco re s  indicate th a t  the  

higher the  reported m ean, th e  less favorably the  consum er felt tow ard  

the  brand or com pany. Items w ere  coded  to  indicate lower s c o re s  for 

m ore favorable feelings tow ard  the  object of interest.

Higher m ean sco res  (more negative attitudes) indicated by the  

central route  p rocesso rs  reveal in-depth processing  led to  a higher level 

of skepticism  for this group with regards to this product. C om m ents  on 

th e  free recall questions  reflected responden t concerns  abou t specific 

technical points th a t  w ere  not reported by the  peripheral groups. 

Consequently , more favorable overall a ttitudes  w ere  held by th e  

predom inantly peripheral p rocessors .

Hence, the  MANCOVA analysis su g g e s ts  th a t  the  res is tance  to  

coun terpersuasion  of central route p rocessors  so often  posited in the  

literature may not be appropriate for all s ituations. Specifically, 

s ituations th a t  involve e lem ents  of internal attribution in which deceit or 

m isrepresentation  may be involved can yield a tti tudes  th a t  are quite 

malleable. In o ther w ords, in certain situations, generalizations abou t the  

res is tance  and persis tence  of a ttitudes  may be sub jec t to  o ther fac to rs
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beyond th e  traditional explanations of the  resp o n d en ts ' ability to 

coun te ra rgue  incoming contradictory  information.

The ELM deals with cognitive processing  or th e  lack of processing . 

The model w as  no t designed to include situations in which th e  emotional 

e lem ents  of a response  assum e the  primary role in final a ttitude 

formation. The emotional e lem ents  appear to  override the  cognitive 

p rocess ing  th a t  occurred yielding a ttitudes  th a t  may quickly polarize.

While this lack of support for th e se  h y p o th eses  is troubling, it 

highlights som e implications assoc ia ted  with negative publicity scenarios. 

The dece it  and fraudulent e lem ents  of th e se  publicity o ccu rrences  yield 

p rocess ing  and attitude formation pa tte rns  th a t  are quite different from 

previously investigated models. Hence, while th e se  results  are not 

supportive of the  h y po theses ,  the  results are quite helpful for 

understanding  the  increasingly com m on occurrence  of negative publicity.

S tructural Equations A nalysis

Relationship H ypotheses

The disserta tion proposed  a theoretical model th a t  s ta ted  th a t  

alternative processing  rou tes  would result in different ap p ro ach es  to  the  

formation of AB and Bl. This model is p resen ted  as  Figure 4 .2 .  The 

hy p o th ese s  developed to t e s t  this model deal with the  significance and
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direction assoc ia ted  with the  proposed  causal pa th s  ac ro ss  th e  tw o  pure 

processing  groups (C-C and P-P).

The analyses  of H ypotheses  3 and 4  requires th e  investigation of 

this  model and how  the  processing  groups differ in the  p ro cess  of 

forming a tti tudes  and intentions. Analysis required the  use  of th e  full 

model (Figure 4.2) to  determ ine th e  significance and direction of possible 

p a th s  to  the  formation of a tt i tudes  and intentions. By using th e  full 

model for the  analysis, both  of the  pure p rocessing  groups could be 

exam ined in detail.

The full model provided for the  formation of central route a tt i tudes  

by relying on different co n s tru c ts  than  th o se  formed via th e  peripheral 

route. For centrally formed attitudes, the  model posited th a t  cognitions 

regarding the  firm and the  brand w ere positively assoc ia ted  with the  

resulting ACo and AB. Claim elem ents  (AAd.c) of th e  advertisem ent w ere  

predictive of AAd, and AAd would be positively a ssoc ia ted  with the  

formation of the  brand and com pany cognitions. The resulting ACo and 

Ab would be predictive of Bl.

To te s t  the  effectiveness  of this model, a structural equations  

analysis w as  performed. The covariance matrix w as  used in the  

analysis. The m easu rem en t model w as  fixed by setting th e  loadings for 

each  scale  to the  square  root of the  scale reliability X its variance. 

M easurem ent error te rm s w ere  fixed as  1 - (scale reliability X variance).
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Figure 4 .3
Parameter Estimates - Central/Central Group
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The sam e model w as  then  te s ted  with each  of the  tw o  pure 

g roups and the  results com pared . The LISREL model used  is illustrated 

a s  Figure 4 .2 .  Results for this  com parison analysis are included as  Table 

4 .2 2 .  Note th a t  th e  fit of th e  model is slightly be tte r  for the  P-P group. 

Also interesting to  note  is the  pa ths  genera ted  in the  final analysis. No 

p a th s  w ere  genera ted  for th e  role of cognitions for the  C-C processing  

group, which is coun ter  to curren t thinking in the  literature. 

Alternatively, w eak , bu t significant pa ths  w ere  genera ted  with negative 

signs for the  P-P processing group.

The relationship b e tw een  the  primary attitudinal c o n s tru c ts  is also 

interesting to  note. While positive relationships are genera ted  b e tw een  

ACo and AB, ACo and Bl and AB and Bl, the  s treng th  of th e se  relationships 

is m uch stronger in th e  P-P processing group. Again, this is an 

interesting finding th a t  runs coun ter  to current thinking with regards to 

th e  s treng th  and persis tence  of peripherally formed a ttitudes.
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Table 4 .2 2  
S tructural Model Com parisons 

by Processing Group8

Model Linkage C-C

Group

P-P

AAd-nc '> AAd .4 2 6 b .3 6 9 b
AAd-c -> AAd - .3 1 0 b - .3 1 5b
AAd------>  CoCog — - .2 9 1 b
AAd------>  BCog — - .2 8 4 b
AAd >  ACo — —

AAd - >  Ab ---- .0 8 8 b

CoCog >  Aj;0 ---- - .1 3 5 b
B C o g ----->  Ab ---- - .0 7 1 b

Aco """ ■> Ab .7 5 5 b .8 3 5 b
ACo - - >  Bl .1 7 4 b .3 0 2 b
Ab ------- >  Bl .4 7 0 b .4 5 4 b

X 2 (15df) 2 3 .9 0 b 19 .8 8 c
GFI: .9 7 2 .9 7 4
RMSQR:
Akaike Information

.2 5 0 .206

Criteria: -2 2 .9 5 -2 0 .9 4
Tucker-Lewis .65 .63

8 Entries rep resen t standardized coefficients 
b Coefficient significant a t p < .1 0 .  
c p-value = .1 7 6

Relationship H ypotheses  Results

Hypothesis 3 d iscu sses  the  nature  of the  role of cognitions in the  

formation of attitudinal com ponen ts .  It s ta ted  th a t  the  formation of
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cognitions would be positively related to  the  formation of attitudinal 

co m p o n en ts  of central p rocessors . Results:

H ypothesis  3  w a s  partially supported .

This hypo thesis  w as  supported  in a m anner coun te r  to  hypothesized . In 

o ther w ords, support for th e  role of cognitions in th e  formation of 

attitudinal com p o n en ts  w as  genera ted , but only with th e  peripheral 

processing  group. This is counter to  the  anticipated support genera ted  

by the  theoretical developm ent in Chapter 2.

Hypothesis 3A su g g es ted  th a t  the  formation of brand cognitions 

w ould be positively related to  AB. Results:

H ypotheses  3A w as  rejected.

Results indicate th a t  brand cognitions w ere  only related to  AB for th e  

peripheral p rocessors  (as opposed  to central processors), bu t in a 

negative direction.
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Hypothesis 3B d iscussed  th e  role of com pany  cognitions in the  

form ation of ACo. Com pany cognitions w ere  proposed  to  be positively 

related to  th e  formation of ACo in central route  p rocesso rs .  Results:

H ypothesis 3B w as  rejected .

Results indicate th a t  com pany  cognitions w ere  unrelated to  the  form ation 

of ACo for central route p rocesso rs  and found to  be negatively related to  

th e  formation of ACo in th e  peripheral processing group. This is coun te r  

to  th e  hypothesis  in both direction and processing  group. It w a s  

p roposed  th a t  the  role of cognitions would be positively asso c ia ted  with 

th e  formation of ACo for C-C p rocessors .

H ypothesis  3C s ta ted  th a t  claim and non-claim items would be 

predictive of AAd under central processing. Results:

H ypothesis 3C w as  partially supported .

Results indicated th a t  th e se  co n s tru c ts  w ere solid predictors of AAd in the  

peripheral and central processing  groups. AAd.nc w a s  related positively to  

Ab in both  models. AAd.c w as  related negatively. While this w as  

ex p ec ted  in the  peripheral group, this w as  no t fully anticipated in the  

central group.
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Hypothesis 3D stated that AAd would be positively related to

company and brand cognitions. Results:

H ypothesis  3D w as  rejected

AAd w a s  no t found to  be related to  brand cognitions or com pany  

cognitions in the  central group. A negative relationship w a s  found in the  

peripheral p rocessing  group be tw een  AAd and brand cognitions and 

com pany  cognitions. Furthermore, AAd w as  not related to  AB for the  

central group. AAd w as  related only weakly in the  peripheral p rocessing  

group.

H ypothesis  3E s ta ted  th a t  com pany  and brand cognitions would 

be significant predictors of ACo and AB for central p rocesso rs .  Results:

Hypothesis  3E w a s  rejected.

Brand and com pany  cognitions w ere  not found to  be significant 

predictors of AB in either of the  processing  groups. A slight negative 

relationship w as  found for the  peripheral group.
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Hypothesis  3F s ta ted  th a t  ACo and AB would be significant 

predictors of Bl. ACo and AB w ere  determ ined to  be significant predictors  

of Bl.

H ypothesis  3F w a s  supported .

A strong , positive relationship w as  noted be tw een  ACo and AB and AB and 

Bl. This is an encouraging result due to  the  previously unsupported  role 

of ACo in th e  role of attitude and intention formation.

Hypothesis 4  s ta te s  th a t  the  predictive role of cognitions would 

be a b se n t  from the  peripheral processing group. Results:

H ypothesis  4  w a s  rejected.

As indicated in Table 4 .2 2 ,  th e  role of cognitions w a s  no t only a b se n t  

from th e  C-C processing  groups, but p resen t for the  P-P process ing  

group. Both of th e se  results are counter  to  curren t thinking in th e  area 

and su g g e s t  th a t  th e  emotional e lem ents  assoc ia ted  with th e  negative  

publicity piece have a significant impact on th e  p ro cesses  th a t  lead to 

a tt i tude  formation.
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Hypothesis 4A  stated that involvement would be negatively

related to AAd.nc. Results:

H ypothesis  4A w a s  partially supported .

Results highlighted in Table 4 .2 4  indicate th a t  involvement is positively 

related to  the  non-claim elem ents  of th e  advertisem ent for issue 

involvement. Note th a t  the  issue involvement m easure  w a s  sub jec t to  

reliability problems. Surrogate  m easu res  of time sp en t  do support the  

hypo thesis  th a t  AAd.nc are significantly and negatively assoc ia ted  with 

involvement.

H ypothesis 4B s ta te s  th a t  AAd.nc and AAdc would be positively 

related to  AB. Results:

H ypothesis  4B w as  partially supported .

Results indicate th a t  the  relationship b e tw een  AAd.c and AAd/ while 

substan tia l, is negative.
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Hypothesis 4C proposed that AAd would be positively related to

A Co and A B. Results:

H ypothesis  4C w a s  rejected.

Results indicated th a t  th e  relationships be tw een  AAd and ACo and AB w as  

quite w eak  in th e  peripheral p rocessing  group and non-ex isten t in the  

central processing  group.

H ypothesis  4D s ta ted  th a t  ACo and AB would be positively related 

to  Bl. Results:

Hypothesis  4D w a s  supported .

The relationship be tw een  ACo, AB and Bl w a s  substantia l bu t no t as  g reat 

as  th e  relationship be tw een  ACo and AB. This indicates w eak  support  for 

H ypothesis  4D, which s ta ted  th a t  ACo and AB would be significant 

predictors of Bl. This does  highlight the  significance of consum er held 

a tti tudes  tow ard  the  firm and how  th a t  t ransla tes  into lower Bl.

Involvement H ypotheses  Results

The role of involvement and its impact on the  p roposed  m odels 

w a s  also investigated in this disserta tion. The investigation of th e  role
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of involvement provided support for the  ad eq u a te  functioning of the  

ELM. Results for the  involvement h y p o th eses  are g enera ted  in Table 

4 .2 3 .

Hypothesis 3G w as  designed to  look at th e  relationship b e tw een  

involvem ent and th e  formation of cognitions. It w a s  hypothesized  th a t  

involvem ent levels would be positively related to  the  formation of ad- 

related, brand and com pany  cognitions. Results:

H ypothesis  3G w a s  supported .

Involvement levels w ere  proposed  to be positively related to  th e  

formation of ad-related, brand and com pany  cognitions. Results indicate 

th a t  th e  relationship be tw een  cognition formation and involvement levels 

su p p o rts  Hypothesis 3G. Time spen t on the  p resen ted  ta sk  (a su rrogate  

for issue involvement) w as  m easured  consis ten tly  with th e  num ber of 

cognitions genera ted  and hence  yielded a significant positive correlation.
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Table 4 .2 3  
Correlations Am ong Involvement M easures  

and  Cognition Formation

Variables Brand Cognitions Co. Cognitions Emot.
Focus

Technical
Focus

Environmental
Involvement

- .06 - .0 7 4 .1 8 * * - .0 4

Issue
Involvement

- .11* -.11 * .2 2** .1 1 * *

Time S pen t 
on th e  
Situation .72** .61 ** - .1 2 * * .1 7 * *

* reflects significance a t th e  .01 level 
** reflects significance a t th e  .001 level
A The negative correlation reflects scaling considerations. The higher 
levels of involvement w ere coded  as  nearer to  1 on a 1 to  5 scale.

Table 4 .2 3  also reflects the  investigation of the  relationship 

b e tw een  the  claim and non-claim focus  of the  advertisem en t to  

involvem ent levels. This highlighted the  relationship b e tw een  cognitions 

and type  of advertisem ent focus  with involvement levels. As no ted , 

mixed support w as  found. The positive relationship b e tw een  

involvem ent levels and a technical focus  to  the  advertisem en t w as  

e x p ec ted , as  w as  th e  negative relationship b e tw een  emotional appeals  

and time sp en t  of the  situation. The positive correlation b e tw een  issue 

involvem ent and emotional focus  of the  advertisem ent w a s  unexpec ted .
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This positive relationship, while unexpected , is c o n s is ten t  with 

o ther findings of the  d isserta tion. The disserta tion results  indicate th a t  

central route p rocesso rs  seem  to be responding positively to  em otional 

reactions  to  th e  advertisem ents  and scenarios  p resen ted . Although not 

an inclusive finding for explaining the  results of the  d isserta tion , this 

finding helps highlight the  emotional focus  th a t  re sp o n d en ts  exhibited 

with in this disserta tion.

Investigation of Competing Models

The disserta tion also proposed  tw o  alternative m odels to  explain 

th e  atti tude formation of central and peripheral route p rocesso rs .  T hese  

m odels are included as  Figures 1 .4  and 1.5. Central p ro cesso rs  w ere  

hypothesized  to  utilize brand and com pany  cognitions to  directly im pact 

ACo and AB. AAd w as  proposed  to  only im pact the  attitudinal s tru c tu res  

th rough  its influence on the  formation of cognitions. Alternatively, th e  

peripheral model proposed  th a t  th e  formation of cognitions w a s  no t a 

prerequisite to  the  formation of AB and ACo and th a t  AAd would be 

positively and directly predictive of ACo and AB. AB and ACo w ere  

considered  to  be the  primary predictors of Bl. Both of th e se  m odels 

w ere  te s te d  across  the  experimental groups.

These  alternative m odels w ere  te s ted  in the  sam e m anner as  th e  

main structural model noted  previously. The covariance m atrices from
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th e  C-C processing  group and the  P-P processing  group w ere  used  for 

the  analysis. The sum m ed sca les  for each  c o n s tru c t  w ere  fixed a t  the  

sq u are  root of th e  reliabilities tim es the  scale variance. The error term  

w a s  fixed a t 1 - scale  reliability tim es th e  scale variance. The alternative 

m odels sh o w n  in Figures 1 .4  and 1.5 w ere  run for th e  C-C group and the  

P-P group, resulting in four model te s ts .  The objective w a s  to  see  which 

model provided the  b e s t  fit for the  da ta  from th e  tw o  processing  groups. 

While the  structural model t e s t  w a s  designed to  a s se s s  th e  significance 

of th e  various hypothesized linkages be tw een  co n s tru c ts ,  the  p re sen t  

ana lyses  w ere  aimed at a s se s sm e n t  of the  which com plete  model 

(central or peripheral) fit the  sample d a ta  the  best.  Table 4 .2 5  sh o w s  

th e  results  of the  four model te s t  runs.

Although the  d ifferences in fit are not significant, the  resu lts  sh o w  

th e  central model had the  b e s t  fit for both th e  central and peripheral 

p rocess ing  groups. As a m atter  of fact, the  peripheral s tructural model 

achieved its w o rs t  fit for th e  peripheral processing  group ( x 2 = 3 3 .1 7  

(17 df)).
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Table 4 .2 4  
Alternative Structural Model Com parisons

Model C-C P-P

Central

X2 17df 2 3 .9 2 2 4 .6 5
p <  .12 p <  .10

GFI .97 .97
AGFI .94 .93
RMSQR .25 .38
Tucker-Lewis .6 4 7 .6 2 0

Peripheral

X 2 17df 2 4 .1 9 3 3 .1 7
p <  .11 p <  .01

GFI .97 .96
AGFI .94 .91
RMSQR .25 .31
Tucker-Lewis .6 4 3 .5 0 6

Sum m ary

This d isserta tion so u g h t to investigate the  resis tance  of a tti tudes  

to  coun terpersuasion  and th e  differences th a t  exist in the  formation of 

a tt i tudes  ac ro ss  central and peripheral processing groups. It should be 

no ted  th a t  the  experimental manipulations in this d isserta tion w ere  

effective and verified using a num ber of manipulation checks . These  

ch eck s  w ere  d iscussed  earlier in this chap ter  and include the
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investigation of involvement levels, time and effort spen t,  num ber of 

gen era ted  cognitions and ass ignm en t of causality.

M easurem ent scales  used  th roughou t the  d isserta tion  have 

perform ed reliably and the  confirmatory factor analysis enabled the  

inclusion of items th a t  appear  to  adequate ly  m easure  the  co n s tru c ts  

under investigation. Therefore, as a result of the  completion of th e se  

analyses, investigation of th e  h ypo theses  is w arran ted  and results  are 

valid within th e  fram ew ork designed for the  disserta tion.

Table 4 .2 5  provides a sum m ary of the  results in determining 

su p p o rt  levels for the  hyp o th eses  developed in Chapter 2. Although all 

of th e  hypothesized  relationships and ch an g es  w ere  no t supported , the  

d isserta tion  w as  able to highlight som e important theoretical and 

managerial problems assoc ia ted  with current theory.

Primarily, it should be noted th a t  the  current research  developing 

attitudinal theory  has yet to  incorporate the  im portance of m any 

situational variables th a t  may lead to  counter results. Specifically, in 

em otion generating situations, previously held a tti tudes  appear  to  be 

quite susceptib le  to change, irrespective of processing  route se lec ted  

(central or peripheral).

Additionally, the  role of ACo has been investigated and sh o w n  to 

be of value in predicting AB and Bl. It is n ecessary  to note  th a t  the  role 

of this co n s tru c t  may be inflated in this particular setting due to  the
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negative publicity stimulus. Even discounting the  significance of th e se  

findings due  to  th e  experimental setting, the  role of ACo in predicting the  

co n su m ers  a tti tudes  to w ard s  the  brand and behavioral intentions can n o t 

be ignored. This relationship is certainly w orthy  of continued  investiga­

tion.

Table 4 .2 5  
Sum m ary of H ypothesis  Testing

H1 Weakly Supported

H1A Weakly Supported
H1B Rejected
H1C Supported

H2 Supported

H3 Partially Supported

H3A Rejected
H3B Rejected
H3C Partially Supported
H3D Rejected
H3E Rejected
H3F Rejected
H3G Supported

H4 Rejected

H4A Rejected
H4B Partially Supported
H4C Rejected
H4D Supported



CHAPTER FIVE 

SUMMARY, IMPLICATIONS, AND FUTURE RESEARCH

The statistical results  of testing  th e  h y p o th ese s  g en era ted  in C hapter 

2 are included in Chapter 4. The purpose  of this  chap te r  is to  sum m arize and 

d iscu ss  th e  results  of th e  d isserta tion and expound upon their contribution to  

th e  m arketing literature. This chap te r  will be p resen ted  in th ree  primary 

sec tions :  1) a recapitulation of results; 2) a d iscussion  of th e  implications 

and explanation of th e se  results; and 3) d irections for further research  to 

ex tend  the  field of s tudy  p resen ted  in this  d isserta tion.

Sum m ary

This d isserta tion developed a s tudy  designed  primarily to  investigate  

th ree  a reas  of attitudinal research . First, the  d isserta tion so u g h t  to  ex tend  the  

earlier work of Petty  and Cacioppo (1981 , 1986 , 1989) in investigating the  

res is tance  of a tt i tudes  to  coun terpersuasion . It has  been  previously 

postu la ted  th a t  centrally form ed a tti tudes  are both more pers is ten t  and 

res is tan t  to coun terpersuasion  than  th o se  a tti tudes  formed via th e  peripheral 

route . This postu la te  has no t been empirically te s te d  in the  literature (Petty 

and Cacioppo 1989). This disserta tion sough t to  lend support  to  this 

hypothesis .

198
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Second , a model w a s  developed to  enable  investigation of th e  relevant 

influence of cognitions, AAd, ACo, and AB in predicting Bl in a negative publicity 

situation. Previous exam inations of attitudinal interrelationships had failed to 

fully investigate the  role of ACo.

Third, the  role of attribution theory  in assisting in predictions of a ttitude  

res is tance  to  change  w as  exam ined. Attribution theory  s ta te s  th a t  in th e  

ev en t  of th e  formation of causal ascriptions an individual will be more 

m otivated  to  seek  additional information. This s tudy  investigated a causal 

determ ination and evaluated  its im pact on the  reformation of attitudinal 

s truc tu res .  The contributions of this theory  to  the  d isserta tion  se tting  w ere  

view ed as  significant in the  developm ent of support  for attribution theo ry  in 

th e  discipline. In light of continued incidences of negative publicity, corrective 

advertising and liable suits  in the  m arketplace, the  im pact of th e se  causal 

attributions on attitudinal s truc tu res  is imperative.

The disserta tion utilized the  ELM fram ew ork to  investigate res is tance  

to  coun terpersuasion  of a tt i tudes  formed via the  peripheral and central route. 

It w a s  hypothesized th a t  a tt i tudes  formed via the  central route  to  persuasion  

should inherently be more resis tan t to  coun terpersuasion  than  th o se  a tti tudes  

formed via the  peripheral route. Additionally, it w as  hypothesized  th a t  ACo 

would be significantly more susceptib le to change  w hen  internal attributions 

w ere  genera ted  by the  consum er. Lastly, the  role of cognitions on th e
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form ation of AAd, ACo, AB and Bl w as  hypothesized to  differ significantly ac ro ss  

processing  groups.

The s tudy  design included the  administration of a tw o -s ta g e  su rvey  in 

which the  responden t w a s  exposed  to tw o  experim ental m anipulations 

designed  to  encourage  either central or peripheral processing . The first s tag e  

manipulation varied levels of issue involvement to  en courage  varying levels of 

dep th  of processing . The second  s tag e  manipulation varied internal and 

external attributions of causality  to  genera te  central or peripheral process ing . 

This tw o  s ta g e  p rocess  enabled the  formation of th e  four processing  s e q u e n c e  

g roups (C-C, C-P, P-C and P-P). These  groups provided a forum  for the  

exam ination of resis tance  of a tt i tudes  to  coun te rpersuasion  and  the  

determ ination of the  role of attitudinal co n s tru c ts  in th e  formation of Bl.

The model developed in the  disserta tion hypothesized  th a t  cognitions 

would be positively related to  the  formation of attitudinal co m p o n en ts  and 

th a t  th e  relevance of th e se  cognitions would be minimal in predicting Bl in a 

peripheral processing situation. Additional h y p o th eses  w ere  g en era ted  to  te s t  

specific linkages in the  theoretical model.

Analysis of the  resu lts  of the  d isserta tion required th e  determ ination  of 

reliability and validity of m easu res  and th e  effec tiveness  of th e  experim ental 

groups prior to  the  testing  of specific h y po theses .  MANCOVA analysis 

enabled the  investigation of a ttitude ch an g es  ac ro ss  the  experim ental 

manipulations. LISREL and the  corresponding structural equa tions  modeling
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enabled th e  interpretation of th e  relationship b e tw een  th e  attitudinal 

c o n s tru c ts  and their varying influence on the  formation of Bl.

Findings

Results from th e  s tudy  are mixed. Although several im portant findings 

w ere  gen era ted , several of th e se  ou tcom es  w ere  no t fully an ticipated in the  

design  of th e  s tudy . This section will be broken into a brief review of the  

h y p o th e se s  and d iscussion of the  varying deg rees  support and its implications.

Findings with R espect to  A ttitude Resistance

The results  indicate th a t  in the  setting of a negative publicity scenario , 

a tt i tudes  formed under the  central route to  persuasion proved to  be th e  least 

res is tan t  to  change . In o ther w ords, individuals possess ing  a tti tudes  formed 

by initial exposure  to  an advertisem ent designed to  enco u rag e  central 

p rocess ing  exhibited the  g rea te s t  level of change  in a ttitude upon introduction 

to  th e  S tage  II internal attribution manipulation.

While th e se  results are  contradictory  to  curren t thinking with regards 

to  res is tance  to  counterpersuasion , it is interesting to specu la te  w hy  th e se  

resu lts  occurred . The formation of the  S tage II manipulation designed to  

en co u rag e  central p rocessing  w as  operationalized by introducing a situation 

th a t  required the  ass ignm ent of causality for a p roduct problem. The use  of
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th is  particular stimulus enabled not only the  investigation of attributional 

e ffec ts  in advertising but specifically allowed the  investigation of th e  role of 

ACo in the  formation of AB and Bl.
«

An unanticipated result of this manipulation w a s  th e  emotional reaction 

of th e  re sp o n d en ts  to  the  stimulus itself and its th e  su b se q u e n t  im pact on 

a tti tude  s truc tu res .  Traditional m easu rem en t ap p roaches  for classification of 

p rocess ing  rou te s  relies primarily on recall and recognition (Petty and Cacioppo 

19 8 6 , 1984 , 1979). Individuals exhibiting higher levels of free recall of 

re levant fac ts  generally symbolize th o se  co nsum ers  th a t  are classified as  

cognitive p rocessors . Unfortunately, this m easu rem en t approach  falls short 

in truly assess ing  the  type  of processing th a t  occurs  in individuals ex p o sed  to 

negative publicity.

M easurem ent techn iques  such  as this are focused  on determ ining the  

d ep th  of p rocessing  th a t  occurs  within the  individual. These  m easu rem en ts ,  

how ever, fail to  a s se s s  the  range of emotional re sp o n ses  th a t  occur within the  

individual. In this setting and m any other coun terpersuasive  situations, the  

a s se s sm e n t  of emotional responses  as  well as dep th  of process ing  is 

n ecessa ry  for full examination of the  determ ination of resulting a tti tudes . It 

is no t sufficient to  assum e, how ever, th a t  th e  issue-relevant thinking is the  

sole determ ination of the  resulting attitudinal s truc tu res  in s ituations requiring 

th e  a s se s sm e n t  of causality. Additional m easu res  reflecting th e  level of
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perceived deceit or betrayal, gu t reactions and affective re sp o n ses  m u s t  be 

included to  enable their inclusion in fully developed causal models.

Individuals th a t  p ro cess  cognitively may not in fac t  exhibit grea ter  

res is tance  to  coun terpersuasion  in this situation due to the  inflammatory 

na tu re  of th e  p resen ted  stimulus. The perceived credibility of th e  source , 

com bined with the  emotional response  to  the  stimulus, resulted in highly 

malleable a tt i tudes  th a t  quickly polarized.

This can be partially explained by the  fac t th a t  th e  highly involving 

S tage  2 manipulation utilized a credible source  attributing significant corpora te  

m isconduc t to  the  California Conversion Company. R esponden ts  th a t  initially 

form ed positive opinions abou t the  product and invested processing  time and 

effort in forming th e se  opinions seem ed  especially affected  by feelings of 

betrayal and deceit by the  firm. The "central" stimulus included in Appendix 

4  portrayed the  firm as  being consciously aw are  of inflated advertising claims.

The reactions included s ta te m e n ts  such  as:

"W hat jerks! They should be run ou t of business!"

"I knew  it! This p roduct w as  just too  good to  be true!"

"I would never buy anything from th e se  clowns!"

"Com panies alw ays only care about m oney."

"I w onder w h a t  o ther problems exist th a t  w e d o n 't  even  know  about!" 

"They c a n ' t  be tru s ted  - they  lied!"
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These  ty p es  of reactions  perm eated  the  group of re sp o n d en ts  th a t  

received th e  internal attribution stimulus. As a result, a lthough a g rea t  deal 

of recall and generation of cognitions occurred , the  feelings of anger and 

betrayal overw helm ed the  cognitive p ro cesses  and resulted in th e  largest 

shifts  th a t  occurred  from initial attitude s tructure .

S upport for th e  proposition th a t  initially form ed peripheral a tti tudes  

w ould be th e  m o st susceptib le  to  highly involving coun te rpersuasive  material 

w a s  found. These  individuals, while u p se t  by th e  material, did no t respond  

so  irrationally due to  th e  limited up front investm ent in the  p roduct and firm. 

Therefore, they  merely found material th a t  w a s  supportive of underlying 

c o n cern s  abou t an innovative product.

C om m ents  included:

"Figures!"

"I knew  it w as  too  good to  be true ."

"You should never buy anything w hen  it first co m es  out! You ex p ec t

problem s."

In all c a se s  w here  resp o n d en ts  encoun tered  negative publicity designed 

to  result in th e  internal attribution of blame, irrespective of th e  dep th  of 

p rocessing  th a t  occurred, th e  emotional reaction genera ted  by th e  unspoken  

e lem ent of deceit tended  to  override any rational d iscounting or weighing of



205

th e  inform ations' merit. Additionally, the  stimulus, while designed to  prom ote  

in-depth processing , w as  also developed to  be credible to  th e  responden t.  

Hence, th e  resulting problem s with the  resp o n d en t possibly being unable to 

g en e ra te  sufficient counterargum enta tion . A ttitudes proved to  be neither 

pers is ten t  or res is tan t  in th e  face of th e  negative publicity.

It d o es  seem  reasonable , in light of the  negative publicity stimulus, th a t  

th e  cognitive p rocesso rs  would weigh the  value of th e  incoming information 

m ore seriously than  th o se  individuals sub jec ted  to  the  external attribution 

scenario . Furthermore, th e se  individuals indicated from their co m m en ts  th a t  

th ey  w ere  particularly inflamed a t the  deceit, in light of their initial en thusiasm  

for the  p roduct itself. Hence, the  credibility of th e  sou rce  com bined with th e  

negative  (as opposed  to  comparative) nature  of the  co un te rpersuasive  material 

led to  dram atic  ch an g es  in re sp o n d en ts ' a ttitude s tructure .

R esp o n d en t 's  exposed  to the  negative publicity scenario  designed  to  

en courage  external attributions (peripheral processing) did exhibit reduced  

ch a n g e s  in a tt i tudes  relative to  the  internal attribution group. H ow ever, it 

app ears  th a t  the  mere hint of deceit or d ishones t  intentions c au sed  som e 

ad justm en t in th e  attitude from the  initial exposure

Attitudes for peripheral p rocessors  changed  a t significant levels for ACo, 

Ab and Bl ac ross  the  S tage 1 to  S tage  2 m anipulations. T hese  attitudinal 

ad justm en ts  w ere  mild relative to  the  internal a ttributors and still yield overall 

favorable feelings for the  p roduct and firm.
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Free form com m ents  seem  to  imply th a t  m o s t  re sp o n d en ts  antic ipate  

so m e  problem s with innovative p roducts  and d iscoun t their overall se r io u sn ess  

and applauded th e  firm 's environmental efforts. These  anticipated problem s 

tend  to  enable d iscounting of the  incoming counter-inform ation w hen  

developing the  attitudinal com ponen ts ,  but th e  formation of very low 

behavioral intentions w as  still exhibited.

Hence, although the  pa tte rn  of d ifferences am ong th e  four experim ental 

g roups after the  S tage  II manipulation is significant, ch an g e s  in th e  attitudinal 

co m p o n en ts  within groups also appear a t significant levels. These  ch an g e s  

reflect c o n su m e rs ' overall cynicism of innovative p roduc ts  and their ability to 

feel favorably to w ard s  th e se  offerings while no t exhibiting s trong  behavioral 

intentions.

This pattern  of re sp o n ses  seem s to  indicate th a t  one of tw o  th ings 

occurred  with this group of p rocessors . It is possible th a t  the  peripheral 

p ro cesso rs  ac ted  in a traditionally affective pattern  and merely reac ted  to  the  

negative cues  in the  n ew sp ap er  article resulting in th e  shift d o w n w ard  in held 

a tti tudes  tow ard  the  conversion package. This pattern  of response ,  how ever, 

should have yielded a rejection of the  central model for this group of 

p ro cesso rs  and insignificant pa ths  b e tw een  cognitions and AB and ACo. This 

w a s  no t th e  result of this d isserta tion.

Alternatively, it seem s  more likely th a t  the  p rocessing  g roups classified 

as  peripheral p rocesso rs  engaged  in processing  a t so m e  level and w ere  able
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to  a ttribu te  minimal causality  to  the  p roduct and firm. This w a s  supported  in 

m ean a s se s sm e n ts  of blame. As a result, attitudinal s truc tu res ,  while shifting, 

rem ained relatively in tact a s  com pared  to  th e  central p rocesso rs .  While this 

result m ay seem  troubling, Petty and Cacioppo (1989) do no t remark th a t  

peripheral p rocesso rs  function in com plete  ab sen ce  of cognitive processing , 

just th a t  the  tw o  groups differ ac ro ss  involvement levels, and am oun t and 

ty p e  of processing . The s tudy  did yield tw o  distinctly different g roups of 

p rocesso rs .

The distinction in th e se  processing groups reveals the  e ffec tiveness  of 

th e  manipulations, but highlights the  difficulties a ssoc ia ted  with developing 

scenario s  th a t  involve new , innovative products. The innovative nature  of the  

p roduc t w a s  deliberately included in the  scenario  developm ent to  yield 

re sp o n d en ts  th a t  held few  preexisting beliefs with regards to  the  product, 

c a tego ry  or firm. This effectively removed problems with preexisting 

a tti tudes, bu t yielded the  side effect of increased  need and desire for 

p rocessing  ac ro ss  experimental groups.

Findings with Regards to  th e  Role of ACo

Although th e  unanticipated emotional reaction of th e  attribution 

manipulation impacted the  hypothesized attitude resis tance  findings, the  

stim ulus also enabled the  investigation into th e  role of ACo in th e  formation of 

Ab and Bl. Previous research  has tended  to  overlook the  role of ACo in
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predicting co n su m e rs ' AB and Bl. This s tudy  w as  in terested  in investigating 

this  co n s tru c t  and its im pact on the  attitudinal s truc tu re  of responden ts .

Results indicate th a t  within the  s tu d y 's  confines, ACo played a 

significant role in the  formation of AB and Bl. W hen a consum er is introduced 

to  publicity (w hether it be negative or positive) the  com pany  b eco m es  more 

prom inent in the  mind of the  potential consum er. As a result, w hen  

re sp o n d en ts  are exposed  to publicity pieces, the  role of this  co n s tru c t  

b eco m es  very prominent in the  formation of AB.

Results also indicate th a t  in the  even t of a negative publicity stimulus 

in which internal attributions are m ade by the  responden t, the  re sp o n d e n t 's  

ACo is highly malleable. In th e  even t of introduction to  the  internal attribution 

stimulus ACo quickly shifts to  reflect this negative information. In th e  even t 

th a t  the  responden t is introduced to  the  external attribution, the  re sp o n d e n t 's  

ACo shifts to  reflect the  hint of d isrepute, yet the  overall a ttitude  s truc ture  

rem ains m uch more stable.

One interesting aside is th a t  in the  free an sw er  sec tions , several 

co m m en ts  w ere  m ade with regards to  the  firm and its innovative nature . 

Even in th e  situations in which the  firm w as  clearly a t  fault for th e  inferior 

p roduct perform ance, m any responden ts  com m ented  th a t  th e  firm w as  a 

breakthrough or cutting edge  es tab lishm ent and problems should be expec ted  

early in th e  developm ent p rocess .
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R esponden ts  generally exhibited a fairly low Bl even  in th e  ev en t  of 

possess ing  strong positive feelings to w ard s  the  product. This m ay acco u n t  

for th e  lack of significance of the  relationship b e tw een  AB, ACo and Bl. From 

re sp o n d en t com m ents  it appears  th a t  there  is a g rea t deal of hes itancy  w hen  

th e  re sp o n d en t is asked abou t intentions with regards to  an innovative or 

untried product. Additionally confounding the  evaluation of this relationship 

w a s  th e  s tu d e n t  sample. Although responden ts  w ere  clearly instructed  to 

a s su m e  th a t  sufficient funds existed for the  purchase  of this  product, open 

ended  re sp o n ses  indicated th a t  there  w as  a ten d en cy  to  neg a te  or fo rget this 

assum ption . S ta tem en ts  such  as  "I cou ldn 't  buy this if I w an ted  to ,"  or "I'd 

never have the  m oney for this" perm eated  the  open ended  questions .

Findings with Regards to th e  Theoretical Model

The disserta tion argues  for the  ex istence  of tw o  se p a ra te  m odels th a t  

describe th e  formation of a ttitudes  and intentions. The central model 

describes  th e  s truc ture  of attitudinal com ponen ts  for individuals th a t  en g ag e  

in active processing w hen  viewing persuasive com m unications. The peripheral 

model highlights earlier research  th a t  s ta te s  th a t  peripheral processing  ten d s  

to  rely primarily on affective reactions genera ted  by cu es  (Petty and Cacioppo 

1981).

The proposed  peripheral model spotlighted th e  im portance of cu e s  and 

the  minimal influence of cognitions in the  formation of a t t i tudes  and
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in tentions. The proposed  central model spotlighted the  primary role of 

cognitions in the  developm ent of the  individual's a tt i tude s tructure .

Findings with regards to  the  significance of cognitions in th e  form ation 

of a tt i tudes  w ere  disappointing. Although the  internal attribution scenario  

yielded individuals th a t  had a clear recollection of th e  a rgum en ts  of the  

advertisem en t and th e  new sp ap e r  article, th e  role of cognitions did no t su rface  

as  a significant predictor of AB or ACo in th e  central processing  groups.

Ironically, th e  role of cognitions did surface  as  significant in the  

peripheral processing  group. This can be partially explained due to  th e  fact 

th a t  peripheral p rocesso rs  w ere  exposed  to th e  external attribution scenario  

th a t  w as  designed  to  g enera te  minimal processing. The effec tiveness  of this 

manipulation w as  d em onstra ted  with the  formation of few er recollections and 

lower levels of self-reported dep th  of processing. H ow ever, th e  hint of deceit 

s tim ulated an average of four recollections per peripheral p rocessor  versu s  

seven  recollections per central processor. It should be noted , how ever, th a t  

th e  peripheral p rocesso rs  w ere  not found to  be abstaining from any cognitive 

activity. Therefore, cognitions seem ed  to  play a role in a ttitude formation.

It seem s  th a t  the  introduction of credible information, even  if only 

remotely su sp ec t,  g en era te s  a fair am oun t of process ing  th a t  probably 

explains th e  resulting role of cognitions. Sufficient p rocessing  had to  occur 

to  d iscoun t the  seriousness  of the  c o m p an y 's  role in the  p roduct failure. This 

led to  th e  generation of sufficient cognitions to  produce reliable predictions.
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The d isserta tion s trove  to maintain equal perceived sou rce  credibility 

ac ro ss  th e  experimental groups. Results indicate th a t  th e  successfu l develop­

m en t of the  attribution manipulation suffered th e  side e ffec t of differing levels 

of sou rce  credibility ac ro ss  th e  central and peripheral p rocesso rs .  This result 

ten d ed  to  confound the  results  and yielded peripheral p ro cesso rs  th a t  w ere  

m otivated to  d iscoun t the  credibility of the  consum er ad v o ca te  agency . It 

app ea rs  th a t  th e  increased  involvement levels resulting from th e  hint of 

negativity  prom pted the  peripheral p rocesso rs  to  form lower opinions of the  

ad v o ca te  agency . The resulting lower opinions aided in the  formation of ACo 

and Ab and m oderated  their reduction relative to  th e  internal attribution group.

Claim and non-claim e lem ents  of th e  advertisem en t w ere  also found to 

behave  coun te r  to  traditional theory. The role of th e  non-claim e lem ents  w as  

found to  be a significant predictor in both the  peripheral and central model. 

Claims w ere  found to  be negatively related to a ttitude change  in th e  peripheral 

and central model, and this result w a s  only antic ipated in th e  peripheral 

model. Again, this m ost likely reflects th e  emotional re sp o n ses  g en era ted  by 

th e  stimulus.

Findings with Regards to  Involvement

Results w ere  supportive in examining th e  relationship b e tw een  

involvem ent and generation of cognitions. Prior research  has s ta te d  th a t  

central route p rocesso rs  develop significantly more issue-relevant th o u g h ts
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than  peripheral p rocessor  (Petty and Cacioppo 1986). The re sp o n d en t  

g en e ra te s  th e se  cognitions as a result of an increased  motivation to  p ro cess  

th e  incoming information being p resen ted . Hence, it w as  e x p ec ted  th a t  

central route p ro cesso rs  would no t only exhibit higher levels of involvem ent 

(issue or response), bu t also report significantly g rea ter  recall of issue relevant 

argum ents .

As hypothesized  the  formation of cognitions w a s  correlated  significantly 

with higher levels of involvement. This sup p o rts  the  proposition th a t  central 

p ro cesso rs  tend  to  be more highly involved (issue or response) than  peripheral 

p rocesso rs .

This su p p o rt  helps clarify th a t  the  central p ro cesso rs  resulting from the  

tw o -s ta g e  manipulation w ere  not misclassified, bu t merely did no t follow 

traditional m odels of attitude formation in the  face  of internal attribution 

se ttings . While a depth  of processing  did occur, th e  resulting negative 

information caused  an unanticipated emotional re sp o n se  in th e  re sp o n d en t  

th a t  overrode cognitive tho u g h t generation and coun te ra rgum en ta tion .

The relationship b e tw een  the  ad claim and non-claim e lem en ts  and 

involvem ent levels w as  generally as  expec ted . Previous work by Gardner 

(1985), Mackenzie e t  al. (1992 , 1986) and Miniard e t  al. (1990) revealed th a t  

th e  AAd.nc and AAd.c would be significant predictors of AAd. The role of AAd.c is 

ex p ec ted  to  be g rea ter  in situations in which cognitive processing  and higher 

levels of involvem ent are p resent.
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Correlation b e tw een  the  technical a sp e c ts  of the  advertisem en t and 

involvem ent w ere  positive and significant. Also as an tic ipated , the  

relationship b e tw een  the  emotional a sp e c ts  of the  advertisem ent and th e  time 

sp e n t  on the  situation w ere  negative and significant. Only w a s  the  

relationship b e tw een  the  emotional a sp e c ts  of the  advertisem ent and  issue 

involvem ent surprising in light of the  hypothesized relationships. This 

relationship w as  significantly positive. However, in light of the  emotional 

re sp o n se  of th e  highly involved group of re sponden ts ,  this relationship follows 

th e  unanticipated emotional reactions as  would be expected .

Theoretical Im plications

Petty  and Cacioppo (1979, 1981, 1986 , 1989) developed a model 

designed to  explain information processing , and its resulting im pact on 

a tti tudes  to w ard s  th e  brand. This model details th a t  a tt i tudes  form ed via the  

peripheral route are generally not as  resis tan t to coun te rpersuasive  

com m unications or as  persis ten t as a tti tudes  formed via th e  central route. 

This belief, how ever, has  been relatively undocum ented  in th e  existing 

literature and w as  sub jec ted  to  te s t  in this disserta tion.

Findings indicate th a t  generality of this s ta te m e n t m ay no t be 

reasonable . Within the  confines of this disserta tion, res is tance  to 

coun terpersuasion  of attitude s truc tu res  w a s  te s te d  utilizing negative publicity
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as  th e  coun terpersuasive  stimulus. Negative publicity is an increasingly 

com m on phenom ena and in itself an area w orthy  of investigation. In light of 

th e  investigation of resis tance  levels, the  stimulus seem ed  like a natural 

choice. The results  indicate th a t  in this particular situation, a tt i tudes  formed 

initially under the  central route to persuasion w ere  generally no t as  res is tan t 

to  coun terpersuasion  as  peripherally formed attitudes.

The lack of resis tance  highlights an im portant issue no t previously 

d iscu ssed  in the  marketing literature. Petty and Cacioppo (1979 , 1981 , 

19 8 6 , 1989) have te s ted  th e  ELM and its m any propositions exhaustively. 

However, th e  breadth  of th e se  te s t s  has  been fairly limited. Exposure to 

potentially inflammatory or causal information appears  to stim ulate different 

m echan ism s than  anticipated in the  developm ent of the  model. In in s tances  

w here  causal inferences m ust be m ade, the  attribution literature s ta te s  th a t  

additional information will be sough t and p rocessed  due to  increased  

involvem ent levels. While this may in fac t  be true  and stim ulate central 

processing , the  previously held a tti tudes  may be less res is tan t  to 

coun terpersuasion  than  anticipated.

Results indicated in this  s tudy  are quite enlightening considering the  

curren t tenor of the  marketing environm ent in this country . Analysis of this 

s tudy  genera ted  supportive results for the  e ffectiveness  of the  m anipulations 

and a reasonable  approximation of a real-world occurrences  th a t  m an ag em en t 

m u st deal with on a daily basis. These  real world phenom ena include not only
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negative publicity, but also corrective advertisem ent o rders  and p roduct 

liability issues.

It appears  th a t  th e  internal locus of causality, th e  stability of effect, and 

controllability along with th e  highly credible source  undeniably p roduced 

significantly higher involvement and processing levels w hen  com pared  to  the  

peripheral conditions (i.e., external locus of control, instability of e ffec t  and 

low controllability). The resulting central p rocesso rs  behaved  in th e  m anner 

th a t  th e  ELM fram ew ork and attribution theory  sug g es t .

Results indicate, how ever, th a t  the  central p rocessing  model developed  

in Chapter  2 w as  not supported  as expec ted . A review of th e  experim ental 

m anipulations indicates th a t  th e se  fac tors  all perform ed as ex p ec ted  in the  

deve lopm ent of the  s tudy  design. At the  conclusion of S tage  I, involvem ent 

levels differed significantly ac ro ss  the  experimental groups. Classification of 

individuals ac ro ss  the  experimental groups revealed minimal c ross  over of 

re sp o n d en ts  (12%  misclassified as  peripheral after receiving th e  high involve­

m ent manipulation and 14%  misclassified as central p rocesso rs  after receiving 

th e  lower involvement manipulation). As a result, classification indices 

perform ed as  expec ted  across  groups. All indices used  for classification 

pu rp o ses  for central and peripheral p rocessor  differed significantly ac ro ss  

groups both for individual items and com posite  weighting. Furtherm ore, 

attitudinal m easu res  from S tage  I to pre-S tage II indicated no significant
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ch a n g e s  acro ss  time enabling the  use of the  S tage  I m easu res  in th e  final 

MANCOVA analysis.

Significant d ifferences w ere  reported am ong th e  experim ental groups 

for th e  attribution manipulation. Misclassification ra tes  w ere  reported  a t 7%  

for re sp o n d en ts  th a t  received the  internal attribution and 5%  for re sp o n d en ts  

th a t  received the  external attribution. The minimal c rossovers  indicates the  

clean manipulation of this effect.

S tage  II e ffec tiveness  w as  further supported  th rough  a clean discrimina­

tion b e tw een  groups. The m atchup  be tw een  the  attribution manipulation, 

reported  involvement levels and classification of central vs. peripheral 

p ro cesso rs  w ere  significantly different be tw een  g roups and co n s is ten t with 

each  other.

Lastly, all m easu res  utilized in th e  final model ev idenced discriminant 

validity and reliability. Som e cons truc ts  w ere  m easured  with a single item, 

how ever, and this may have lead to  som e inadequate  represen ta tion  of certain 

co n s tru c ts .  Single item m easu res  included cognitions for the  com pany  and 

brand and technical versu s  emotional focus  of the  advertisem ent. Additional 

m easu res  may have enabled better  definition of th e se  co n s tru c ts .

Potentially troubling is the  source  credibility issue. Although the  

experim ental design specified th a t  th e  level of sou rce  credibility be held 

co n s ta n t,  the  developm ent of sufficiently different attribution scenarios  

inadvertently  resulted in varying levels of source  credibility b e tw een  the
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process ing  groups. Specifically, th o se  groups sub jec ted  to  th e  external 

a ttribution exhibited significantly less credibility in the  consum er ad v o ca te  

agency  source . In re tro spec t  the  selection a more m odera te  so u rce  (or 

scenario) or including in th e  design a manipulation for sou rce  credibility may 

have  proven m ore effective.

Hence, it appears  th a t  while th e  responden t m ay be willing to  p rocess  

and  com prehend  th e  incoming information, once  th e  a ss ignm en t of causality  

is estab lished , th e  rational processing  of th e  individual te n d s  to  be o v e rsh ad ­

ow ed  by emotional factors. An emotional reaction occu rs  following sufficient 

p rocess ing  th a t  determ ines th a t  the  firm lied to  th e  public (i.e., the  internal 

attribution). This possibility m ost likely resulted in th e  use  of s trong  attitudinal 

reac tions  w ithout th e  a t te n d a n t  influence of cognitions. In o ther w ords , once 

th e  re sp o n d en t p rocessed  sufficient information to  determ ine th a t  the  

com pany  w a s  a t fault, they  formed their a tti tudes  and intentions on th e  basis 

of an emotional reaction w ithout referring to  the  cognitions th a t  w ere  

previously formed. Hence, the  attitude s truc ture  shifts irrespective of dep th  

of processing .

The ELM fram ew ork is designed to  interpret s ituations in which high or 

low motivation to p rocess  is p resen t.  The implicit assum ption  behind the  

fram ew ork  is th a t  there  are no strong emotional c u es  p resen t in th e  ad 

m essag e .  The operation of the  ELM is still supp o sed  to  take  place in either 

a cognitively oriented, high involvement setting, or in a low-involvement
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(passive learning), affect-oriented (peripheral cue) setting . The ELM 

fram ew ork , as  it currently s tan d s  d o es  not allow for s trong  em otional 

reactions  which build-off cognitive processing . In hindsight, this is th e  type  

of situation th a t  arises in a negative publicity scenario .

This result implies th a t  the  generalizability of th e  ELM m ay be more 

limited than  previously though t.  In situations w here  em otion is a primary 

re sp o n se  to  a stim ulus such  as corrective advertising or negative publicity, the  

co n su m er  m ay follow cognitive processing  routes, y e t  fail to  maintain 

es tab lished  a tti tudes  due to  the  inflammatory nature  of th e  information.

Further complicating the  issue is the  credibility of th e  sou rce . This 

particular type  of stimulus is delivered by a sou rce  typically v iew ed as  highly 

credible. This increased credibility em p o w ers  th e  sou rce  and d isab les  the  

traditional derogation p ro cesses  th a t  often  occur with central p ro cesso rs  

limiting inoculations th a t  should be p resen t from previous cognitive th ough t.

The generalizability of the  ELM in a negative publicity scenario  is also 

questioned  with regards to  the  role of cognitions in a ttitude  form ation. The 

central route  results  in issue relevant thinking by the  resp o n d en t.  It is 

anticipated th a t  the  generation of th e se  cognitions would in som e w ay  im pact 

th e  formation of the  AB or ACo, how ever, even in th e  p resen ce  of g en era ted  

cognitions, the  model does  not perform as  antic ipated. The cognitions are 

p resen t,  yet insignificant in the  formation of the  global a tt i tudes. This
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provides an instance w hen  the  role of cognitions m ay be essentially  

supp lem entary  to  the  actual attitude formation.

Particularly gratifying for the  s tudy  w as  th e  genera ted  su p p o rt  for the  

role of ACo. Although traditionally not a primary attitudinal co m p o n e n t  in 

a ttitude formation models, th is  disserta tion so u g h t to  im press th e  im portance 

of this  co n s tru c t  to  th e  discipline. Under certain conditions w h ere  the  

credibility of th e  com pany  is questioned , it is im portant to  recognize the  

primary role of ACo plays in the  formation of AB.

ACo played a significant role in the  formation of AB, and th e  relationship 

b e tw een  th e se  tw o  co n s tru c ts  represen ted  the  s tro n g es t  assoc ia tions  in the  

p roposed  models. Previous attitudinal models have dealt thoroughly  with th e  

role of AAd (Mackenzie and Lutz 1989; Mackenzie e t  al. 1986; Gardner 1985) 

in th e  formation of AB and Bl. These  models, how ever, have failed to  

incorporate  th e  role of ACo in the  formation of AB or incorporate ACo as  one  of 

m any a n te c e d e n ts  of AAd. These tre a tm e n ts  seem  inadequa te  for 

deve lopm ent of an opinion in se ttings  in which th e  firm 's integrity are 

involved.

Classification of individuals into d isparate  p rocessing  g roups  w a s  

effective and genera ted  significant d ifferences ac ro ss  multiple variables of 

in terest. The central p rocesso rs  engaged  in sufficient p rocessing  to  de term ine 

th a t  th e  firm had engaged  in misleading behavior. Hence, th e  g en era ted
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atti tude  ch an g es  for this group w ere  significantly different from the  peripheral 

p rocessing  group.

Peripheral p rocesso rs  indicated reduced bu t still ex is ten t attitudinal 

c h a n g e s  ac ro ss  th e  manipulations. While it is clear th a t  this ca tego ry  of 

p ro cesso rs  is significantly different than  th e  central p rocessing  group in the  

am o u n t and type  of processing  th a t  occurred, it se e m s  reasonable  to  a ssu m e  

th a t  a sufficient am ount of processing  occurred to  enable the  d iscounting of 

th e  sou rce  and th e  information p resen ted . As a result, tw o  processing  groups 

w ere  formed.

Petty  and Cacioppo (1989) se t  no predeterm ined cutoff for determ i­

nation of central and peripheral p rocessors . It is only deem ed  th a t  significant 

d ifferences exist b e tw een  th e  groups in processing am ount and type  and 

involvem ent levels. This clearly occurred with th e se  re sponden ts ,  how ever, 

th e  hint of negative information appears  to  have m otivated th e  peripheral 

p ro cesso rs  to  be more atten tive  than  the  traditionally peripheral groups 

gen era ted  in p as t  s tudies  utilizing very uninvolving stimuli.

As a result, th e  d isserta tion has spotlighted the  p ro c e sse s  th a t  occur 

ac ro ss  motivation groups in a negative information setting. This setting 

app ears  to  no t be fully explainable by the  existing ELM fram ework.
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The results  of this d isserta tion may seem  disappointing with regards  to 

th e  existing theoretical fram ew orks in the  discipline. However, as  a result, 

im portant theoretical implications are highlighted. Of primary significance is 

th e  s tra teg ic  use  of the  results  highlighted in this s tudy.

M anagem ent typically responds  to  negative publicity crises  with the  

a tti tude  th a t  an advertising cam paign should be developed  to  stall or short 

circuit the  formation of negative brand a ttitudes. Reactive advertising 

cam paigns  typically spotlight product im provem ents or question  th e  credibility 

of th e  sou rce  of the  negative information. In light of th e  findings of this 

s tudy , this  approach  seem s inadequate  at best.

The result of the  negative publicity cam paigns  te n d s  to  be a highly 

polarized ACo. This resulting shift is quite predictive of shifting AB. Hence, 

d am ag e  control s tra teg ies  should reflect th e  s tra teg ic  use  of institutional 

advertising as  opposed  to  continued program s designed to  improve AB by 

utilizing a brand advertising cam paign. Dam age control m ust revolve around 

th e  goal of repairing the  firm 's credibility. It is the  loss of faith and tru s t  in 

th e  firm th a t  oversh ad o w s the  formation of a ttitudes. O nce th e  credibility of 

the  firm is established, the  resulting AB will improve correspondingly.

The results also highlight the  se riousness  of any negative publicity 

incidence. Even in scenarios  in which the  firm w a s  determ ined to be virtually
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blam eless  by the  consum er, the  a ttitudes  held by the  consum er w ere  

significantly altered from th e  initial im pressions genera ted  from th e  advertising 

exposu res .  The mere hint of negativity or deceit w a s  sufficient in the  

co n su m er  to  justify an ad justm en t or realignment of the  c o n su m e rs ' a ttitude. 

It is therefo re  n ecessary  for th e  firm to  respond  proactively to  negative 

publicity. Passive resp o n ses  are certainly a riskier tac tic  than  a simple 

proactive response  to  rebuild credibility. As long as  th e  information goes  

unchallenged from a credible source  the  resp o n d en t often c u es  on the  

reputa tion  of th e  deliverer or the  medium and fails to  thoroughly  p ro cess  the  

p resen ted  information and merely cu es  on the  num ber and credibility of the  

a rgum ents .

Future Research

The d isserta tion spotlights  an opportunity  to  exam ine additional a reas  th a t  

im pact th e  formation of AB and Bl or would increase th e  generalizability of 

findings. These  additional areas  of in terest include peripheral c u es  being 

exam ined as  central cues  and expanding the  d isserta tion setting to  replicate 

results.

Investigating factors  th a t  typically are of peripheral im portance (source 

expertise) in th e  ELM which may becom e central issues  requiring elaboration 

in a negative publicity setting would be beneficial. As involvem ent levels
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increase, due  to  the  consum er being motivated to  maintain co rrec t a tt i tudes, 

previously peripheral cues  such  as  source  credibility may now  require the  

consum er to  elicit increasing levels of elaboration to  evaluate  the  credibility of 

th e  source . In effect, source  credibility now  b eco m es  a central route  cue. 

The negative publicity setting would enable the  testing  of this proposition.

Similarly, th e  role of source  credibility in the  situation of a negative 

publicity incident should be be tte r  defined. It appears  th a t  generally a higher 

level of credibility is given to sou rces  generating publicity p ieces. If the  

fac to rs  th a t  determ ine this credibility could be be tte r  defined, it is possible 

th a t  proactive s tra teg ies  could be better  developed by th e  firm to  o ffse t the  

im pact of th e se  incidence.

The investigation into the  related stimulus a reas  su ch  as corrective  and 

com parative  advertising to  investigate the  im pact of emotional fac to rs  in th e se  

fo rm ats  would be useful. It would enable the  determ ination of th e  im pact of 

emotional re sp o n ses  and deceit in th e se  venues . Expansion of th e  setting  also 

enab les  the  investigation of th e  models while minimizing the  emotional 

reactions.

The results of this d isserta tion are interesting for they  reflect the  

troub lesom e nature  of negative information to  marketing m anagers . These  

results, how ever, highlight the  need to  investigate the  effect of negative or 

contradictory  information p resen ted  in o ther form ats. Specifically, how  would 

th e  ELM perform under conditions of com parative and corrective advertising.
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As with all s tudies , it is im portant to  a s s e s s  th e  potential w e a k n e s se s  

of th e  effort put forth. This s tudy, while thoroughly  p re te s ted ,  did en co u n te r  

so m e  difficulties. P re tes ts  revealed problems with th e  e ffec tiveness  of th e  

attribution manipulation and the  im pact of credibility of th e  source . Redesign 

of th e  manipulation, how ever, may have yielded unfo reseen  problem s. In 

attem pting  to  control for source  credibility and p roduce  a clean attribution 

manipulation, the  scenario  yielded inflammatory re sp o n ses .

T hese  emotional re sp o n ses  caused  th e  shortcircuiting of th e  central 

p rocessing  procedure  and yielded a b reakdow n in a ttitude res is tance . A m ore 

te m p era te  stimulus should be investigated to  see  if g enera ted  results  are 

duplicated.

M easurem ent issues are generally alw ays an area of concern  w hen  

investigating causal models. It is possible th a t  th e  single item scale  for 

cognitions w as  inadequate  for capturing th e  cons truc t .  Results w ere  

disappointing with regards to  the  role of cognitions in th e  s tudy  and th e  

investigation of im provem ent in th e se  m ethods  would be useful.

The s tudy  setting genera ted  unanticipated emotional reac tions  th a t  

shortcircuited  central processing  rou tes  and affective re sp o n ses  b ecom e 

primary. Although th e  classification of re sp o n d en ts  w a s  co rrec t  given to d a y 's



225

m easu rem en t techn iques , the  formation of cognitions appeared  to  be 

independen t of the  formation of attitudinal s truc tu res .

Traditional ap p ro ach es  to  the  classification of central and peripheral 

p ro cesso rs  m ay need to  be expanded  to  acco u n t  for th e  o ccu rren c es  of 

ex trem e emotional re sp o n ses  within the  central p rocessing  phenom ena . 

Better definition of th e se  groupings and classification p rocedures  should 

enable  improved results  in th e  models. It is possible th a t  the  design  w as  

w eak  by confounding th e  emotional reaction with the  attribution stim ulus, the  

dece it  e lem ent caused  difficulties in the  separation of processing  groups.

Additional confounds  include reports  from m any of the  re sp o n d en ts  

having very high levels of concern  from th e  beginning with innovativeness  of 

th e  product. Since they  had little experience with the  p roduct line or the  

benefits  of the  product, perform ance le tdow ns w ere  antic ipated. This high 

d eg ree  of skepticism  often seem ed  to  p redispose th e  re sp o n d en ts  to  cue 

initially on th e  negativity and view it as  reinforcing existing d o u b ts  th a t  they  

had with regards to  th e  p roduct itself.

Finally, the  artificial nature  of th e  te s t  environm ent te n d s  to  inflate 

involvem ent levels to generally higher levels than  would be exhibited in a real 

world sam ple. This inflated involvement level leads to  groups of peripheral 

p ro cesso rs  th a t  are generally more involved th a t  th o se  peripheral p ro cesso rs  

th a t  would be encountered  in the  real world. This may have com po u n d ed  the  

em otional response  problems encoun tered  with th e  central p rocesso rs .
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Peripheral p rocesso rs  in this s tudy  tended  to  be more involved than  traditional 

low-involvem ent con su m ers  due to  the  sample of c lassroom  s tu d e n ts .  This 

m ay have confounded  th e  resu lts  and yielded the  significant cognition results  

in th e  peripheral processing  group.
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Consumers and Information Processing 
LSU Marketing Department

This survey is being conducted to  determine consumers' familiarity with certain categories 
of products. As you complete this survey, you will be asked to recall the number of 
brands in a category that you are familiar with, the frequency in which you make 
purchases of these products and how often you use these products.

For example:

Please list all the brands of toothpaste that you can recall:

Answer: Crest, Ultra-Brite, Colgate, Gleem, Aqua-Fresh

I purchase toothpaste ....

Frequently  : ____ : _X___: ___ : ____ : ____ : _____: Never at all.

Completion of the survey should only take about 10 minutes of your time today. Before 
beginning, we would again like to  thank you for your cooperation and assistance. Your 
participation is greatly appreciated. Thank you.

Part I

Diet and prepared food products are currently widely available to consumers. These 
products offer benefits to consumers ranging from decreased caloric count to  lower fat 
and sodium content. Currently these products are available in tw o primary forms, liquid 
meal substitutes and prepared frozen meals. We would like to know about your familiarity 
and use of these product types.

Do you currently use any diet food products?

 yes  no

If you answered "yes" above, please list all of the brands of diet food that you can recall. 
If you answered "no," please proceed to Part II.



Please list all of the brands of diet food products that you can recall.

Liquid Diet Products (meal substitutes or snacks):

Frozen Diet Meals:

I purchase diet foods ....

Frequently  : ____: ____ : ____: ___ : ____ : _____: Never at all.

Please check the appropriate response.

I use my favorite brand of diet food products ....

Daily________  M onthly________

W eek ly________  A coupie of times a y e a r _______

A couple of times Once a y e a r _______
a month
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Part II

Quick service oil change firms have become very prominent over the last 15 years. We 
are interested in determining how often you use this service and how familiar you are 
with the various brands available.

I currently use a quick (30 minute or less) oil change service.

 yes  no

If you answered "no" to this question, please skip to Part III. If you answered "yes" 
please complete the remainder of Part II.

Please list all of the brands of 30-minute oil service that you can recall.

I purchase 30-minute oil service....

Frequently  : ___ : ___ : ____ : ____: ____ : _____: Never at all.

Please check the appropriate response.

I use 30-minute oil change services ....

M onthly________  A couple of times
a y e a r ________

A couple of times
a m o n th ________  Once a y e a r ________
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Part 111

Variety in soft drink offerings has increased dramatically over the past 20 years. 
Currently, caffeine-free, diet and lemon-lime products are all readily accessible. We are 
interested in knowing about your consumption patterns for this product category.

Do you currently consume soft drinks?

 yes  no

If you answered "no" to this question, please skip to Part IV. If you answered "yes” 
please complete the remainder of Part III.

Please list all of the brands of soft drinks that you can recall.

I purchase soft drinks....

Frequently  : ___ : ___ : ____ : ___ : ____ : _____: Never at all.

Please check the appropriate response.

I use my favorite brand of soft drink ....

Daily _ M onthly________________

W eek ly _ A couple of times a y e a r _______________

A couple of times Once a y e a r ________
a month
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Part IV

Automobile purchases in this country have been down for the past tw o years reflecting 
the recessionary environment existing in the economy. Please tell us about your 
familiarity with the brands available and your purchase rates.

Do you currently own or have use of a car?

 y e s  no

If you answered "no" to this question, please skip to Part V. If you answered "yes" 
please complete the remainder of Part IV.

Please list all of the brands of automobiles that you can recall.

I tend to purchase automobiles ....

Frequently  : ____: ____: ____ : ____: ____ : _____: Never at all.

Please check the appropriate response.

I use my car ....

Daily________  M onthly________

W eekly________  A couple of times a y e a r_______

A couple of times Once a y e a r ________
a month
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Part V

Please take a few minutes to tell us about yourself. Please circle the appropriate 
response.

Sex:

a. Male
b. Female

Marital Status:

a. Married
b. Single
C. Divorced/widowed 

Age:

a. under 18 years
b. 1 8 - 2 1  years
c. 22 - 25 years
d. 26 - 29 years
e. 30 - 35 years
f. 36 - 40 years
g. 41 - 45 years
h. 4 6 - 5 0  years
i. over 50 years

Present Work Status:

a. employed full-time
b. employed part-time
c. unemployed

Thank you very much for your patience in completing this questionnaire.
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Consumers and Information Processing

This survey is being conducted through the LSU Department of Marketing. It is concerned 
with your reactions to advertising and publicity about certain products. As you are aware, 
interest in consumer reactions to advertising has long been of interest to researchers.
This survey is designed to tell us about your feelings regarding advertising and product 
selection.

Completion of the survey should only take about 10 minutes of your time today and about 
20 minutes of your time during the next class period. Before beginning, w e would again 
like to thank you for your cooperation and assistance. Your participation is greatly 
appreciated.

Instructions:

In the pages that follow, you will be asked to imagine yourself in a particular situation 
which will be described to you in detail. You will be provided with some information 
about a company and its product. Read the information carefully, taking as much time as 
you need. We are interested in your opinions and feelings about the company, and its 
product, given the setting in which you have been placed. Please try to answer the 
questions to the best of you ability.

Rest assured that the information that you provide us will be kept strictly confidential.
The request for your social security number merely enable us to make sure everyone 
participates in both halves of the study.
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Imagine yourself in the following situation:

a # * * * * * # * * * * * * * * * # * * * * * * * * * * * * * * * * - * * * * * # * * # * * # * # # * * # * # # # * * * * * * * * * # *

You are about to purchase a new car. You have just graduated from college and are 
ready to buy. You currently live in California and are very concerned about the new, 
stricter pollution laws. These new pollution laws will force the use of new, cleaner 
burning fuels for automobiles beginning in 1996.

You are also very concerned about environmental issues. Since entering college you have 
been active in several environmental causes. It is your desire to purchase a car that  will 
be practical and long-lasting, yet meet the requirements of the new clean air laws.

You have recently become aware of a firm that can convert existing car models into 
electric powered vehicles. Therefore, you may purchase the type of car that you are m ost 
impressed with and then convert it to meet the clean air standards in 1995. You may 
assum e that  you have adequate funds for these purchases.

You are reading your favorite magazine and encounter an advertisement for the California 
Conversion Company, the firm mentioned above. Please read the advertisement and 
answer the questions to the best of your ability.

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *
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Imagine yourself in the following situation:

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

You have a friend that lives in California and is considering purchasing a car. Your friend 
is concerned about the new, stricter pollution laws that will force the use of new, cleaner 
burning fuels for automobiles beginning in 1996. It is of not that approximately 10 - 15% 
of cars in the  s ta te  must convert to  using cleaner fuels by the 1996 deadline.

You have recently become aware of a firm that can convert existing car models into 
electric powered vehicles. Therefore, if you had to convert to cleaner fuels, one of these 
firms could be utilized to convert your existing vehicle to meet the clean air s tandards in 
1996.

You are reading your favorite magazine and encounter an advertisement for the  California 
Conversion Company, the firm mentioned above. Your friend has asked for your opinion 
about purchasing a car. Please read the advertisement and answer the questions to  the 
best of your ability.

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  * ' * * * # * * * * * * * * * * * * * * * * # * * * * * * *
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Advertisement

Can an Environmentally Smart Car and Beauty Com e in One Packaged

YES!

The California Conversion Com pany introduces 

ELECTRO-CAR.

The California Conversion Com pany introduces state  of the art technology that is now 
available to  convert existing car models into electric pow ered autom obiles. This 
conversion involves the removal of the typical com bustion engine and  replaces it with a 
battery pow ered electric motor. This conversion offers the following features:

* 0 to 60 mph in 7.9 seconds.

* Top sp eed  of 75 miles per hour.

* Range of 200 miles.

* Fully rechargeable in 15 minutes.

* Fully conform s to 1996 California fuel requirem ents.

* Price range of $5,000 - $7,500 per conversion.

So you see, Beauty and Brains.
An Unbeatable Combination.

Electro-Car.
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Advertisement

Can an Environmentally Smart Car and Beauty Com e in One Package?

Y E S!

The California Conversion Company introduces 

ELECTRO-CAR.

The California Conversion Com pany introduces state of the art technology that is now 
available to convert existing car m odels into electric pow ered autom obiles. This 
conversion offers the following features:

* A quieter, sm oother ride com pared to a conventionally pow ered car.

* An emission-free vehicle.

* Be the first on your block to own this innovative product!

* Fully rechargeable in 15 minutes.

* Convenience of never having to stop at a  g as  station!

Beauty and Brains.

An Unbeatable Combination.

Electro-Car.
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Advertising Opinion Study

Part I

Please answer the following questions regarding the advertisement. We are interested in 
your opinion of the products and the company. Without turning back to  the product 
advertisement on the previous page, please list everything that you can remember about 
the advertisement you have just read.

Please check the space that best represents your opinion for each set of adjectives. 
Remember, we are interested in your first impressions. Please try to answer each 
question completely, even if you don 't have a strong opinion. For example, if you 
feel that a product that has been described to you is extremely interesting, you might 
check the space close to the adjective "interesting". If you are neutral in your 
interest toward the product, you might check the space halfway between the tw o 
adjectives, "interesting" and "boring".

I found the advertisement Interesting  :  :  :  : ___: Boring
for Electro-Car .... Irritating  : __ : __: __: __: Not Irritating

Held Attention  :  :  :  :  : Did Not Hold
Attention

Informative : : : : : Uninformative
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California Conversion Company's 
ad.

I generally like to purchase Immediately :  :  :  :  : Later on
new, innovative products ....

In general, I purchase Frequently :  :  :  :  infrequently
automobiles fairly ......

My overall impression of Bad  : __ : __: _:  : Good
the conversion package is .... Unsatisfactory  :  :  : _:  : Satisfactory

Favorable  :  :  : _:  : Unfavorable
Beneficial  :  :  : _:  : Harmful
Superior  : __ : __: _:  : Inferior

My generalim pression of the  Favorable : U n fa v n ra h lP
California Conversions Company Good : —: ~ .  Bad
*S Negative  :  ;  ;  ;  ; Positive

Follower Leader
Successful : : : : __ ; Unsuccessful

I a m _________about Very con cern ed__ : __: __: __: __: Not
environmental issues. Concerned

responsibility to reduce 
air pollution problems ...

Being knowledgeable about Unimportant  : __ : __: __: __: Important
environmental issues is 
 to me.

It i s _______ for me to make Important  : __ : __: __: __: Unimportant
the best possible purchase.



Please indicate your level of agreement by checking the most appropriate statem ent.

I would definitely

I would probably
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I might or
might not buy i t ________

It i s  tha t  I would Likely  : __ : __: __: __: Unlikely
purchase this product. Probable  : __ : __: __: __: Improbable

Impossible  :  :  :  :  : Possible

How much effort did you put A great deal  :  :  : _:  : Very little
into this task?

For me, shopping for an Important  :  :  : _:  : Unimportant
automobile is: Of no concern  :  :  :  :  : Of concern

Irrelevant  :  :  :  :  : Relevant
Trivial  : __ : __: __: __: Fundamental
Not needed  :  :  : _:  : Needed
Essential  :  :  : _:  : Nonessential
Vital  : __ : __: _: __: Superfluous
Valuable  : _:  : _:  : Worthless
Means a lot  : _:  : _:  : Means

nothing
Beneficial  :  :  : _:  : Not

Beneficial

How much did you A great deal  :  :  :  :  : Very little
think about this ad?

Please list any and all thoughts that w ent through your mind about the company 
while you were reading the ad.
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How familiar are you Not at all  : _:  : ____ : __: Very
with this product category? familiar

Completing this survey w as... Difficult  : _: __: __: __ : Easy

Please list any and all thoughts that w ent through your mind about the product while 
you were reading the ad.

Part II

Please complete the  following questions to allow us to  more completely analyze the 
answ ers  to  the  questions you have given us above. Simply circle the  appropriate 
letter for each question. All answers will remain completely confidential. Again, 
thank you for your cooperation.

Sex: Marital Status

a. Male a. Married
b. Female b. Single

c. Divorced/widowed

Age: Present Work Status:

a. under 18 years a. employed full-time
b. 1 8 - 2 1  years b. employed part-time
c. 22 - 25 years c. unemployed
d. 26 - 29  years
e. 30  - 35 years
f. 36 - 4 0  years
g. 41 - 45  years
h. 46  - 50  years
i. over 50  years
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Thank you very much for your patience in completing this questionnaire. We 
will see you again during the next class session and describe the administer 
the second questionnaire to you.
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SS#

Consumers and Information Processing

This survey is being conducted through the LSU Department of Marketing. It is concerned 
with your reactions to advertising and publicity about certain products. As you are aware, 
interest in consumer reactions to advertising has long been of interest to  researchers.
This survey is designed to tell us about your feelings regarding advertising and product 
selection.

This is Part II of the survey you participated in earlier. Completion of this about 20 
minutes of your time. Before beginning, we would again like to thank you for your 
cooperation and assistance. Your participation is greatly appreciated. Thank you.

Instructions:

As you will recall from the last survey, you are participating in an advertising opinion 
study. Recall that you were asked to read an ad and answer some questions about the 
product and the company. Refresh your memory by reviewing the advertisement. It is 
included on the next page.

In the pages that follow the ad, you will be asked to read a newspaper article related to 
the product in the advertisement. Relate this experience to your product purchase 
situation described in the first part of the study. The newspaper article you will be 
provided with will include some additional information about the company and product 
from the earlier advertisement. Read the information carefully, taking as much time as 
you need. We are interested in your opinions and feelings about the company, its product 
and the ad itself, given the setting in which you have been placed. Please try to  answer 
the questions to the best of you ability.

Remember, the information you provide us will be kept strictly confidential.
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Advertisement

Can an Environmentally Smart Car and Beauty Come in One Package?

YES!

The California Conversion Com pany introduces 

ELECTRO-CAR.

The California Conversion C om pany introduces state of the art technology that is now 
available to convert existing car m odels into electric powered autom obiles. This 
conversion involves the removal of the typical com bustion engine and replaces it with a 
battery pow ered electric motor. This conversion offers the following features:

* 0 to 60 mph in 7.9 seconds.

* Top speed  of 75 miles per hour.

* Range of 200 miles.

* Fully rechargeable in 15 minutes.

* Fully conform s to 1996 California fuel requirements.

* Price range of $5,000 - $7,500 per conversion.

So you see, Beauty and Brains.
An Unbeatable Combination.

Electro-Car.
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Advertisement

Can an Environmentally Smart Car and Beauty Come in One Package?

YES!

The California Conversion Company introduces 

ELECTRO-CAR.

The California Conversion C om pany introduces s ta te  of the art technology that is now 
available to convert existing car m odels into electric pow ered autom obiies. This 
conversion offers the following features:

* A quieter, sm oother ride com pared  to a conventionally pow ered car.

* An emission-free vehicle.

* Be the first on your block to own this innovative product!

* Fully rechargeable in 15 minutes.

* Convenience of never having to stop  at a gas station!

Beauty and Brains.

An Unbeatable Combination. 

Electro-Car.
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Instructions:

Please answer the following questions regarding the advertisement. We are interested in 
your opinion of the products and the company. Without turning back to the product 
advertisement on the previous page, please list everything that you can remember about 
the advertisement you have just read.

Please check the space that best represents your opinion for each se t of adjectives. 
Remember, we are interested in your first impressions. Please try to answer each 
question completely, even if you don 't have a strong opinion. For example, if you 
feel that a product that has been described to you is extremely interesting, you might 
check the space close to the adjective "interesting". If you are neutral in your 
interest toward the product, you might check the space halfway between the two 
adjectives, "interesting" and "boring".

My overall impression of Bad  : __ : __ : __: ___ : Good
the conversion package is .... Unsatisfactory  : _:  :  : ______:Satisfactory

Favorable  :  :  :  :  : Unfavorable
Beneficial  : _:  :  : _____ : Harmful
Superior  : __ : __ : __: ___ : Inferior

My general impression of the 
California Conversions Company
is ...

Favorable
Good
Negative
Follower
Successful

Unfavorable
Bad
Positive
Leader
Unsuccessful

Please indicate your level of agreement by checking the most appropriate statem ent.

I would definitely
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Please indicate your level of agreement by checking the most appropriate statem ent.

I would definitely

I would probably

I might or
might not buy i t ________

It i s  that I would Likely  : __ : __: __: __: Unlikely
purchase this product. Probable  : _:  :  : _____: Improbable

Impossible  : _:  :  : ____ : Possible

How much did you A great deal  : _:  :  : _____: Very little
think about this ad?

How familiar are you Not at Very
with this product category? all familiar  : _:  :  : _____: Familiar

I found the advertisement Interesting  : __ : _:  :  : Boring
for Electro-Car .... Irritating  : ___: _: __ : __: Not Irritating

Held Attention  : __: _:  :  : Did Not Hold
Attention

Informative : : : : : Uninformative

California Conversion Company's 
ad.

Please check the statem ent that you feel indicates the main point of the 
advertisement.

product

Styling options Performance options available.
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Part II

Please read the following newspaper article and answer the following questions to 
the best of your ability.

Excerpted form the New York Times:

Ralph Nader, the  consum er activist, has announced th a t the California Conversion 
Com pany will recall the first 100 of its conversion vehicles as  a  result of his agency 's 
investigation. It w as reported that the agency 's independent investigation into the 
conversion vehicle’s performance revealed several substantial discrepancies as  com pared 
to the com pany’s advertising claims. Acceleration and sp e e d  prom ises for the converted 
vehicles failed to be achieved in repeated tests. Battery endurance w as also found to be 
less than advertised.

Mr. N ader reports that his investigation revealed that the California Conversion Company 
was aw are of th ese  performance discrepancies prior to  the start of the advertising 
cam paign and failed to remedy the problem satisfactorily. Neither the product nor the 
advertising cam paign w as modified as  a  result of th e  com pany’s  discovery of poor 
perform ance. Mr. Nader also revealed that the com pany has a history of recalling 
products that da tes  back 10 years with other battery p roducts it m anufactures.

According to Mr. Nader, the com pany performed an internal cost/benefits analysis and 
determ ined the  num ber of lawsuits and settlem ents resulting from the potential 
m isrepresentation would be less costly than repairing the  battery conversion units. Mr. 
Nader expected  that som e custom ers may file lawsuits.
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Please read the following newspaper article and answer the following questions to  the best 
of your ability.

Excerpted form the New York Times:

Ralph Nader, the consumer activist, reports that his consumer advocate agency has received 
reports that  the California Conversion Company may be guilty of using misleading 
advertisements. These reports claim that the conversion vehicle's performance did not live 
up to the  com pany 's  advertising claims. Acceleration and speed promises for the converted 
vehicles failed to be achieved in several cases. Battery endurance was also found to be less 
than advertised.

Mr. Nader received a tes t  vehicle that had been converted to electric power to perform an 
initial investigation, and he became very upset with the California Conversion Company for 
the  failure of the  conversion vehicle to perform to the standards advertised. As a result, the 
ferociousness of Mr. Nader's investigation has increased.

The California Conversion Company has reported that the tes t  vehicle Mr. Nader received was 
one of the first vehicles completed, and it did have some performance problems that have 
since been corrected. The Company has reported that any past problems with performance 
have been corrected and all current vehicles meet or exceed advertising claims. The firm is 
continuing to investigate the reports and has promised to repair any reported problems by its 
custom ers free of charge.

The California Conversion has a record of high customer satisfaction and responsiveness to 
customer complaints. The California Conversion Company has never had to recall any of its 
product lines.
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Please answ er the following questions regarding the newspaper article. We are 
interested in the impressions you have after reading the newspaper article. Without 
turning back to the article on the previous page, please list everything that you can 
remember about the article that you have just read.

Please check the space that best represents your opinion for each se t of adjectives. 
Remember, we are interested in the impressions you have after reading the 
newspaper ad. Please try to answer each question completely, even if you don 't 
have a strong opinion. For example, if you feel that the that has situation described 
to you w as serious, you might check the space close to the adjective "important". If 
you are neutral in your interest toward the product, you might check the space 
halfway between the two adjectives, "important" and "not important".

My overall impression of Bad
the conversion package is .... Unsatisfactory

Favorable
Beneficial
Superior

: Good
: Satisfactory 
: Unfavorable 
: Harmful 
: Inferior

My general impression of the Favorable
California Conversions Company Good
is ... Negative

Follower
Successful

Unfavorable
Bad
Positive
Leader
Unsuccessful
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Please indicate your level of agreement by checking the m ost appropriate statement.

I would definitely
buy this p ro d u c t_______  I would probably not buy i t _________

I would probably

buy this p ro d u c t________  I would definitely not buy i t _________

I might or
might not buy i t _______

f t ' s  _ that I would
purchase this product.

Likely
Probable
Impossible

Unlikely
Improbable
Possible

For me, shopping for an 
automobile is:

I found the newspaper 
article ....

Important
Of no concern
Irrelevant
Trivial
Not needed
Essential
Vital
Valuable
Means a lot

Beneficial

Interesting 
Irritating 
Held Attention

Informative

Unimportant 
Of concern 
Relevant 
Fundamental 
Needed 
Nonessential 
Superfluous 
Worthless 
Means 
Nothing 
Not 

Beneficial

: Boring
 ■' Not Irritating

Did Not Hold 
Attention 

 ■■ Uninformative

I felt _______ about
the newspaper article Favorably Unfavorably
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I generally like to  purchase Immediately__: __: __: __: __: Later on
new, innovative products ....

How much did you think about A great deal :  :  :  :  : Very little
the newspaper article?

Please list any and all thoughts that went through your mind about the company or 
product while you were reading the ad.

In general, I purchase Frequently  : __ : __: __: __: Infrequently
automobiles fairly ......

How familiar are you Not at all  : __ : __: __: __: Very
with this product category? familiar Familiar

Compared to the average person, Very  : __ :  :  :  : Not Very
I would consider myself Knowledgeable

Knowledgeable
________ with regards to the
product category.

Completing this survey was... Difficult  : __ : __: __: __: Easy

I a m _________about Very concerned__ : __: __: __: __: Not
concerned

environmental issues.

It is each person 's  Agree  : __ : __: __: __: Disagree
responsibility to reduce 
air pollution problems ...
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Being knowledgeable about Unimportant  : __ : __: __: __: Important
environmental issues is 

to me.

Please indicate your level of agreement with the following statem ent. If you believ e 
the statem ent and it is congruent with your thoughts, you would mark a spot near 
"strongly agree." If you disagree with the statem ent, you would indicate this by 
marking a spot near "strongly disagree.

The California Conversion Agree  : __ : __: __: __: Disagree
Company w as responsible 
for the inferior product 
performance.

I believe Mr. Nader is Agree  : __ : __: __: __: Disagree
knowledgeable about product 
failures and misleading 
advertisements.

Ralph Nader is making unfounded Agree  : __ : __: __: __: Disagree
allegations against the 
California Conversion Company 
for his own personal gain.

It is common for companies to Agree  : __ : __: __ : __: Disagree
place profits ahead of 
consumer satisfaction 
and truthful advertising.

Regardless of how you feel Agree  : __ : __: __: __ : Disagree
about Mr. Nader personally, 
do you feel he is qualified 
to speak out about consumer 
issues?

The failure of the converted Agree  : __ : __: __: __: Disagree
vehicles to perform as the 
ad claimed was the fault of 
the  California Conversion 
Company.
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I tend to  believe articles Agree  : __ : __: __: __: Disagree
I read in the  new spaper.

I think Mr. Nader i s   Knowledgeable  : __ : __: __: __: Not
Knowledgeable

Uninformed  : __ : __: __: __ : Informed
Credible  : __ : __: __: __ : Not Credible
Not truthful  : __ : __: __: __ : Truthful

Part III
Please indicate your level of agreem ent with the following sta tem ents.

I really enjoy a task  tha t Agree : : • . . njsanrPP
involves coming up with  Disagree
new  solutions to  problems.

I believe th a t if I think hard Agree : : ; • Disaarep
enough, I will be able to   ‘ ’ U,sagree
achieve my goals in life.

I find little satisfaction in A a r e e .................................rv
deliberating long and hard ~ ~ ~ ' Dlsagree
for hours.

I am an intellectual. Agree

Learning new  w ays to  Agree
think d o esn 't excite 
me very much.

I prefer to  think about Agree
small, daily projects 
to  long ones.

I prefer to  just let Agree
things happen rather 
than try to  understand 
why they turned out that way.

I am hesitant about making Agree 
im portant decisions after 
thinking about them .

I think only as hard as Agree
I have to.

Disagree

Disagree

Disagree

Disagree

Disagree

Disagree

The notion of thinking Agree  : __ : __: __: __: Disagree
abstractly is appealing 
to  me.

I think primarily because 
I have to.

Agree  : __ : __: __: __: Disagree
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Part IV

We would like to thank you for articipating in this study. It is important to us to 
review your feelings about the study itself. Briefly write down w hat you think the 
purpose of this study is.

Thank you very much for your patience in completing this questionnaire.
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Consumers and Information Processing

This survey is being conducted through the LSU Department of Marketing. 
It is concerned with your reactions to advertising and publicity about certain 
products. As you are aware, interest in consumer reactions to advertising 
has long been of interest to researchers. This survey is designed to tell us 
about your feelings regarding advertising and product selection.

Completion of the survey should take about 30 minutes of your time. 
Before beginning, we would again like to thank you for your cooperation 
and assistance. Your participation is greatly appreciated.

Instructions:

In the pages that follow, you will be asked to imagine yourself in a particular 
situation which will be described to you in detail. You will be provided with 
some information about a company and its product. Read the information 
carefully, taking as much time as you need. We are interested in your 
opinions and feelings about the company, and its product, given the setting 
in which you have been placed. Please try to answer the questions to the 
best of you ability.

Rest assured that the information that you provide us will be kept strictly 
confidential.
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Imagine yourself in the following situation:

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

You are about to purchase a  new car. You have just graduated from college and 
are ready to buy. You currently live in California and are very concerned about 
the new, stricter pollution laws. These new pollution laws will force the use of 
new, cleaner burning fuels for automobiles beginning in 1996.

You are also very concerned about environmental issues. Since entering college 
you have been active in several environmental causes. It is your desire to 
purchase a  car that will be practical and long-lasting, yet m eet the requirements 
of the new clean air laws.

You have recently becom e aware of a  firm that can convert existing car models 
into electric powered vehicles. Therefore, you may purchase the type of car that 
you are m ost impressed with and then convert it to m eet the clean air standards 
required by 1995.

You are reading your favorite magazine and encounter an advertisement for the 
California Conversion Company, the firm mentioned above. You are considering 
using a firm such as this to convert your newly purchased vehicle into an electric 
car. This opportunity enables you to purchase your favorite car with its available 
styling options and yet conform to the new fuel requirements in your state. 
Please read the advertisement and answer the questions to the best of your 
ability.

You may assum e that you have adequate funds for these  purchases. 

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

Before beginning this exercise try to imagine yourself in the situation 
described above. You are interested in utilizing conversion technology on 
your newly purchased vehicle. As you answer the questions posed, please 
answer them based on the scenario you are asked to envision yourself in. 
Again, thank you for your cooperation.
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Imagine yourself in the following situation: 

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

You have a friend that lives in California and is considering purchasing a  car. 
Your friend is concerned about the new, stricter pollution laws that will force the 
use of new, cleaner burning fuels for automobiles beginning in 1996. 
Approximately 10 -15%  of cars in the state must convert to using cleaner fuels 
by the 1996 deadline.

You have recently becom e aware of a firm that can convert existing car models 
into electric powered vehicles. Therefore, if you had to convert to cleaner fuels, 
one of these  firms could be utilized to convert your existing vehicle to m eet the 
clean air standards in 1996.

You are reading your favorite magazine and encounter an advertisement for the 
California Conversion Company, the firm mentioned above. Your friend has 
asked for your opinion about purchasing a car. Please read the advertisement 
and answer the questions that follow to the best of your ability.

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

Before beginning this exercise try to imagine yourself in the situation 
described above. You are interested in utilizing conversion technology on 
your newly purchased vehicle. As you answer the questions posed, please 
answer them based on the scenario you are asked to envision yourself in. 
Again, thank you for your cooperation.
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Can an Environmentally Smart Car and Beauty Come in One Package?
YES!

The California Conversion Com pany introduces

ELECTRO-CAR.

The California Conversion Com pany introduces sta te  of the art technology that is now 
available to convert existing car models into electric powered automobiles. This 
conversion involves the removal of the typical com bustion engine and replaces it with a 
battery powered electric motor. The featured conversion vehicle is the 1992 Dodge 
Stealth. This conversion offers the following features:

* A quieter, sm oother ride com pared 
to a  conventionally powered car.

* An emission-free vehicle.

* Be the first on your block to own 
this innovative product!

* Comfort, class and 
environmentally safe!

* Available for any car style.

* Convenience of never having to 
stop at a gas station!

* 0 to 60 mph in 9.0 seconds.

* Top sp eed  of 70 mph.

* Range of 200 miles.

* Price range of $5,000 - $7,500 
per conversion.

* Fully rechargeable in 15 minutes.

* Fully conforms to 1996 California 
fuel requirements.

So you see, Beauty and Brains. 
An Unbeatable Combination.

Electro-Car.
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Advertising Opinion Study

Part I

Please answer the following questions regarding the advertisement. We are interested in 
your opinion of the products and the company. Without turning back to the product 
advertisement on the previous page, please list everything that you can remember about the 
advertisement you have just read.

Please check the space that best represents your opinion for each set of adjectives. 
Remember, we are interested in your first impressions. Please try to answer each question 
completely, even if you don’t have a strong opinion. For example, if you feel that a product 
that has been described to you is extremely interesting, you might check the space close 
to the adjective "interesting". If you are neutral in your interest toward the product, you 80- 
285might check the space halfway between the two adjectives, "interesting" and "boring".

I found the advertisement Interesting  : ___: __: __: __: Boring
for Electro-Car.... Irritating  : ___: __: __: __: Not Irritating

Held A ttention :  :  :  :  : Did Not Hold
Attention

Informative : Uninformative



I felt________ about the Favorably
California Conversion Company’s 
ad.

Unfavorably

I generally like to purchase 
new, innovative products...

In general, I purchase 
automobiles fairly....

My overall impression of 
the conversion package is

Immediately :  :  :  :  : Later on

Frequently :  :  :  :  : Infrequently

Bad  : ___: __: __: __: Good
Unsatisfactory :  :  :  :  : Satisfactory
Favorable  :  :  :  : Unfavorable
Beneficial  : __: __: __: __: Harmful
Superior : Inferior

My general impression of the 
California Conversions Company 
is ...

I felt the advertisement appealed 
primarily to my emotions.

I feel the advertisement provided 
too many technical specifications.

I would generally spend a great Agree  :  :  :  :  : Disagree
deal of time searching for the 
right automobile to purchase.

In helping an out of state friend gather Agree  :  :  :  :  : Disagree
information on a car purchase, I 
would not spend a great deal of my time.

Owning the right vehicle is important Agree  :  :  :  :  : Disagree
to me.

The car purchase described in Important  :  :  :  :  : Unimportant
this scenario is to me.

Favorable  : __: __: _:  : Unfavorable
Good  :  : __: _:  : Bad
Negative  : __: __: _: ___: Positive
Follower  : __: __: _:  : Leader
Successful : : : : : Unsuccessful

Agree  :  :  :  :  : Disagree

Agree  :  :  :  :  : Disagree

At this point in time, purchasing a Important  :  :  :  :  : Unimportant
conversion package is    to me.
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Please indicate the number of hours you would invest in shopping for the vehicle described 
in this situation.

0-3 h o u rs   Approximately 1 d a y ______

4-6 h o u rs   1 -3 d a y s ______

7-12 h o u rs   More than 3 d a y s ______

Please indicate your level of agreement by checking the most appropriate statement.

The average person would definitely
buy this p ro d u ct_________________  The average person would probably not buy it

The average person would probably
buy this p ro d u ct________  The average person would definitely not buy it

The average person might or 
might not buy i t________

It is______ that the average Likely  :  :  :  :  : Unlikely
person would purchase this Probable  :  :  :  :  : Improbable
product. Impossible  :  :  :  :  : Possible

For me, shopping for an 
automobile is:

How much did you 
think about this ad?

Important  :  :  :  :  : Unimportant
Of no concern_:  :  : ___ : Of concern
Irrelevant  :  :  :  :  : Relevant
Trivial  : _:  : __ : Fundamental
Not needed  : __: _: __:  : Needed
Essential  : __: __: _: __: Nonessential
Vital  : _:  :  :  : Superfluous
Valuable  :  :  : _: __: Worthless
Means a lot  :  :  :  :  : Means

nothing
Beneficial  : __: __: _: __: Not

Beneficial

A great deal : : : : : Very little

How much effort did you put 
into this task?

A great deal Very little
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Please list any and all thoughts that went through your mind about the company while you 
were reading the ad.

How familiar are you Not at all  :  :  :  :  : Very
with this product category? familiar familiar

Completing this survey was... Difficult__ : __: __: __: __: Easy

Please list any and all thoughts that went through your mind about the product while you 
were reading the ad.

I am ________ about Very concerned__ : __: __: __: __: Not concerned
environmental issues.

It is each person’s Agree  : __ : __: __: __: Disagree
responsibility to reduce 
air pollution problems ...

Being knowledgeable about Unimportant Important
environmental issues is 

to me.
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It is_______ for me to make Important  : __ : __: __: __: Unimportant
the best possible purchase.

Part II

Please complete the following questions to allow us to more completely 
analyze the answers to the questions you have given us above. Simply 
circle the appropriate letter for each question. All answers will remain 
completely confidential. Again, thank you for your cooperation.

Sex: Marital Status:

a. Male a. Married
b. Female b. Single

c. Divorced/widowed

Age:

a. under 18 years
b. 1 8 - 2 1  years
c. 22 - 25 years
d. 26 - 29 years
e. 30 - 35 years
f. 36 - 40 years
g. 41 - 45 years
h. 46 - 50 years
i. over 50 years

Present Work Status:

a. employed full-time
b. employed part-time
c. unemployed

Thank you very much for your patience in completing this 
questionnaire. We will see you again during the next class 
session and describe the administer the second questionnaire to 
you.
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Instructions:

You will now be asked to  read a new spaper article related to the product in the 
advertisem ent. Relate this experience to  your product purchase situation described in the  
first part of the study. The new spaper article you will be provided with will include som e 
additional information about the company and product from the earlier advertisem ent. 
Read the  information carefully, taking as much time as you need. We are interested in 
your opinions and feelings about the  com pany, its product and the ad itself, given the 
setting in which you have been placed. Please try to answ er the questions to  the best of 
your ability.

Remember, the information you provide will be kept strictly confidential.
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Part III

Please read the following newspaper article and answer the following questions to the 
best of your ability.

Excerpted from the New York Times:

A well-known consum er activist group reports that the agency has received reports that 
the California Conversion Company may be guilty of using misleading advertisem ents. 
These reports claim that the conversion vehicle's performance did not live up to  the 
com pany 's advertising claims. Acceleration and speed promises for the converted 
vehicles failed to  be achieved in several cases. Battery endurance w as also found to  be 
less than advertised.

independent investigation into these  reports revealed tha t this particular consum er group 
has superficially investigated firms in the past and prem aturely leaked information to  the 
public som etim es resulting in unjust sales decreases. The California Conversion Company 
has reported that any perform ance problems have been corrected and all current vehicles 
m eet or exceed advertising claims. The firm is continuing to  investigate the reports and 
has promised to repair any reported problems by its custom ers free of charge.

The California Conversion has a record of high custom er satisfaction and responsiveness 
to  custom er complaints. The California Conversion Company feels the agency 's reports 
are unfounded and unsupported. The Company has never had to  recall any of its product 
lines.
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Part  III

Please read the following newspaper article and answer the following questions to  the 
best of your ability.

Excerpted from the New York Times:

A well-known consum er activist group, has announced tha t the California Conversion 
Company will recall the first 100 of its conversion vehicles as a result of the agency 's 
investigation. It w as reported tha t the agency 's independent investigation into the 
conversion vehicle's perform ance revealed several substantial discrepancies as com pared 
to  the  com pany 's advertising claims. Acceleration and speed prom ises for the converted 
vehicles failed to  be achieved in repeated tes ts . Battery endurance w as also found to  be 
less than  advertised.

The agency reports tha t the investigation revealed tha t the California Conversion 
Company w as aw are of these  performance discrepancies prior to  the start of the 
advertising campaign and failed to  remedy the problem satisfactorily. Neither the 
com pany nor the advertising campaign w as modified as a result of the com pany 's 
discovery of poor performance. The agency also revealed tha t the com pany has a history 
of recalling products tha t dates back 10 years with other battery products it 
m anufactures.

According to  the agency, the com pany performed an internal/cost benefits analysis and 
determ ined the number of law suits and settlem ents resulting from the potential 
m isrepresentation would be less costly than repairing the battery conversion units. The 
agency expects tha t som e custom ers may file law suits.
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Please answer the following questions regarding the advertisement. We are interested in 
your opinion of the products and the company. Without turning back to the product 
advertisement on the previous page, please list everything that you can remember about the 
advertisement you have just read.

Please check the space that best represents your opinion for each set of adjectives. 
Remember, we are interested in your first impressions. Please try to answer each question 
completely, even if you don’t have a strong opinion. For example, if you feel that a product 
that has been described to you is extremely interesting, you might check the space close 
to the adjective "interesting". If you are neutral in your interest toward the product, you 80- 
285might check the space halfway between the two adjectives, “interesting" and "boring".

My overall impression of Bad  : __ : __:  : Good
the conversion package is ...._______ Unsatisfactory__: __: __: __: __: Satisfactory

Favorable  :  :  :  :  : Unfavorable
Beneficial  :  :  :  :  : Harmful
Superior : Inferior

My general impression of the Favorable  :  :  :  : Unfavorable
California Conversions Company Good  : _: __: __: __: Bad
is ... Negative  : __ : __: __: __: Positive

Follower  :  :  :  :  : Leader
Successful : : : : : Unsuccessful
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Please indicate your level of agreement by checking the most appropriate statement.

The average person would definitely 
buy this p ro d u ct_______

The average person would probably 
buy this p ro d u ct________

The average person might or 
might not buy i t________

It is that the average
person would purchase this 
product.

The average person would 
not buy i t ______

The average person would 
not buy i t______

Likely :  :  :  :  : Unlikely
Probable :  :  :  :  : Improbable
Impossible :  :  :  :  : Possible

pcbefcfy

ctefridy

For me, shopping for an 
automobile is:

How much effort did you put 
into this task?

Important  : _: _:  :  : Unimportant
Of no concern_:  :  : ____ : _: Of concern
Irrelevant  : __ : __: _:  : Relevant
Trivial  : _:  :  :  : Fundamental
Not needed  :  : __ : __: _: Needed
Essential  :  :______:  : Nonessential
Vital  : _:  :  :  : Superfluous
Valuable  : __: __: _: Worthless
Means a lot  :  :______:  : Means

nothing
Beneficial  : __: __: _:  : Not

Beneficial

A great deal  :  :  :  :  : Very little

Please list any and all thoughts that went through your mind about the company while you 
were reading the ad.

I generally like to purchase 
new, innovative products ...

Immediately Later on
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How much did you A great deal  : __ : __: __: __: Very little
think about this ad?

Please list any and all thoughts that went through your mind about the product while you 
were reading the ad.

In general, I purchase 
automobiles fairly....

How familiar are you 
with this product category?

Completing this survey was..

am about
environmental issues.

Frequently :  :  :  :  : Infrequently

Not at all  :  :  :  :  : Very
familiar familiar

Difficult :  :  :  :  : Easy

Very concerned : Not concerned

It is each person’s Agree  : __ : __: __: __: Disagree
responsibility to reduce 
air pollution problems...
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I would generally spend a great Agree  :  :  :  :  : Disagree
deal of time searching for the 
right automobile to purchase.

In helping an out of state friend gather Agree  : ___ : _: __: __: Disagree
information on a car purchase, I 
would not spend a great deal of my time.

Owning the right vehicle is important Agree__: __: _: __: __: Disagree
to me.

The car purchase described in Important :  :  :  :  : Unimportant
this scenario is ________ to me.

At this point in time, purchasing a Important : __ :  :  : ___ : Unimportant
conversion package is_______ to me.

Being knowledgeable about Unimportant  :  :  :  :  : Important
environmental issues is 

to me.

Please indicate your level of agreem ent with the following statem ent. If you believe the 
statem ent and it is congruent with your thoughts, you would mark a spot near "strongly 
agree.” If you disagree with the statement, you would indicate this by marking a spot near 
"strongly disagree.

The California Conversion Agree :  :  :  :  : Disagree
Company was responsible 
for the inferior product 
performance.

I believe Consum er Advocate Agency is Agree :  :  :  :  : Disagree
knowledgeable about product 
failures and misleading 
advertisements.
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I believe the Consumer Advocate
Agency is making unfounded Agree_: __: _: __: __: Disagree
allegations against the 
California Conversion Company.

I believe the California Conversion Agree_: _:  : __:_: Disagree
Company is placing profits ahead of 
consumer satisfaction 
and truthful advertising.

Regardless of how you feel Agree :  :  :  :  : Disagree
about Consumer Advocate groups personally, 
do you feel they are qualified 
to speak out about consumer 
issues?

The failure of the converted 
vehicles to perform as the 
ad claimed was the fault of 
the California Conversion 
Company.

I tend to believe articles 
I read in the newspaper.

I think Consumer Advocate 
groups are....

A gree :  :  :  :  : Disagree

A gree :  :  : ___: Disagree

Knowledgeable  :  :  :  :  : Not Knowledgeable
Uninformed  :  :  :  :  : Informed
Credible  :  :  :  :  : Not Credible
Not truthful : Truthful
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Part IV

We would like to thank you for articipating in this study. It is important to us to review your 
feelings about the study itself. Briefly write down what you think the purpose of this study 
is.

Thank you very much for your patience in completing this questionnaire.
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Consumers and Information Processing

This survey is being conducted through the LSU Department of Marketing, 
it is concerned with your reactions to advertising and publicity about certain 
products. As you are aware, interest in consumer reactions to advertising 
has long been of interest to researchers. This survey is designed to tell us 
about your feelings regarding advertising and product selection.

Completion of the survey should take about 30 minutes of your time. 
Before beginning, we would again like to thank you for your cooperation 
and assistance. Your participation is greatly appreciated.

Instructions:

In the pages that follow, you will be asked to imagine yourself in a particular 
situation which will be described to you in detail. You will be provided with 
some information about a company and its product. Read the information 
carefully, taking as much time as you need. We are interested in your 
opinions and feelings about the company, and its product, given the setting 
in which you have been placed. Please try to answer the questions to the 
best of you ability.

Rest assured that the information that you provide us will be kept strictly 
confidential.
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Imagine yourself in the following situation:

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

You are about to purchase a  new car. You have just graduated from college and 
are ready to buy. You currently live in California and are very concerned about 
the new, stricter pollution laws. These new pollution laws will force the use of 
new, cleaner burning fuels for automobiles beginning in 1996.

You are also very concerned about environmental issues. Since entering college 
you have been active in several environmental causes. It is your desire to 
purchase a  car that will be practical and long-lasting, yet m eet the requirements 
of the new clean air laws.

You have recently becom e aware of a firm that can convert existing car models 
into electric powered vehicles. Therefore, you may purchase the type of car that 
you are m ost impressed with and then convert it to m eet the clean air standards 
required by 1995.

You are reading your favorite magazine and encounter an advertisem ent for the 
California Conversion Company, the firm mentioned above. You are considering 
using a firm such as this to convert your newly purchased vehicle into an electric 
car. This opportunity enables you to purchase your favorite car with its available 
styling options and yet conform to the new fuel requirements in your state. 
Please read the advertisement and answer the questions to the best of your 
ability.

You may assum e that you have adequate funds for these purchases. 

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

Before beginning this exercise try to imagine yourself in the situation 
described above. You are interested in utilizing conversion technology on 
your newly purchased vehicle. As you answer the questions posed, please 
answer them based on the scenario you are asked to envision yourself in. 
Again, thank you for your cooperation.
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Imagine yourself in the following situation:

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *

You have a friend that lives in California and is considering purchasing a  new car. 
Your friend is concerned about the new, stricter pollution laws that will force the 
use of new, cleaner burning fuels for automobiles beginning in 1996. The new 
law requires that approximately 10-15% of cars in the state must convert to using 
cleaner fuels by the 1996 deadline.

You have recently becom e aware of a firm that can convert existing car models 
into electric powered vehicles. Therefore, if you had to convert to cleaner fuels, 
one of these  firms could be utilized to convert your existing vehicle to m eet the 
clean air standards in 1996.

You are reading your favorite magazine and encounter an advertisement for the 
California Conversion Company, the firm mentioned above. Your friend has 
asked for your opinion about purchasing a car. Please read the advertisement 
and answer the questions to the best of your ability.

' k i e i t ' k ' k i c ' k ' k ' k i e i c ' k i c i c ' k ' k i e i c i e i c i c ' k i c ' k ' k ' i c ' k ' k ' k ' k ' k i c ' k i e i d c ' k ' k i d f ' k i t ' k ' k ' k i c ' k i c i c i c i e ' k ' k ' k ' k i c i t i e i e i c ' k ^ c ' i c ' k ' k ' k i c k i e i c

Before beginning this exercise fry to imagine yourself in the situation 
described above. You are looking for information to assist a friend in 
California considering a car purchase. Please answer the following 
questions based on the scenario described for you above.
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Can an Environmentally Smart Car and Beauty Come in One Package?

YES!

The California Conversion Company introduces

ELECTRO-CAR.

The California Conversion Com pany introduces state of the art technology that is now 
available to convert existing car models into electric powered automobiles. This 
conversion involves the removal of the typical combustion engine and replaces it with a 
battery powered electric motor. The featured conversion vehicle is the 1992 Dodge 
Stealth. This conversion offers the following features:

A quieter, sm oother ride com pared * 0 to 60 mph in 9.0 seconds, 
to a conventionally powered car.

* An emission-free vehicle.

* Be the first on your block to own 
this innovative product!

* Comfort, class and 
environmentally safe!

* Available for any car style.

Top speed  of 70 mph. 

Range of 200 miles.

* Price range of S-5,000 - S7,500 
per conversion.

* Fully rechargeable in 15 minutes.

* Convenience of never having to 
stop at a gas station!

* Fully conforms to 1996 California 
fuel requirements.

So you see, Beauty and Brains.
An Unbeatable Combination.

Electro-Car.
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Please answ er the following questions regarding the advertisement. We are interested in 
your opinion of the products and the company. Without turning back to  the product 
advertisement on the previous page, please list everything that you can remember about the 
advertisement you have just read.

Please check the space that best represents your opinion for each set of adjectives. 
Remember, we are interested in your first impressions. Please try to answer each question 
completely, even if you don’t have a strong opinion. For example, if you feel that a product 
that has been described to you is extremely interesting, you might check the space close 
to the adjective "interesting". If you are neutral in your interest toward the product, you 80- 
might check the space halfway between the two adjectives, "interesting" and "boring".

I found the advertisement Interesting  : __ : __: __: __: Boring
for Electro-Car.... Irritating  : __ :  : __ : Not Irritating

Held Attention  :  :  :  : Did Not Hold
Attention

Informative : : : : : Uninformative

I fe lt_________ about the Favorably  : __ : __: __: __: Unfavorably
California Conversion Company’s 
ad.
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My overall impression of 
the conversion package is ....

My general impression of the 
California Conversions Company 
is ...

I felt the advertisement appealed 
primarily to my emotions.

I feel the advertisement provided 
too many technical specifications.

I would generally spend a great Agree  :  :  :  :  : Disagree
deal of time searching for the 
right automobile to purchase.

In helping an out of state friend gather Agree  :  :  :  :  : Disagree
information on a car purchase, I 
would not spend a great deal of my time.

Owning the right vehicle is important Agree  :  :  :  :  : Disagree
to me.

The car purchase described in Important  : _:  : ___ :  : Unimportant
this scenario is ________ to me.

At this point in time, purchasing a Important  : _:  : ___ :  : Unimportant
conversion package is________ to me.

Please indicate the number of hours you would invest in shopping for the vehicle described 
in this situation.

0-3 hours  Approximately 1 day __

4-6 hours  1-3 days_____

7-12 hours More than 3 days______

Bad  : __ : __: __ : _: Good
Unsatisfactory :  :  :  :  : Satisfactory
Favorable  :  :  :  :  : Unfavorable
Beneficial  : __: __: __ : _: Harmful
Superior  :  :  :  : _: Inferior

Favorable  :  : __: __: _: Unfavorable
Good  : _:  : ____ : __ : Bad
Negative  : _:  : ____ : __ : Positive
Follower  : __: __: __: __ : Leader
Successful_:  :  : ____ : _: Unsuccessful

Agree  :  :  :  :  : Disagree

Agree  :  :  :  :  : Disagree
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Please indicate your level of agreem ent by checking the m ost appropriate statem ent.

The average person would definitely
buy this product_______  The average person would probably not buy i t  

The average person would probably
buy this product________  The average person would definitely not buy i t  

The average person might or 
might not buy i t________

It i s ________ that the average Likely :  :  :  : Unlikely
person would purchase this Probable :  :  :  :  : Improbable
product. Impossible :  :  :  :  : Possible

Please indicate your level of agreement by checking the most appropriate statement.

I would definitely
buy this product______  I would probably not buy it_______

I would probably
buy this product  I would definitely not buy it_______

I might or
might not buy it_______

It is _______ that I would Likely  : __ : __: __: __: Unlikely
purchase this product. Probable : : : : Improbable

Impossible : : : : Possible

For me, shopping for an Important Unimportant
automobile is: Of no concern Of concern

Irrelevant Relevant
Trivial Fundamental
Not needed : Needed
Essential Nonessential
Vital : : : : Superfluous
Valuable Worthless
Means a lot 0: Means 

nothing
Beneficial : f  : : Not 

Beneficial
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Please list any and all thoughts that went through your mind about the com pany while you 
were reading the ad.

How familiar are you Not at all  :  :  :  :  : Very
with this product category? familiar familiar

Completing this survey was... Difficult :  :  :  :  : Easy

Please list any and all thoughts that went through your mind about the product while you 
were reading the ad.

I a m _________ about Very concerned__ : __: __: __: __: Not concerned
environmental issues.

It is each person’s Agree  : __ : __: __: __: Disagree
responsibility to reduce 
air pollution problems ...

Being knowledgeable about Unimportant  :  :  :  :  : Important
environmental issues is 

to me.
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the best possible purchase.
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Important  :  :  :  :  : Unimportant

How much effort did vou put 
into this task?

A great deal : Very little

How much did you 
think about this ad?

A great deal  :  :  :  :  : Very little

Part II

Please com plete the following questions to allow us to more completely analyze the answ ers 
to  the questions you have given us above. Simply circle the appropriate letter for each 
question. All answ ers will remain completely confidential. Again, thank you for your 
cooperation.

Sex: Marital Status:

a. Male
b. Female

a. Married
b. Single
c. Divorced/widowed

Age:

a. under 18 years
b. 18-21 years
c. 22 - 25 years
d. 26 - 29 years
e. 30 - 35 years
f. 36 - 40 years
g. 41 - 45 years
h. 46 - 50 years
i. over 50 years

Present Work Status:

a. employed full-time
b. employed part-time
c. unemployed

Thank you very much for your patience in completing this 
questionnaire. We will see you again during the next class 
session and describe the administer the second questionnaire to 
you.
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Consumers and Information Processing

This survey is being conducted through the LSU Department of Marketing. 
It is concerned with your reactions to advertising and publicity about certain 
products. As you are aware, interest in consumer reactions to advertising 
has long been of interest to researchers. This survey is designed to tell us 
about your feelings regarding advertising and product selection.

This is Part II of the survey you participated in earlier. Completion of this 
about 30 minutes of your time. Before beginning, we would again like to 
thank you for your cooperation and assistance. Your participation is greatly 
appreciated. Thank you.

Instructions:

As you will recall from the last survey, you are participating in an 
advertising opinion study. Recall that you were asked to read an ad and 
answer some questions about the product and the company. Refresh your 
memory by reviewing the advertisement. It is included on the next page.

In the pages that follow the ad, you will be asked to read a newspaper 
article related to the product in the advertisement. Relate this experience 
to your product purchase situation described in the first part of the study. 
The newspaper article you will be provided with will include some additional 
information about the company and product from the earlier advertisement. 
Read the information carefully, taking as much time as you need. We are 
interested in your opinions and feelings about the company, its product and 
the ad itself, given the setting in which you have been placed. Please try 
to answer the questions to the best of you ability.

Remember, the information you provide us will be kept strictly confidential.
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YES!

The California Conversion C om pany introduces

ELECTRO-CAR.

The California Conversion Com pany introduces s tate of the art technology that is now 
available to convert existing car m odels into electric powered automobiles. This 
conversion involves the removal of the typical combustion engine and rep laces  it with a 
battery pow ered electric motor. The featured conversion vehicle is the  1992 Dodge 
Stealth. This conversion offers the following features:

* A quieter, sm oother  ride com pared  
to a conventionally powered car.

* An emission-free vehicle.

* Be the first on your block to own 
this innovative product!

* Comfort, class and 
environmentally safe!

* Available for any car style.

* Convenience of never having to 
stop at a  g as  station!

* 0 to 60 mph in 9.0 se c o n d s .

* Top sp e e d  of 70 mph.

* Range of 200 miles.

* Price range of S5.000 - S7.500 
per conversion.

* Fully rechargeable  in 15 minutes.

* Fully conforms to 1996 California 
fuel requirements.

So you se e ,  Beauty and Brains. 
An U nbeatable  Combination.

Electro-Car.
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Please answ er the following questions regarding the advertisement. We are interested in 
your opinion of the products and the company. Without turning back to  the product 
advertisement on the previous page, please list everything that you can rem em ber about the 
advertisement you have just read.

Please check the space that best represents your opinion for each se t of adjectives. 
Remember, we are interested in your first im pressions. P lease try to answ er each question 
completely, even if you don’t have a strong opinion. For example, if you feel that a product 
that has been described to you is extremely interesting, you might check the space close 
to  the adjective "interesting". If you are neutral in your interest toward the product, you 80- 
might check the space halfway between the two adjectives, "interesting" and "boring".

I found the advertisement Interesting  : __ : __: __: __: Boring
for Electro-Car .... Irritating  : __ : __: __: __: Not Irritating

Held Attention :  :  :  :  : Did Not Hold
Attention

Informative : Uninformative

I felt________ about the Favorably  :  :  :  :  : Unfavorably
California Conversion Company’s 
ad.

I generally like to purchase Immediately :  :  :  :  : Later on
new, innovative products....

In general, I purchase Frequently :  :  :  :  : Infrequently
automobiles fairly....
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My overall impression of Bad  : __ : __: __: __: Good
the conversion package is ...._______ Unsatisfactory__: __: __: __: __: Satisfactory

Favorable  :  :  :  :  : Unfavorable
Beneficial  :___ __: __: _: Harmful
Superior  :  :  :  :  : Inferior

My general im pression of the Favorable  :  : _:  : _____ : Unfavorable
California Conversions Company Good  : ___: __: __ : __ : Bad
is ... Negative  : ___: _: __: __ : Positive

Follower  :  :  :  :  : Leader
Successful : Unsuccessful

I felt the advertisem ent appealed Agree  : ___: __: __ : __ : Disagree
primarily to  my emotions.

I feel the  advertisem ent provided Agree  :  :  :  : Disagree
too many technical specifications.

I would generally spend a great Agree  : ___: __: __ : __ : Disagree
deal of time searching for the 
right automobile to purchase.

In helping an out of state friend gather Agree  :  :  :  :  : Disagree
information on a car purchase, I 
would not spend a great deal of my time.

Owning the right vehicle is important Agree  :  :  :  :  : Disagree
to me.

The car purchase described in Important  : __ : _:  : _____: Unimportant
this scenario i s _________ to me.

At this point in time, purchasing a Important  : __ : _:  : _____: Unimportant
conversion package i s _________ to me.

Please indicate the number of hours you would invest in shopping for the vehicle described 
in this situation.

0-3 h o u rs  ____  Approximately 1 d a y ______

4-6 h o u rs   1-3 d a y s ______

7-12 ho u rs   More than 3 days _ _ _ _ _
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Please indicate your level of agreem ent by checking the m ost appropriate statem ent.

The average person would definitely
buy this product  _____ The average person would probably not buy i t  

The average person would probably
buy this product________  The average person would definitely not buy i t  

The average person might or 
might not buy i t________

It i s ________that the average Likely :  :  :  :  : Unlikely
person would purchase this Probable :  :  :  :  : Improbable
product. Impossible :  :  :  :  : Possible

Please indicate your level of agreement by checking the most appropriate statement.

I would definitely 
buy this product

I would probably 
buy this product

I might or 
might not buy it

It is _______ that I would
purchase this product.

For me, shopping for an 
automobile is:

Beneficial

I would probably not buy it 

I would definitely not buy it

Likely  :  :  :  :  : Unlikely
Probable  : _:  :  : __: Improbable
lm possib le_ j__: _: _:  : Possible

Important  : _:  : ___ : _: Unimportant
Of no concern__: _: _:  :  : Of concern
Irrelevant  :  :  :  :  : Relevant
Trivial  : _:  : ___: _: Fundamental
Not needed  : _: __ : __: _: Needed
Essential  : __ : __: _:  : Nonessential
Vital  : _: __ : __ : _: Superfluous
Valuable  : __: __: _:  : Worthless
Means a lot  :  :  :  :  : Means

nothing
Beneficial Not
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Please list any and all thoughts that went through your mind about the com pany while you 
were reading the ad.

How familiar are you Not at all  :  :  :  :  : Very
with this product category? familiar familiar

Completing this survey was... Difficult :  :  :  :  : Easy

Please list any and all thoughts that went through your mind about the product while you 
were reading the ad.

I a m _________ about Very concerned__ : __: __: __: Not concerned
environmental issues.

It is each person’s Agree  : __ : __: __: __: Disagree
responsibility to reduce 
air pollution problems ...

Being knowledgeable about Unimportant  :  :  :  :  : Important
environmental issues is 

to me.
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It i s ________ for me to make Important  : __ : __: __: __: Unimportant
the best possible purchase.

How much effort did you put A great deal  : __ : __: __: __: Very little
into this task?

think about this ad?
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Part II

Please read the following newspaper article and answer the following questions to the 
best of your ability.

Excerpted from the New York Times:

A well-known consumer activist group has announced that the California Conversion 
Company will recall the first 100 of its conversion vehicles as a result of the agency 's  
investigation. It was reported that the agency 's  independent investigation into the 
conversion vehicle's performance revealed several substantial discrepancies as compared 
to the  com pany 's advertising claims. Acceleration and speed promises for the converted 
vehicles failed to be achieved in repeated tes ts .  Batter endurance w as also found to be 
less than advertised.

The agency reports that the investigation revealed that the California Conversion 
Company w as aware of these performance discrepancies prior to the start of the 
advertising campaign and failed to  remedy the problem satisfactorily. Neither the product 
nor the  advertising campaign was modified as a result of the  com pany 's discovery of poor 
performance. The agency also revealed that the company has a history of recalling 
products that dates back 10 years with other battery products it manufactures.

According to the agency, the company performed an internal cost/benefits analysis and 
determined the number of lawsuits and settlements resulting from the potential 
misrepresentation would be less costly than repairing the battery conversion units. The 
agency expects that some customers may file lawsuits.
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Part III

Please read the following newspaper article and answer the following questions to  the 
best of your ability.

Excerpted from the New York Times:

A well-know consumer activist group reports that the agency has received reports that 
the California Conversion Company may be guilty of using misleading advertisements. 
These reports claim that the conversion vehicle's performance did not live up to the 
com pany 's advertising claims. Acceleration and speed promises for the  converted 
vehicles failed to be achieved in several cases. Battery endurance was also found to  be 
less than advertised.

Independent investigation into these  reports revealed that this particular consumer group 
has superficially investigated firms in the past and prematurely leaked information to the 
public sometimes resulting in unjust sales decreases. The California Conversion Company 
has reported that any performance problems have been corrected and all current vehicles 
meet or exceed advertising claims. The firm in continuing to investigate the  reports and 
has promised to repair any reported problems by its customers free of charge. The 
California Conversion Company has a record of high customer satisfaction and 
responsiveness to customer complaints. The California Conversion Company feels the 
agency 's  reports are unfounded and unsupported. The company has never had to recall 
any of its product lines.
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Please answ er the following questions regarding the new spaper article. We are interested 
in your opinion of the products and the company. Without turning back to  the article on the 
previous page, please list everything that you can rem em ber about the article you have just 
read.

Please check the space that best represents your opinion for each se t of adjectives. 
Remember, we are interested in your first im pressions. P lease try to  answ er each question 
completely, even if you don’t have a strong opinion. For example, if you feel that a product 
that has been described to you is extremely interesting, you might check the space close 
to  the adjective "interesting". If you are neutral in your interest toward the product, you 80- 
might check the space halfway between the two adjectives, "interesting" and "boring".

My overall impression of Bad  : __ : __: __: __: Good
the conversion package is ...._______ Unsatisfactory__: __: __: __: __: Satisfactory

Favorable  :  :  :  :  : Unfavorable
Beneficial  :  :  :  :  : Harmful
Superior : : : : : Inferior

My general impression of the Favorable  :  : _:  : _____ : Unfavorable
California Conversions Company Good  : ___: _: __ : __ : Bad
is ... Negative  : ___: __: __ : __ : Positive

Follower  :  :  :  :  : Leader
Successful : Unsuccessful
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Please indicate your level of agreement by checking the most appropriate statement.

I would definitely

I would probably

I might or
might not buy i t________

It i s _______ that I would Likely  : _: __: __: __: Unlikely
purchase this product. Probable  : __ : __: __: __: Improbable

Impossible :  :  :  :  : Possible

For me, shopping for an Important  :  :  :  :  : Unimportant
automobile is: Of no concern__: _:  : ____: __: Of concern

Irrelevant  :  :  :  :  : Relevant
Trivial  :  : _:  :  : Fundamental
Not needed  : __: _: __: __: Needed
Essential  : _: __ : _:  : Nonessential
Vital  :  : _:  :  : Superfluous
Valuable  : _:  : ___ :  : Worthless
Means a lot  :  :  :  :  : Means

nothing
Beneficial  : _: __ : _:  : Not

Beneficial

How much effort did you put A great deal  : _:  : ____: __: Very little
into this task?

Please list any and all thoughts that went through your mind about the company while you 
were reading the article.
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I generally like to purchase Immediately__ : __: __: __: __: Later on
new, innovative products ....

How much did you A great deal  : __ : __: __: __: Very little
think about the article?

Please list any and all thoughts that went through your mind about the product while you 
were reading the article.

In general, I purchase 
autom obiles fairly.....

How familiar are you 
with this product category?

Compared to the average person, 
I would consider myself
_________ with regards to  the
product category.

Completing this survey was...

I am about
environmental issues.

Frequently :  :  :______: Infrequently

Not at all  :  :  :  :  : Very
familiar familiar

Knowledgeable__: __: __: _: ___: Not
Knowledgeable

Difficult  : __ : __: _: ___: Easy

Very concerned : Not concerned

It is each person’s 
responsibility to reduce 
air pollution problems ...

Agree Disagree



316

I would generally spend a great Agree  :  :  :  :  : Disagree
deal of time searching for the 
right automobile to  purchase.

In helping an out of state friend gather Agree  :  :  :  :  : Disagree
information on a car purchase, I 
would not spend a great deal of my time.

Owning the right vehicle is important Agree  :  :  :  : Disagree
to me.

The car purchase described in important :  :  :  :  : Unimportant
this scenario i s _________ to me.

At this point in time, purchasing a important :  :  :  :  : Unimportant
conversion package i s ________ to me.

Being knowledgeable about Unimportant___ : __: __: __: __: Important
environmental issues is 

to me.

It i s ________ for me to make Important  :  : __ : __: Unimportant
the best possible purchase.

Please indicate your level of agreem ent with the following statem ent. If you believe the 
statem ent and it is congruent with your thoughts, you would mark a spot near "strongly 
agree." If you disagree with the statem ent, you would indicate this by marking a spot near 
"strongly disagree.

The California Conversion Agree :  :  :  :  : Disagree
Company was responsible 
for the inferior product 
performance.

I believe Consum er Advocate Agency is A gree :  :  :  :  : Disagree
knowledgeable about product 
failures and misleading 
advertisements.
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I believe the Consum er Advocate
Agency is making unfounded__________ Agree__: __: __: __: __: Disagree
allegations against the 
California Conversion Company.

I believe the California Conversion_____ A gree__: __:  : _:  : Disagree
Company is placing profits ahead of 
consum er satisfaction 
and truthful advertising.

Regardless of how you feel Agree__ : __: __: __: __: Disagree
t̂e Ite 4te ■ a& <ote ̂ tê te a a Ma ate aa A tela â te teteAte t̂e aa â a ||% teauuui wuiiouuiei muvuwchc yiulips

personally, do you feel they are 
qualified to  speak out about consum er 
issues?

The failure of the converted Agree__: __: __: __ : __: Disagree
vehicles to  perform as  the 
ad claimed was the fault of 
the California Conversion 
Company.

I tend to believe articles Agree__: __: __: __ : __: Disagree
I read in the newspaper.

I think Consum er Advocate
groups a r e   Knowledgeable  : __ : __: __: __: Not Knowledgeable

Uninformed  :  :  :  :  : Informed
Credible  :  :  :  :  : Not Credible
Not truthful : Truthful
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P a r t  III

I think the consum er advocate 
group described in this scenario  Is .....

Knowledgeable  :  :  : __: Not Knowledgeable
Uninformed _: __: __: __: __ : Informed
Credible Not Credible
Not truthful : Truthful

Listed below are three potential responsible parties for the alleged m isrepresentation of product 
perform ance in com pany advertising d iscussed  in the Included new spaper article.

P lease divide 100 points am ong the parties to  indicate your feelings of responsibility.

For example:

If you believe that som e m isrepresentation occurred In the product advertisem ent, please weigh th e  100 
points more heavily to the California Conversion Company.

If you believe that the firm w as not deliberately m isrepresenting the  product and the consum er advocate 
agency w as m isrepresenting the seriousness of the situation, p lease d istribute the 100 points more 
heavily tow ards the consum er advocate agency or outside events.

Consumer Advocate Agency 

California Conversion Company 

Random or Outside Events

Total 100 points

Please indicate your level of agreem ent with the following sta tem ents.

I really enjoy a task  that A gree__ : _: __: __: ___: Disagree
Involves coming up with 
new solutions to problems.

I believe that If I think hard 
enough, I will be able to 
achieve my goals In life.

A gree : _: ___:   : ___: Disagree



I find little satisfaction In A gree__: __ : __: __ : __ : Disagree
deliberating long and hard 
for hours.

I am  an  intellectual. A gree__: __: __ : __ : __: Disagree

Learning new w ays to  A gree__: __ : __: __ : Disagree
think d o esn 't excite 
ins very much.

I prefer to  think about A gree__: __ : _____: __: Disagree
sm all, dally projects 
to  long ones.

I prefer to  just let A gree__ : __: __ :  : Disagree
th ings happen rather 
than  try  to  understand 
why they  turned ou t that way.

I am  hesitant about making A gree__ : __: __ : __: __ : Disagree
im portant decisions after 
thinking about them .

I think only a s  hard as A gree__ :  : __ : __: Disagree
I have to.

The notion of thinking A gree__ : __: __ : __: __ : Disagree
abstractly  Is appealing 
to me.

I think primarily because____________________ A gree__ : __: __ : __: __: Disagree
I have to.
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Part IV

We would like to thank you for articipating in this study. It is important to  us to  review your 
feelings about the study itself. Briefly write down what you think the purpose of this study 
is.

Thank you very much for your patience in completing this questionnaire.
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