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Abstract

While less developed countries (LDCs) now have significant presence in the 

global economy, LDCs are rarely associated with products other than commodities and 

their products are largely undifferentiated on world markets. The purpose of the research 

is to identify both the characteristics of consumers who might be more responsive to 

appeals from LDCs and the type of appeals that may be more effective for these 

consumers. The study examines consumer responses to different types of motivation- 

based appeals and how these responses are related to consumer characteristics, 

particularly the inner-other directedness personality trait.

This research makes a contribution through the exploration of justice as an other- 

oriented, motivation-based appeal type. It builds on the interaction of personality with 

appeal effectiveness research to investigate the justice appeal for LDCs as distinguished 

from hedonism, utilitarianism, and altruism. Further, the research makes a contribution 

by investigating the mechanism by which the justice appeal and images o f LDCs are 

related to promotion effectiveness within the context of the inner-other directedness 

personality trait and product type (hedonic and utility).

This research was conducted using an experimental methodology. The 

experiment was designed to incorporate four appeal types with replication across two 

countries and two products. Participants were asked to respond to one promotional tag 

providing one of four different appeal types for a country and product. The sample was 

comprised of undergraduate students drawn from three Ontario universities.

The results include three key findings for the effectiveness of promotions. First, 

the justice promotion can have broad appeal, especially when compared against the 

alternative other-oriented promotion (altruism). Second, there is empirical support for 

congruency effects. Those respondents who were high on the other-directedness 

personality trait gave more favourable outcome ratings to other-oriented promotional 

appeals. Those who were more inner-directed gave cognitively emphasized appeals 

better outcome ratings than promotions that are emotion-based. Third, results indicate

ii
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that LDC images mediate the relationship of appeal type to promotion effectiveness 

through two dimensions: country and people competence and country character.
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1 INTRODUCTION

Ideals, rooted in religion or morality, are becoming more important to consumers 

striving to meet their needs. The term ‘metrospiritual’ has recently been coined to 

describe consumers who “want to treat the earth and native cultures with respect, connect 

with their inner source and inspiration, test their bodies and expand their minds with 

ancient physical practices” (Speyer 2005). Virtuous consumption and the related 

shopping process can be very important. People are “shopping (their) way to salvation” 

(Harris 2005, D l). However, it would be a mistake to regard this phenomenon as 

constrained to those with strong religious views. This trend is broader and can affect 

many, as people seek out fair trade products, organically grown vegetables, or other 

virtuous products on the basis of creating a “just planet”.

Global economic integration has deepened in recent years, developing through a 

quest for cheap labour and available raw materials. The result is that ‘Less Developed 

Countries’ (LDCs) play a more important role in the global economy. “There is no 

established convention for the designation of “developed” and “developing” countries or 

areas in the United Nations system. In common practice, Japan in Asia, Canada and the 

United States in northern America, Australia and New Zealand in Oceania and Europe 

are considered “developed” regions or areas” (OECD 2006).

Anholt (2005) presents some world trade facts that demonstrate an overall 

increase of LDC global manufacturing export share from 17% in 1990 to 27% in 2000.
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However, he also directs attention to an economic counter current where the poorest 

countries have not participated in growth. For instance, countries like Nepal that 

experienced recent political instability tend not to have the ability to participate in global 

economic upswings.

While LDCs now have significant presence in the global economy, marketing 

knowledge may assist them in strengthening their position. Country-based brands can be 

an important lever for LDCs as a means to distinguish one country from another and a 

basis for appealing to consumers. Distinguishing countries from one another may be 

particularly useful for LDCs with commodity-based country images where there is little 

opportunity to set value-added prices. Brand identity is defined as “a unique set of brand 

associations that the brand strategist aspires to create or maintain. These associations 

represent what the brand stands for and imply a promise to customers from the 

organization members” (Aaker 1996, p.68). Commodity-based country brands are 

common for LDCs (e.g. Colombia and coffee; Venezuela and oil). LDCs are rarely 

associated with products other than commodities and their products are largely 

undifferentiated on world markets (Anholt 2005). Therefore, LDCs are less able to 

command value-added prices. From a practitioner and policy maker perspective, 

research exploring country-based branding of LDC’s products is desirable because it may 

identify an avenue of promotion that is not reliant upon existing commodity-based 

country images.
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This study is particularly concerned with LDCs that have credible development 

needs but have the capacity for credibility in development o f value-added, branded 

products. This capacity is not found in countries that are severely dysfunctional so as to 

be perceived as hopeless cases by consumers. The purpose of the research is to identify 

both the characteristics of consumers who might be more responsive to appeals from 

LDCs and the type of appeals that may be more effective for these consumers. 

Therefore, the study examines consumer responses to different types of motivation-based 

appeals and how these responses are related to consumer characteristics, particularly the 

inner-other directedness personality trait. This study represents an extension of previous 

research on social orientation and promotion effectiveness (Brunei and Nelson 2000; 

Aaker and Williams 1998; Zhang and Gelb 1996) into the sphere of product branding for 

LDCs.

Within this general purpose, the research builds on the interaction of personality 

with appeal effectiveness research to investigate a major motivation appeal type for 

LDCs distinct from hedonism, utilitarianism, and altruism. This proposed fourth appeal 

type exists within the intersection of the social orientation personality trait and the 

feeling-thinking appeal effectiveness continuum. While Anholt (2005) suggests that 

other-oriented appeals for LDC’s products are detrimental to their value assessment, this 

study will explore the possibility that a cognitive based, other-oriented appeal may 

positively contribute to perceptions of the promotion, the brand and purchase intentions.
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This dissertation presents a literature review in four parts. Each part addresses 

relevant streams of personality, motivation, appeal effectiveness and developing country 

images. Trait theory is the most commonly used approach to personality in the marketing 

literature. Inner-other directedness, self-monitoring and the ‘Big Five’ factor model 

(extroversion/introversion, agreeableness, conscientiousness, neuroticism/emotional 

stability, and openness to experience/creativity) are among the most researched traits in 

the literature.

The literature review continues with a presentation of research on consumer 

motivation. Motivation involves the arousal and direction of behaviour to achieve a 

certain goal. Motivation influences the decision-making process by enhancing or limiting 

consumer engagement, aiding attention and comprehension, and directing the selection of 

information to be used and the brands included in the consideration set. Therefore, 

motivation is highly relevant to the study of appeal effectiveness.

The literature review also examines research on promotional appeals. While there 

are several different types of appeals, they can generally be classified into cognitive 

(information or belief-based) and affective (feelings or emotion-based) categories. The 

discussion of research results highlights the mixed findings present in the literature but 

emphasizes the need to be aware of potential moderating influences on appeal 

effectiveness.
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5

The literature review concludes with an examination of LDC images. Despite 

weak images typically associated with LDCs, some LDC manufacturers have employed 

strategies to succeed in developed country markets. A literature gap is identified where 

research on LDC marketing strategies seems to exclude an assessment o f promotional 

appeal effectiveness for products from these countries. While some products from LDCs 

move upwards from a low price position toward one of prestige, many remain positioned 

in a commodity space with little ability to command premium prices. The influence of 

country images on consumer decision-making is an important consideration for marketers 

and recent research strives to better understand the creation of successful country brands 

derived from country images. Research on country images and personality demonstrates 

that some traits can influence country image effects on consumers.

Following the discussion of literature, two research gaps emerge that are 

delineated. These gaps provide the basis for articulating the main research hypotheses. 

The research framework, experimental research design and the results and analysis of the 

survey are presented. Finally, the major conclusions of the research as well as the 

anticipated benefits and limitations of the research are discussed.
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6

2 LITERATURE REVIEW

This dissertation presents a literature review in four parts: personality, motivation, 

appeal effectiveness and developing country images. The review of these areas will 

demonstrate that two research gaps exist. The first gap is found where research about 

social orientation personality traits (inner-other directedness) intersects with motivation- 

based promotional appeals. The second gap is identified in the area o f LDC images, 

country branding, and the effectiveness of promotional appeals.

2.1 Personality and Marketing

A pioneering personality psychologist, Allport, defined personality as “the 

dynamic organization within the individual of those psychophysical systems that 

determine his characteristic behaviour and thought” (Allport in Lester 1995, p.2). The 

emphasis of this definition is on providing an explanation of why people differ based on 

consistent behaviours and thought over time. More recently, Maddi (1996) defined 

personality as “a stable set of tendencies and characteristics that determine those 

commonalities and differences in people’s psychological behaviour (thoughts, feelings, 

and actions) that have continuity in time and that may not be easily understood as the sole 

result of the social and biological pressures of the moment” (p.8). The recent definition 

echoes the first by stating personality is about stable behaviour and thoughts. However, 

an important distinction between these definitions is the acknowledgement by Maddi 

(1996) that common behaviour among people can be as important as differences. This 

reflects a more holistic viewpoint of the individual in the study of personality. Maddi
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(1996) also contributed to the definition of personality by separating behaviour associated 

with personality from other situational determinants and includes feelings among 

thoughts and actions as outcomes.

Marketing definitions of personality tend to reflect the earlier personality 

definition from psychology. Plummer (2000) provides a definition in the marketing 

literature that presents personality as “the way individuals react fairly consistently to a 

variety of environmental situations” (p.79). The key aspects of this definition include 

individual persons, their environment, and consistent behavioural outcomes. Similarly, 

Hawkins, Best and Coney (2004) in their consumer behaviour textbook present a 

definition of personality as “the common responses (behaviours) that individuals make to 

a variety of recurring situations” (p. 354).

Therefore, the critical requirements of personality are identified. First, 

personality is observed in characteristically consistent behaviours, thoughts and feelings 

sourced within the individual. Second, there are common responses shared among 

groups of people. Third, there is a reference to the requirement of stability in responses 

over time.

2.1.1 Personality T heory

Ryckman (1989) notes that, “no one theorist can ever hope to construct a 

completely adequate theory of personality. The task is clearly too complex and difficult” 

(p.l). Despite the complexity of the task, people have put forward different theories to
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explain how personality works. There are two contrasting approaches to describing 

multiple posited personality theories: study of the individual versus individual

differences (Winter and Barenbaum 1999).

The study of the individual examines people “as unique, integrated wholes” 

(Winter and Barenbaum 1999, p.6). For example, psychiatry “treats personality from a 

functional, historical-genetic standpoint” (ibid). A qualitative approach to examining 

personality dominated psychology in the early 1900’s although researchers in North 

America generally retained a focus on quantitative studies during that time. Winter and 

Barenbaum (1999) point to a leading personality psychologist, Henry Murray, as a 

developer of theory around the holistic perspective of the individual. Murray was 

particularly concerned with underlying needs that drive a person and criticized the trait 

concept as pre-occupied with consistency (Pervin 1989). While trait theory dominates 

personality discourse, Pervin (1989) suggests that Murray’s thinking may help to describe 

“the complex interplay among the determinants of behaviour” (p.323), an aspect of 

personality where trait theory is weak.

The study of individual differences is considered quantitative and explores 

people through “cross sectional treatment of personality in terms of traits, attitudes and 

habits” (Winter and Barenbaum 1999, p.6). This approach to personality theory contains 

different models classified as conflict, fulfillment, and consistency models (Maddi 1996).
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The conflict model presents personality as the result of powerful forces that are 

“continually acting, necessarily opposed, and unchangeable” (Maddi 1996, p. 18). 

Freud’s psychoanalytic theory of personality is an example of a conflict model because 

he described personality resulting from negotiation among internal forces identified as 

the id, ego and superego. The id is the unconscious pleasure center and is considered the 

original aspect of personality (Ryckman 1989). The superego is described as “the 

individual’s internalization of societal moral values” (Ryckman 1989, p.34). While the 

id is in conflict with the superego, the ego becomes the mediator between the two forces 

(Ryckman 1989). In a marketing example, Smith et al. (1995) demonstrate personality 

has an important influence on the effectiveness of appeals. Using partial nudity in 

advertisements Smith et al. (1995) found those with high sex guilt rated advertisements 

with female nudity significantly lower than people with low sex guilt. Sex guilt was 

defined as “the extent to which people are comfortable with sexual matters, and more 

specifically, with sexual arousal” (Smith et al. 1995, p. 736). The individual differences 

found responsible in the Smith et al. (1995) study may be explained through variations in 

subconscious biological needs that are central to psychoanalytic theory.

Describing personality theory using the fulfillment model “assumes, at the core 

level, only one great force and locates it within the individual” (Maddi 1996, p.20). For 

instance, Adler viewed personality resulting from people coping with feelings of 

inferiority and the compensatory strivings to diminish these feelings (Pervin 1989). 

These feelings and strivings become “a part of his or her style of life -  a distinctive 

aspect of his or her personality functioning” (Pervin 1989, p. 147).
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Trait theory reflects the fulfillment approach to personality. Trait theory refers to 

the characterization of “individuals in terms of a comprehensive but finite and preferably 

small set o f stable dispositions” (Tan Tsu Wee 2003, p.318). A key aspect o f this 

approach is the stability o f traits in any situation. This stability results from the great 

force at a core level of the individual. Trait theory is the most widely accepted approach 

to studying the influence of personality on consumer behaviour (Cowley and Caldwell 

2001).

The environment can also affect the personality of the individual. While the 

conflict and fulfillment models emphasize internal forces, the consistency model 

“emphasizes the formative influence of feedback from the external world on the 

individual” (Maddi 1996, p.22). This approach is reflected by Tan Tsu Wee (2003) 

questioning whether the “main causes of behaviour were rooted internally in the person’s 

personality system, or externally in the characteristics of the environmental situation ... 

the role of culture, socialisation, language and the individual definition of the situation 

that help to make sense of intra-individual variability across situations” (p.318). While 

the importance of societal influence distinguishes this theoretical approach from 

psychoanalytic theory, Freud’s psychoanalytic theory of personality, for example, also 

includes society influences through the superego and its norms that guide behaviour.

A social cognition approach represents a consistency model because it describes 

the interaction of personality traits and the environment. Social cognition prescribes that
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“individual differences, such as personality traits, influence one’s perception of the 

world. Individuals possess schemas that are activated upon receipt o f incoming 

information, and these schemas influence perceptions of environmental stimuli” (Mowen, 

Harris and Bone, 2004, p.931). In other words, personality can shape our view of the 

world so one person’s interpretation of an environmental stimuli may be distinct from the 

interpretation of another person. For example, Mowen, Harris and Bone (2004) found 

different advertisement appeals led to varying levels o f emotional response depending on 

the individual as represented through personality characteristics.

While the consistency of behaviour is a requirement of trait theory, some 

scholars now use an interactionist approach to acknowledge that environmental or 

situational stimuli can impact trait influence. Cowley and Caldwell (2001) claim 

researchers now view personality traits as “the conditional probability of a category of 

behaviours given a category of contexts” (p.24).

As marketers have extended personality theory to products (e.g. Aaker 1999), 

the socio-psychological approach views products purchased and used in a social context 

as having symbolic significance for the individual (Hunt, Keman and Mitchell 1996; 

Govers and Schoormans 2005). The symbolic significance is based on congruence 

theory that posits people will seek products with images that exhibit personality 

characteristics similar to themselves rather than dissimilar (Aaker 1999). Further, there is 

some evidence to show that personality can influence attraction to products (Govers and 

Schoormans 2005). A major criticism of this approach resides with the tendency of the
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perspective to omit consistent individual differences, a critical element of personality 

(Tan Tsu Wee 2003).

While different approaches exist to explain how personality affects consumer 

behaviour, trait theory tends to be the most common perspective applied in marketing 

research. Within this approach, an interactionist viewpoint acknowledging situational or 

environmental factors has gained recent attention.

2.1.2 Personality Traits

Research into personality traits is rooted in the assumption “that individuals are 

bom with a preference for some functions over others and together with their 

environments, preferences are established” (LaBarbera, Weingard and Yorkston 1998). 

Several different traits may be included in research on personality (Baumgartner 2002). 

However, Harris and Morris (2001) cite the three main categories of personality traits: 

cardinal, central and surface traits. This categorization is considered a hierarchy as each 

level increases the intensity of influence on behaviour (Mowen, Harris and Bone 2004).

Cardinal traits refer to those underlying dispositions that exist at a very deep 

level and define the individual (Harris and Morris 2001). The Big Five factor model is a 

common set of cardinal traits that are believed to constitute a personality and is 

comprised of extroversion/introversion, agreeableness, conscientiousness, 

neuroticism/emotional stability, and openness to experience/creativity (see Table 2.1).
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While there are other approaches to describing personality at a very deep level 

(e.g. Cowley and Caldwell 2001; LaBarbera, Weingard and Yorkston 1998), the Big Five 

factor model is generally the most used approach (Harris and Morris 2001). Further, 

some of these additional approaches to deep level traits can be traced directly back to the 

Big Five factor model. For instance, the competence trait is considered a sub facet of 

conscientiousness while anxiety is a sub facet of neuroticism and compliance is a sub 

facet of agreeableness (Cowley and Caldwell 2001).

T a bl e  2.1 C a r d in a l  T r aits

Traits Example Measures Sources
Extroversion Prefer to be alone, 

uncomfortable in a group, 
bashful, bold, extroverted 
with people, quiet with 
other people, shy, 
talkative with others, 
withdrawn

Mowen, Harris and Bone 2004 
Hunthausen, Truxillo, Bauer and 
Hammer 2003 
Chang 2001
Harris and Mowen 2001 
LaBarbera, Weingard and 
Yorkston 1998

Agreeableness rude, harsh when others 
make a mistake, tender 
hearted, cold to others, 
kindness, warmth, 
sympathy and sensitivity

Mowen, Harris and Bone 2004 
Hoon Tan, Der Foo and Hui Kwek 
2004
Hunthausen, Truxillo, Bauer and
Hammer 2003
Harris and Mowen 2001

Conscientiousness careless, precise, efficient, 
organized, sloppy, orderly

Mowen, Harris and Bone 2004 
Hunthausen, Truxillo, Bauer and 
Hammer 2003 
Harris and Mowen 2001

Neuroticism/emotional
stability

moody, temperamental, 
touchy, envious, emotions 
go way up and down, 
testy, jealous

Mowen, Harris and Bone, 2004 
Hunthausen, Truxillo, Bauer and 
Hammer 2003 
Harris and Mowen 2001

Openness to 
experience/creativity

highly creative, 
imaginative, appreciative 
of art, enjoy beauty, find 
novel situations, more 
original than others

Mowen, Harris and Bone 2004 
Hunthausen, Truxillo, Bauer and 
Hammer 2003 
Harris and Mowen 2001
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Central traits represent the second layer in the hierarchy and refer to the 

dispositions that “act to guide individuals through numerous situations” (Harris and 

Morris 2001, p. 1159). These traits also exist at a deep level in the individual directing 

behaviour over many different contexts yet they are not as directly and specifically 

observable in action as surface traits. Within the level of central traits, these traits can be 

classified as orientation, view of the self and needs-based. Table 2.2 displays several 

examples of the many possible central traits that can be used to categorize personalities.

T a ble  2.2 C en t r a l  T raits

Type Traits Sources
Orientations Inner-other directedness 

(idio/allocentrism)
Gregory, Munch and Peterson 2002 
Dutta and Vanacker 2000 
Mcdonald and Jacobs 1992

Maximizers vs satisficers Schwartz, Ward, Monterosso, 
Lyubomirsky, White and Lehman 2002

Competitiveness Mowen, Harris and Bone 2004
Impulsivity Jones and Lejuez 2005
Risk taking propensity Jones and Lejuez 2005

View of Self Self-monitoring Dutta and Vanacker 2000 
Aaker 1999 
Shavitt 1989

Self-confidence Mourali, Laroche and Pons 2005
General self-efficacy Mowen, Harris and Bone 2004

Needs-Based Need for cognition Mourali, Laroche and Pons 2005
Need for material resources Mowen, Harris and Bone 2004
Need for arousal Mowen, Harris and Bone 2004
Need for body resources Mowen, Harris and Bone 2004
Sensation seeking Jones and Lejuez 2005

The orientation group of traits guide behaviour across different situations by 

providing a general outlook or perspective. For instance, the inner-other directedness is
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representative of the propensity to place themselves versus a group as priority. 

Kassaijian (1962) described the inner-other directedness trait as the extent a person 

places emphasis on him/herself versus others to reference values and standards that guide 

their behaviour.

In the 1930’s, Allport “called attention to the importance of the self for 

personality integration and functioning” (Winter and Barenbaum 1999, p. 17). Therefore, 

the view of one’s self provides a basis for individual differences that can influence 

behaviour over multiple situations. For instance, the self-monitoring trait “conveys the 

extent to which an individual is likely to monitor and control his/her expression in 

situations which contain reliable cues to social appropriateness” (Dutta and Vanacker 

2000, p. 120). Those who are high self-monitors will be guided to fulfill public identity 

goals using a solution that is congruent to their image of self (Aaker 1999).

Need-based traits are a third type of central traits that guide an individual’s 

behaviour. These refer to the categorization of individuals based on their perception of 

unmet needs. For instance, the sensation-seeking trait captures the extent a person is 

looking for “varied, novel, complex, and intense situations and experiences, and the 

willingness to take physical, social, and financial risks for the sake of such experience” 

(Jones and Lejuez 2005, p.260). These needs-based traits are important because those 

who strongly perceive a certain need will behave in a manner that is different from those 

who are low in the need. In the case of sensation seeking, the trait may be positively

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



16

related to consumer behaviour that selects products providing stimulation (Jones and 

Lejuez 2005).

Surface traits are considered to be the third tier of the hierarchy and refer to the 

“individual differences that influence behaviour within specific consumption situations” 

(Harris and Morris 2001, p. 1160). This level o f traits accommodates the interactionist 

theoretical position that argues for flexible traits adjusting to the environment with 

leniency applied to the consistency requirement o f personality. There are many surface 

traits. Table 2.3 presents a few examples discussed in the literature. As the definition 

suggests, these traits are typically oriented around activities or situations. For example, a 

person’s likelihood of being influenced by interpersonal information sources is dependent 

upon the knowledge they have about a product class (Mourali, Laroche and Pons 2005).

T a ble  2.3 E x a m pl es  o f  Su r fa c e  T r aits

Traits Source
Susceptibility to interpersonal influence Mourali, Laroche and Pons 2005
Coping responses Arthur and Quester, 2004
Coupon proneness Harris and Morris 2001
Consumer ethnocentrism Harris and Morris 2001
Consumer innovativeness Harris and Morris 2001
Complaint propensity Harris and Morris 2001
Bargaining proneness Harris and Morris 2001

In summary, personality has the potential to effect and has been linked to 

consumer decision-making. Of the three theoretical approaches, trait theory appears to be
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the most popular among consumer marketing scholars. However, echoes of the other 

approaches exist within trait theory.

2.1.3 Personality’s Influence on Consumer Behaviour

The nature o f personality is important to the field of marketing because 

differences in behaviours, thoughts and feelings of individuals may be stable over time 

and situations. Therefore, it can influence how people make purchase decisions and the 

type of products selected. Previous research indicates that personality can influence 

several stages of the decision-making process including response to promotion appeals, 

information search, product evaluations, purchase decision, outcomes of the purchase, 

and satisfaction.

As previously mentioned, personality can shape our view of the world and our 

response to environmental stimuli. The same promotional appeal can be interpreted 

differently depending on the personality of the individual. Mowen, Harris and Bone 

(2004) examined personality traits and two different advertisement appeals for driver 

safety behaviour (aggressive driving and inattentive driving). They found that a fear 

response was more likely for people that are high versus low introversion when presented 

with these advertisements. Therefore, personality traits can help explain differences in 

responses to promotional appeals.

Once a need is recognized, consumers conduct internal and external information 

search to enable assessments of the available options (Hawkins, Best and Coney 2004).
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Consumer personality research provides evidence that personality can have an influence 

in this stage. For instance, Mourali, Laroche and Pons (2005) found that personality 

traits (i.e. individual’s susceptibility to interpersonal influence, their need for cognition, 

and their self confidence) influenced a person’s engagement in interpersonal information 

search.

Further, research suggests that personality can influence the type of information a 

consumer uses in the decision-making process. Evidence suggests that an information 

preference exists when matching the personality portrayal of a promotional message and 

the personality of the consumer. Moon (2002) found that participants characterized as 

extroverts preferred extrovert-styled messages while those categorized as introverted 

preferred introvert-styled messages. In another example, Dutta and Vanaker (2000) 

found that people who tended not to monitor or control their behaviour for social 

appropriateness preferred utilitarian appeals over social appeals.

Evaluating the promotion of a product and the product itself is part of the 

evaluative stage. In this stage, consumers use information to evaluate the different 

purchase alternatives available to them (Hawkins, Best and Coney 2004). Research 

suggests that personality can help explain differences in emotional responses to 

advertisements. Mowen, Harris and Bone (2004) found people were more likely to have 

a fear response to a promotional appeal if they are characterized as introverted and with a 

need to protect and enhance their physical resources. In addition, Chang (2001) found 

that extroverts give more positive ratings to products than introverts indicating that some
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personality traits may lead to consistent levels of evaluations regardless of the appeal 

type used by the advertiser (Chang 2001).

Consumer personality traits can also affect the evaluation stage of the decision

making process through the evaluation of advertisements (LaBarbera, Weingard and 

Yorkston 1998) and products (Govers and Schoormans 2005; Aaker 1999). In addition, 

Chang (2001) also found more negative evaluations of a brand when a large difference 

exists in how people view themselves and the typical user of the product on 

introversion/extroversion scales.

Research suggests that personality can influence the decision to purchase a 

product through past consumption, behaviour intentions and product choice. Jones and 

Lejuez (2005) found a positive relationship between the extent of identification with the 

personality traits of sensation seeking and impulsivity and past caffeine consumption. 

Intended behaviour is also affected by personality as different traits can influence 

whether a consumer is likely to engage in bargaining behaviour (Harris and Mowen 

2001). Further, purchase intentions may be influenced when a personality trait (i.e., 

sensing vs. intuition) matches the visual imagery in advertisements (LaBarbera, 

Weingard and Yorkston 1998). Laboratory evidence demonstrates that personality can 

directly influence product choice. Shiv and Fedorikhin (1999) found those with high 

impulsiveness were more likely to select a decadent dessert than the healthy one. 

Therefore, personality has been shown to directly influence consumer behaviour through 

studies of past consumption, behaviour intentions and product choice.

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



20

The decision to purchase a product does not complete the process for the 

consumer. The consumer is motivated to fulfill a need and their evaluation of the 

outcomes of the action assist to determine if  their needs have been satisfied. Personality 

can influence this stage of the decision-making process through satisfaction and memory 

of consumption. For instance, Hoon Tan, Der Foo and Hui Kwek (2004) highlighted the 

personality trait of agreeableness as being positively related to customer’s display of 

positive emotions and satisfaction with the service provider. In addition, Harris and 

Mowen (2001) demonstrate that the propensity o f a consumer to complain is positively 

related to certain personality traits (i.e. extraversion, conscientiousness).

Although personality has provided insight into the behaviour of consumers, not 

all personality research has found associations between personality traits and behaviours. 

For instance, among their significant results, Mowen, Harris and Bone (2004) did not find 

support for their hypotheses that competitiveness and self-efficacy traits would be related 

to responses to a fear appeal advertisement. However, the authors offer the explanation 

that competitiveness and self-efficacy traits may be too cognitively oriented to predict a 

fear response (Mowen, Harris and Bone 2004). In a broad review of personality and 

consumer behaviour research, Kassaijian and Sheffet (1991) show that mostly weak 

relationships are found between personality and consumer behaviour while only a few 

studies indicate that a strong or no relationship exists. They argue that the weak findings 

result from poorly adapted scales, applying the scales out of the intended context, and an 

absence of hypothesis or theoretical justification.
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The discussion about personality above reveals that it can influence consumers 

throughout the decision-making process. Overall, a matching of one’s personality 

aspects to that of the product or advertisement tends to be supported by multiple 

publications. This relationship demonstrates that personality can influence consumer 

behaviour through the decision-making process, including information search, alternative 

evaluation and purchase intentions. That being said, congruity between consumers and 

the product/advertisement is not a requirement for the salience of personality in the 

consumption context. While there is empirical support for personality influencing 

consumers, some research suggests that the link does not always exist.

2.2 Consumer Motivation

Consumption motives have strong implications for marketers as they can exert 

influence on the types of products or appeals that are successful. Motivation is defined in 

marketing research as “a state that directs behaviour toward some goal ... and is 

generated through a process of comparing and assessing the relationship between the 

perception of one’s current situation with the perception of a desired situation” (Jewell 

and Kidwell 2005, p.753). Hawkins, Best and Coney (2004) describe motivation as “the 

reason for behavior” while a motive is described as “a construct representing an 

unobservable inner force that stimulates and compels a behavioral response and provides 

specific direction to that response” (p.355). These definitions are consistent with a 

modem social-psychology perspective that describes motivation as “goal-directed forces 

within the individual” (Batson 1991, p. 5). The definitions recognize the core meaning of
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motivation as a stimulus for action that is geared toward the attainment o f some goal. 

Motivation occurs when consumers become aware of unmet needs (Pincus 2004). The 

first definition offers an explanation about the occurrence of motivation by referring to a 

perceptual difference between a desired state and a perceived current state. A large 

perceived gap between desired and actual states is the strength or motivational drive that 

will activate or stimulate a motivational state (Jewell and Kidwell 2005). Therefore, the 

motivation is the direction of behaviour while the motivational drive refers to its strength.

Motivation is important to understanding consumer behaviour because it can 

influence the processing of information in decision making. This influence can affect the 

comprehension of information (Celuch and Salma 1995; Van Osselaer et al. 2001), the 

type of information used (Yang, Allenby and Fennel 2002), and the brands or products 

considered in the purchase situation (Paulssen and Bagozzi 2005; Chemev 2004).

2.2.1 Theories of Motivation

Pincus (2004) argues that motivational theories have evolved from lower-order 

theories rooted in biology to higher order theories that acknowledge more complex 

conditions (see Figure 2.1). Lower-order theories explain motivation primarily through 

physical need fulfillment using constructs such as instinct and drive. Theories 

concerning the value of instinct reflect Darwin’s view of evolution that the strongest or 

behaviour best suited to environmental conditions leads to survival of the species (Pincus 

2004). Drive explains behaviour through the psychological desire to reach a goal (Pincus

2004). Freud’s psychoanalytic theories are considered lower-order motivational theories
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that argue negative mental states motivate people into action (Pincus 2004). These lower 

order theories also provide a linkage between the study of motivation and personality. 

Pervin (1989) argues that Murray’s perspective on personality was based on needs that 

drive a person. Similarly, the study of motivation explores behaviours directed at the 

fulfillment of a person’s needs.

The evolved theories, or higher-order theories, acknowledge motivations that exist 

beyond physiological needs and recognize inherent curiosity and individual differences 

(Pincus 2004). Within this grouping there are the social-cognitive balance theories 

evolving from the biological bases including balance, field, cognitive dissonance and 

reactance theories (Pincus 2004). From the psychoanalytic base, effectance motivation 

theory evolved to account for human interaction with the environment (Pincus 2004). Of 

these higher-order theories, Maslow’s hierarchy of human motivation has been one of the 

more popularized theories of motivation as evidenced through discussion in marketing 

textbooks (e.g. Hawkins, Best and Coney 2004). Despite major criticisms pointed 

directly at the temporal requirement of the hierarchy, recent literature continues to 

embrace the theory citing that Maslow recognizes fulfillment of needs simultaneously 

across levels (Huneke 2005). Higher-order theories also include need-based theories that 

explain individual differences in motivation, namely, need for achievement, need for 

cognition, need for affiliation and need for power (Pincus 2004).
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F ig ur e  2.1 E v o l u t io n  o f  M o tiv a tio n  M o d e ls  (fr o m  P in c u s  2004)

Diwe theories: 
Behaviourist learn: 
theory + biological 
homeostasis

M r tl . . i l l . 'n  'K Y I* -!
from unmet 
biological needs

I Instinct theories: Psychoanalytic 
theories
Universal symbolic 
expression ot 
subconscious needs

no i>  nvtvitmnal
drhes

Social cognitive 
hal.

f[ ’ Individual dlfferenr 
I; ! in motivation

iQeneral mt 
| traits

itlvBttohrt

l t
Product-specific
traits

Procfuet-spectnc 
benefits: Needs-based
segmentate

Exploration of the
behavioural, 1
emotional and 1
attributions! 4 - ....... ........ - — —-------------1
meaning of unmet
needs

Prortret-specffle 
unmet needs: 
Segmentation on 
unmet needs

Additional theories are used in consumer motivation research that are not 

explicitly discussed in the Pincus (2004) paper. However, these theories fit within the 

author’s general discussion. For instance, Cline, Altsech and Kellaris (2003) present a 

‘need for humour’ as a motivational basis to explain differences in individual responses 

to advertisements. This ‘need for humour’ motivation is closely aligned with the need-
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based theories articulated by Pincus (2004). In another example, Paulssen and Bagozzi 

(2005) discuss the theory of self-regulation to help explain what brands consumers select 

into their consideration set for the purchase decision process through the minimization of 

a gap between present behaviour and behavioural standards. This theory may be most 

closely aligned with homeostasis, which posits behavioural motivation results from a 

state of disequilibrium and a desire to re-establish a balance (Pincus 2004).

In summary, there are several theories to explain motivation and its role in human 

behaviour. The biological and psychoanalytic theoretical bases have evolved into more 

sophisticated explanations that account for environmental and individual factors. Above 

all, motivation theories are based on the shared underlying theme that motivation results 

from unmet needs (Pincus 2004).

2.2.2 Categorization of Motives

While there are many typologies of motivations, Hetsroni (2000) represents a 

particularly useful one because it identifies three motivation-based promotional appeal 

types that are commonly used in the advertising effectiveness literature (e.g. Brunei and 

Nelson 2000; Olney, Holbrook and Batra 1991). These three types are hedonism, 

utilitarian/functionalism, and altruism.

2.2.2.1 Hedonism

Pleasure is central to the definition of hedonism. Definitions of the term 

hedonism often refer to fun and/or pleasure (Fitzmaurice 2005; Hetroni 2000;
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O’Shaughnessy and O’Shaughnessy 2002; Olney, Holbrook and Batra 1991). 

Additionally, Hirschman and Holbrook (1982) use hedonism to refer to “facets of 

consumer behaviour that relate to the multi-sensory, fantasy and emotive aspects of one’s 

experience with products” (p.92). Psychologists exploring hedonism write that it is 

“concerned with feelings of pleasure and pain, of interest and boredom, of joy and 

sorrow, and of satisfaction and dissatisfaction” (Kahneman, Diener and Schwarz 1999, 

p.ix). In this case, the authors acknowledge that hedonism refers to not only the positive 

aspect of experience but the unpleasant as well. Therefore, hedonism appears to be about 

objects and experiences that create pleasure or displeasure. From a motivational 

perspective, hedonic motives are oriented toward the fulfillment of unmet needs through 

the acquisition of objects and experiences or through the avoidance of those that are 

deemed unpleasant.

With pleasure central to the construct, hedonism is considered to be individually 

oriented (Gregory, Munch and Peterson 2002). Hedonism represents a self-focused 

orientation where personal goals are of primary concern despite possible conflict with the 

standards of society (Lepkowska-White, Brashear and Weinberger 2003). From another 

perspective, Hirschman and Holbrook (1982) identify the importance of emotional 

arousal to hedonic consumption inferring that hedonism is more affective in nature than 

cognitive. The importance of emotion to hedonism is echoed by Kahneman, Diener and 

Schwarz (1999) who wrote that hedonism is primarily “concerned with feelings of 

pleasure and pain, of interest and boredom, of joy and sorrow, and of satisfaction and 

dissatisfaction” (p.ix).
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Hedonism provides a basis for understanding differences in the behaviour of 

individuals. For instance, Puri (1996) finds that those high in hedonism responded to 

promotional appeals that promise to meet hedonistic desires where costs were presented 

as probable but not certain. In other words, hedonic responses toward the immediate 

satisfaction of needs existed under some conditions of risk. This propensity toward 

impulsive and risk-taking behaviour was not exhibited by those identified as prudents 

(Puri 1996). Further, individual differences in motive-based values can influence the 

image people have of countries and their products. Balabanis, Mueller and Melewar 

(2002) examined hedonism among other motive-based values that were found to predict 

country images better than demographic variables. In this study, the total variance 

explained by ten motive-based values (including hedonism) was greater than the total 

variance explained from demographic variables (including gender, age, and education) 

when regressed onto perceived country characteristics of two countries. However, the 

difference between the variance explained by the two types of predictors is small and the 

study failed to find consistent patterns in the relationship of motive-based values to 

perceived country characteristics.

Descriptions of product types may also be termed hedonic where the primary 

characteristics of the product fulfill needs that are identified as pleasure-oriented. For 

instance, an automobile described as a hedonic product will be perceived as more 

valuable when compared to a utilitarian option (Dhar and Wertenbroch 2000). Dhar and 

Wertenbroch (2000) found that people are less likely to give up a hedonic product when
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choosing between it and a utilitarian counterpart. However, Okada (2005) provides 

evidence to suggest that people may spend more time choosing hedonic products but 

more money on utilitarian products. Further, in a winning versus purchase scenario, 

people may prefer to have hedonic products as prizes than as a purchase items (O’Curry 

and Strahilevitz 2001).

While there are mixed results on the preference and value of hedonic products, the 

situational context can influence the evaluation of products. In this case, presentation 

order seems to affect product evaluations. Okada (2005) demonstrated that consumers 

will rate hedonic products more favourably than a comparable utilitarian product when 

the products are presented independently. Alternatively, Okada (2005) showed that joint 

presentation results in a better evaluation of the utilitarian product compared to the 

hedonic option.

Hedonism, with regards to products or promotion appeals, has been measured in 

the literature using different scales. However, the core concept of pleasure is represented 

in these measures (Gregory, Munch and Peterson 2002; Olney, Holbrook and Batra 

1991). Table 2.4 presents this central notion and other measures used in previous 

research. Enjoyable seems to be the most common measure to reflect hedonism followed 

by pleasure, fun, and exciting. Within the list is the recent Voss, Spangenberg, 

Grohmann (2003) five 7-point semantic differential items that were distilled from a larger 

inventory and tested successfully for reliability and validity. Their measures include: not
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fun/fun, dull/exciting, not delightful/delightful, not thrilling/thrilling, and 

enj oyable/unenj oyable.
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Enjoyable V V V
Pleasure V V
Fun V V
Exciting V V
Delightful V
Thrilling V
Comfortable V
Cheerful V
Happiness V
Captivation V
Escapism V
Spontaneity V
Entertaining V

2 .2.22  Functionalism/Utilitarianism

Utility is another motive type and is often referred to in conjunction with 

hedonism. While hedonism is about pleasure associated with a product or the pleasure- 

seeking nature of an individual, utilitarianism refers to the “requirements for products 

that remove or avoid problems” (Lepkowska-White, Brashear and Weinberger 2003). 

Functional or utilitarian consumers are most concerned with “the product’s main
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(functional) use and the outcome of such use” (Hetsroni 2000, p.57). Product specific 

information, such as price, quality, size and style, are important considerations for 

consumers with functional values (Lepkowska-White, Brashear and Weinberger 2003).

Similar to hedonism, utilitarianism can be considered to be individually oriented 

as consumers seek benefits to enhance the self or personal experience. However, while 

hedonism has an emotional dimension, utilitarianism is more aligned with a thinking 

dimension. “Utilitarian goods are ones whose consumption is more cognitively driven, 

instrumental, and goal oriented and accomplishes a functional or practical task” (Dhar 

and Wertenbroch 2000, p.61). Therefore, utilitarianism is described as both an 

individually oriented and a cognition-based construct.

There are mixed results for the perceived value of utilitarian products. Dhar and 

Wertenbroch (2000) found that a utilitarian product was perceived as less valuable than a 

hedonic product. However, Okada (2005) showed that consumers will spend more 

money on utilitarian products compared to hedonic products. Further, consumers 

preferred utilitarian products in a purchase scenario compared to a prize scenario where 

hedonic products are preferred (O’Curry and Strahilevitz 2001).

Several measures are used to assess the level of utilitarianism in people and 

product images. Table 2.5 presents some examples of measures used in recent marketing 

studies. The most common measures appear to include helpful and accomplishing. The 

evaluation of several measures by Voss, Spangenberg, Grohmann (2003) resulted in five
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reliable and valid 7-point semantic differential scales to represent utilitarianism: 

effective/ineffective, helpful/unhelpful, functional/not functional, necessary/unnecessary, 

and practical/impractical.
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Helpful V V
Accomplishing V V
Effective V
Functional V
Necessary V
Practical V
Successful V
Ambitious V
Capable V
Important V
Informative V
Useful V

2.2.2.3 Altruism

While hedonism and functionalism/utilitarianism represent egoistic motivations 

steeped in the primacy of the self, altruism represents motivations centred on fulfilling 

the needs of others. Auguste Compte (1798-1857) is recognized as the first person to use 

the term altruism to describe an unselfish desire to ‘live for others’ (Batson 1991). 

Batson (1991) offers three requirements for the existence of altruistic motivations - a
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perception of another’s need, a desire to reduce the need of another, and the person’s 

ultimate goal must be the reduction of the need.

In marketing literature, the notion of altruism is applied in a similar manner. For 

example, Brunei and Nelson (2000) view altruism as an other-oriented perspective. 

Consumers with altruistic motivations are interested in “the product’s capability to help 

members of the society without obtaining any materialistic benefit for this aid” (Hetsroni 

2000, p.57). This is an important distinction because it demonstrates that altruistic 

motivations differ from hedonic and utilitarian motivations through the orientation that 

emphasizes others over the self. This perspective implies that altruistically motivated 

individuals are interested in the rules and benefits of a group even when they conflict 

with personal goals (Lepkowska-White, Brashear and Weinberger 2003).

Emotion plays a significant role in altruistic motivation. Social psychologists 

have long recognized the importance of positive moods in the encouragement of altruistic 

behaviour (Rosenhan et al. 1981). Altruistic emotions have been identified, including 

sympathy, concern and compassion (Eisenberg 1986). In marketing research, Hibbert, 

Hogg and Quinn (2005) refer to sympathy and guilt as emotions that stimulate the drive 

for charitable giving. Further, Goodwin, Smith and Spiggle (1990) provide support for 

the salience of emotions to altruism as several respondents in the study of consumer gift 

giving indicated emotional responses were expected when giving gifts. However, 

emotional responses are associated with several motivations and are not exclusive to 

altruism. People may have an emotional reaction to the fulfillment of needs associated
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with utilitarian motivations. It is the emotional content of the stimulation for a 

motivation and the lack of personal gain that helps distinguish altruism from other 

motivations.

Altruism can be a very important motivator for explaining behaviour. Indeed, 

Guy and Patton (1989) propose “by far the strongest motive is the basic, deep-seated 

need to help others without expectation of reward other than the joy or pleasure of 

helping” (p.21). Further, in the context of purchase exchanges, other values motivating 

the transactions may be combined with a helping dimension (Hibbert, Hogg and Quinn

2005). This is an important point because purchase behaviour can include multiple 

motivations. For example, commercials for complex and expensive durables, such as 

automobiles, often provide a mixture of hedonic and utilitarian appeals. The strength of 

altruistic promotional appeals may be influenced by the “intensity of the need and the 

salience of the consequences of help being withheld ... urgency and immediacy ... (and) 

appeals that are tailored to an individual” (Guy and Patton 1989, p.24).

There is some evidence to suggest that organizations engaging in other-oriented 

activities may receive economic benefits when perceived by consumers as socially 

legitimate (Handleman and Arnold 1999). Handleman and Arnold (1999) demonstrate a 

minimum level of other-oriented behaviour can improve the relationship between the 

evaluation of the retailer and consumers’ support.
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An orientation towards others can influence consumers’ view of the world. For 

instance, Balabanis, Mueller and Melewar (2002) demonstrated that those with 

collectivist tendencies o f benevolence and tradition perceived the image of Germany to 

be less favourable than those who are more individualistic. Further, they showed the 

influence can extend to a country’s products.

Of particular interest to this research in the relationship between altruism and 

personality is the argument about whether altruism is a personality trait or is correlated to 

other personality traits. Some researchers have explored the possible existence of an 

altruistic personality. Rushton (1981) argues that altruism is a personality trait by 

demonstrating consistency of individuals’ behaviour across situations. Other researchers 

have examined possible personality correlates of altruism. For instance, Eisenberg 

(1986) argues that altruism is related to personality traits identified as empathy/sympathy, 

role taking, political orientation, scholastic aptitude and social desirability. However, 

Guy and Patton (1989) report that studies exploring altruistic behaviour and personality 

have generally yielded mixed results. Although, they report that some studies have 

shown other-directed people and those who value intrinsic rewards are more likely to 

help others.

The measurement of altruism in marketing research is inconsistent. One approach 

uses measurement items, such as, helpful, social justice, equality, friendship and love 

(Verplanken and Holland 2002). However, in another approach, Hetsroni’s (2000) uses 

courtesy, patriotism, charity and collectivism to assess altruism. Nonetheless, the
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relevant emotions have been more consistently identified as sympathy, concern and 

compassion (Eisenberg 1986).

2.2.2.4 Justice - A Fourth Type of Motivation?

Motivations have been described in terms of two dichotomies: cognitive- versus 

affective-based and self- versus other-oriented. Hedonism, utilitarianism and altruism 

may all be described through the orientation or priority people place on themselves or 

others in a society during their goal achieving behaviour. In personality research, this 

dimension of an individual involving the focus on personal versus group motives is 

referred to as the inner-other directed trait. As previously discussed, hedonism and 

utilitarian motivations are associated with self-interested goals steeped in pleasure and 

function, while altruism is associated with motivations involving goals centred on helping 

others.

Also, hedonism, utilitarianism and altruism may be described using the feeling- 

thinking continuum. As previously discussed, both hedonism and altruism emphasize the 

presence of emotions in motivating a person toward achieving a goal. In comparison, 

utilitarianism is primarily cognition driven. This difference is represented in the grid in 

Figure 2.2 by the placement of hedonism and altruism on the left side o f the continuum 

while utilitarianism is placed on the right side.

The figure graphically displays the intersection of the inner-other directedness 

personality type and the feeling-thinking promotional appeal dimension and the
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relationship of these characteristics with motivation-based appeal types. Personality type 

is represented on the vertical axis o f the grid through the social orientation trait of 

individuals while the feeling-thinking dimension is represented through the horizontal 

axis of affect and cognition. The placement of the three motivation-based appeal types, 

hedonism, utilitarianism and altruism, raises the possibility that a fourth type should be 

considered.

F ig ur e  2.2 M o tiv a tio n -B a sed  A ppea l  T y pe s  in  the  Co n t ex t  o f  P er so n a l it y

a nd  Pr o m o t io n  C a teg o r y

Self-Oriented

Affect

Hedonism Utilitarianism

Altruism Justice?

Cognition

Other-Oriented

It is proposed that a salient motivation-based appeal type exists that is represented 

in the bottom right quadrant. The quadrant of the grid is described as other-oriented on 

the social orientation personality trait and as cognitively oriented on the feeling-thinking 

continuum for promotion categorization. Justice is suggested as this motivation-based 

appeal type.

In social psychology, the examination of justice as a motivation is not new (e.g., 

Lemer and Meindl 1981). The justice motive is viewed as “an ought, a moral imperative 

for social life ... people are obliged to observe the norms of justice ... they are entitled to
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claim justice from other actors, organizations, state institutions, and so forth, not only for 

themselves but also for others” (Montada 2002). Justice may be described as a duty to 

act rather than an option of acting charitably (Montada 2002).

Equality has a longstanding relationship with the concept of justice. An early 

thinker on justice argues “equality for those who are equal, and not for all” (Aristotle 

1995, p. 103). A modem thinker describes the concept of ‘justice as fairness’ and as “the 

fundamental charter of a well-ordered human association” (Rawls 1971, p.5). Indeed, as 

a motivation type, justice is relevant, as “people prefer fairness even in situations where it 

decreases their own outcomes” (Blader and Tyler 2002, p.229). While these perspectives 

of justice clearly focus on others in a society using fairness and equality as evaluative 

criteria, the importance of cognition in theories of justice may be less apparent.

With respect to this point, Rawls (1971) pursues the Enlightenment tradition of 

rationality in determining what is just and argues “each person must decide by rational 

reflection what constitutes his good, that is, the system of ends which it is rational for him 

to pursue, so a group of persons must decide once and for all what is to count among 

them as just and unjust.” (p. 11). Although Rawls (1971) writes about group decisions to 

define justice, he highlights the salience of cognitive reflection in the process. 

Management scholars also acknowledge the importance of the thinking dimension in 

justice research (Tuan Pham and Avnet 2004, Schoefer and Ennew 2005). In the 

behavioural context, the role of cognition or rational thought with justice-oriented
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behaviour is an important distinction from altruistic behaviour that is motivated through 

an emotional process.

Rawls (1971) acknowledges that agreement on defining justice is not the only 

issue when he writes, “some measure of agreement in conceptions of justice is, however, 

not the only prerequisite for a viable human community. There are other fundamental 

social problems, in particular those of coordination, efficiency, and stability” (p.6). 

Following this, a link between social problems and the types of justice becomes apparent: 

distributive (i.e., coordination of outcomes), procedural (i.e., efficient means of 

distribution) and interactional (i.e., stability in the willingness of people to act on agreed 

rules).

To facilitate the distributive justice discussion about differences in perceptions of 

what is fair and unfair, Rawls (1971) provides substantive guidance through two 

principles that argue for equal rights to basic liberties and a distribution of inequalities 

structured so they can be to the advantage of everyone. From a procedural perspective, 

Rawls (1971) offers the veil of ignorance as a just process for determining a fair 

distribution of duties and benefits within a society. The process encourages the 

evaluation of ideas using only general considerations because people negotiate without 

knowledge of their place in society (Rawls 1971). The result is a negotiated contract that 

is broadly supported. While not identified as such, the interactional perspective of justice 

is highlighted as instrumental in Rawls’ (1971) theory of justice through the duties and 

obligations of individuals “to support and to further just institutions” (p.334).
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Management research embracing the theory of justice finds the three types of 

justice deepen our understanding of complaint handling (e.g., Tax, Brown and 

Chandtashekaran 1998; Maxham and Netemeyer 2003; Mattila and Cranage 2005), 

consumer privacy (e.g., Culnan and Bies 2003), negotiation (e.g., Pilluta and Mumighan 

1995), organizational composition (e.g., Richard and Kirby 1999), international 

subsidiary strategies (e.g., Taggert 1997), and entrepreneur-investor relationships (e.g., 

Sapienza and Korsgaard 1996). In addition, other studies explore aspects related to the 

notion of justice and provide evidence to show influences on sponsorship decisions (e.g., 

Apostolopoulou and Papadimitriou 2004) and gift purchases (e.g., Goodwin, Smith and 

Spiggle 1990, Rugimbana et al. 2003).

With respect to justice types, management research on distributive justice 

indicates it can play a role in various settings. For instance, research about distributive 

justice and complaint handling “focuses on the perceived fairness of the outcome of the 

service encounter” (Schoefer and Ennew 2005, p.262). Additionally, compensation and 

apology can have a direct influence on perceptions of what is fair in recovering from a 

customer service failure (Mattila and Cranage 2005). In another field, distributive justice 

plays a vital role by influencing the behaviour of negotiators through their perceptions of 

fairness.

For consumer goods, fair trade coffee provides a good example of distributive 

justice because the product represents a redistribution of outcomes. Linton, Chiayuan
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Liou and Shaw (2004) argue that fair trade efforts are geared to having consumers 

consider the welfare of coffee workers in their consumption decisions. Therefore, 

products can represent fairness or draw attention to unfair distributions of commercial 

exchange benefits. In the case o f fair trade coffee, consumers are being asked to pay a 

premium compared to other products as a means of addressing a distributive injustice.

Anholt (2005) disagrees with the basic premise behind fair trade coffee and 

suggests that the fair trade premium is representative of altruism. Anholt (2005) refers to 

the price differential as “a voluntary, ‘conscience’ tax” (p.151). Further, Anholt (2005) 

argues companies should move away from what he refers to as charity-based fair trade 

appeals into ones that emphasize added value. This perspective assumes consumers are 

purchasing fair trade coffee solely on the more emotional basis of charity and ignores or 

significantly underestimates the perceived value to consumers of exercising just 

behaviour. In the case of fair trade coffee, while consumers are asked to exhibit ‘just’ 

behaviour, they are also asked to purchase a product positioned on the cognitive side as 

better tasting through organic and shade grown beans that are selected, grown and 

processed with greater care. Therefore, the issue of altruism versus justice as a 

positioning and motivation is important to appeals related to products from LDCs.

Management research on procedural justice demonstrates the importance of 

process in the consumer or organizational context. For instance, Sapienza and Korsgaard 

(1996) show the relationship of entrepreneurs and investors can be influenced through a 

fair exchange of information. Alternatively, procedural justice is used to help describe
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different subsidiary strategies (Taggert 1997). Procedural justice in a management 

context refers “to fairness of policies and procedures, and fairness in the process or 

application of procedures” (Brashear, Brooks and Boles 2004, p.87). It is important for 

management scholars to make a distinction between procedural and distributive justice 

because there is evidence to show that consumers make this distinction (Saxby, Tat and 

Johansen 2000). The fair trade coffee example may be utilized again to illustrate that 

procedural justice, or the process behind the product, may be an important consideration 

to the consumer. In this case, the fair trade designation on coffee indicates that purchases 

are direct from small farmers, there are guaranteed price floors, credit is available to 

growers and the relationship between importers and growers is supported (Linton, 

Chiayuan Liou and Shaw 2004).

Interactional justice in the broader management literature refers to the way 

consumers are treated in exchanges (e.g., Schoefer and Ennew 2005). Some researchers 

have even separated the concept of justice into two components to reflect the roles of 

interpersonal and informational exchanges (Mattila and Cranage 2005). Extending 

Rawls’ (1971) theory of justice to interactional justice would broaden this understanding 

to include willingness or obligations to act. Indeed, Kim, Junyean Moon, and Tikoo 

(2004) examine the willingness of employees to engage in customer-oriented behaviour 

within a hospital environment. In this study, employees were more likely to engage in 

customer-oriented behaviour when there was a perceived distributional injustice (Kim, 

Junyean Moon, and Tikoo 2004). Similarly, obligations to act can also influence 

organizational decision making as evidenced by the reasoning offered by some corporate
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sponsors for their participation in a national sporting program (Apostolopoulou and 

Papadimitriou 2004). Therefore, obligation to a belief of what is fair or willingness to act 

in support of these beliefs can represent a significant motivation.

In the consumer context, authors demonstrate that a sense of obligation can 

influence the decision to purchase in gift giving situations (Goodwin, Smith, and Spiggle 

1990, Rugimbana et al., 2003). Service relationship scholars have also examined the 

influence of normative commitment in diminishing the switching behaviour of consumers 

(Fullerton 2006; Bansal, Irving, and Taylor 2004). Normative commitment represents the 

extent to which a consumer feels an obligation to remain a customer o f a particular 

company (Bansal, Irving, and Taylor 2004). While normative commitment has not 

received much attention in the literature (Fullerton 2006), its exploration has been limited 

to customer loyalty scenarios. Further, although normative commitment is not the same 

as justice, it demonstrates that obligation influences consumer behaviour.

Management literature has also provided evidence to suggest that justice can 

motivate people through a cognitive process. Schoefer and Ennew (2005) found that a 

cognitive process used to assess justice may be followed by an emotional reaction. 

However, it is important to note that an emotional response is distinct from an emotional 

stimulus. While altruistic behaviour relies on an emotional stimulus, justice based 

actions, feelings or thoughts require a cognitive stimulus. Further, Tuan Pham and Avnet

(2004) investigated differences between those motivated by what they ought to do (i.e. 

obligations, duties and responsibilities) versus those motivated by their ideal (i.e.,
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aspirations, hope and wishes). In this study, the authors illustrate that a relationship 

exists between ought goals and substantive, rather than affective, message evaluations 

(Tuan Pham and Avnet 2004). Both studies support distinguishing altruism from justice 

in a consumer context on the basis o f a cognitive emphasis.

While the feeling-thinking distinction between hedonism and utilitarian was 

discussed previously, this difference appears to have been ignored in the marketing 

literature. Recently, Hetsroni (2000) provides insight into three main types of 

promotional appeals by assessing the themes of advertisements aired in Israel from 1995- 

1997. Smallest space analysis, a statistical clustering technique, revealed three distinct 

classes, namely, hedonism, functionalism/utilitarianism, and altruism. Each of these 

groups contained several characteristics o f the advertisements that were aired. However, 

the researcher did not assess characteristics that reflect justice in the advertisements. 

Perhaps, by incorporating the central notions of justice as fairness and equality, Hetsroni 

(2000) may have uncovered justice as an additional approach.

Questions about what constitutes a justice appeal may be answered by examining 

the necessary criteria required for justice as a motivator. Batson (2002) describes the 

essential conditions to uncover evidence of justice motivation, specifically, (1) the clear 

identification of an injustice, (2) a response that is obviously about justice, and (3) 

existence of deliberation and the potential for public scrutiny. The three criteria are 

reflected in the preceding discussion and a justice appeal should do all three.
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To illustrate a justice appeal in practice, the following example is offered. 

TerraPass provides an annual pass to consumers who wish to offset the pollution they 

create through the use of an automobile. First, consumers are confronted with an 

injustice where detrimental environmental effects are occurring due to the use of their 

automobiles, yet there is no financial cost associated with these negative effects to 

manufacturers or users. Perhaps TerraPass’s appeal would be more clearly identified as a 

justice appeal by using the terms ‘equality’ or ‘fairness’. Second, consumers are asked to 

act justly by purchasing a pass that provides no other benefit than to offset their pollution 

generation. TerraPass requests a fee payment depending on the vehicle owned and usage. 

In exchange, the business invests the payment in non-fossil fuel power sources. 

However, purchasing a pass does not entitle the purchaser to an equity stake in these 

investments. To the consumer, the TerraPass is an expense associated with driving their 

car on the basis that it is the right thing to do and is fair to society. Third, the appeal 

encourages deliberation and social scrutiny. Cognition is emphasized in the overall 

appeal as the website does not rely on emotional stimulation to persuade buyers. The 

website provides potential customers with information and reasoning to support taking 

responsible action. Consumers also come under public scrutiny by placing a window 

decal and bumper sticker on their vehicle to communicate to others that they have taken 

action.

While measuring perceptions of justice appeals is desirable, the operationalization 

of this task may be quite difficult. It may be difficult because there are few studies 

exploring justice in the context of the purchase decision process. Broadening the search
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criteria to management literature yields little more with respect to measurement items 

disclosed in published papers. However, studies provide measures for procedural justice 

in the context of salesforce management (Brashear, Brooks and Boles 2004) and 

customer service (Saxby, Tat and Thompson 2000, Kim, Junyean Moon and Tikoo 2004). 

Overall, the design of a measurement instrument should account for the central ideas of 

justice as fairness and equality. In addition, Kim, Junyean Moon and Tikoo (2004) draw 

attention to the need to measure willingness of individuals to engage in action.

2.2.2.5 Summary

Motivations may be categorized into various types identified as hedonism, 

functionalism/utilitarianism and altruism. While there tends to be a distinction between 

individually oriented value sets into hedonism and functionalism/utilitarianism on the 

emotion/cognition aspect, there appears to be only one motivational state referring to the 

collectively minded (i.e. altruism), and it is an emotional one. This paper proposes that 

justice may represent a second other-oriented value set that is more appropriately aligned 

with cognitive processes. Drawing a distinction between justice and altruism in 

marketing literature seems not to have been done. This is particularly noticeable as some 

key aspects of justice have been included among the measures used to estimate altruism 

(e.g., Verplanken and Holland 2002).

2.2.3 Motivation Influence on Consumer Behaviour

Motivation may influence several aspects of consumer behaviour including the 

type of information used and the brands or products considered in the purchase situation.
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Motivation experienced by a consumer can also influence the type of information 

used in the decision-making process. Yang, Allenby and Fennel (2002) show that the 

selection of relevant information to consumers is based on their motivation state. This 

motivational state directs the consumer towards matching attributes of the product (Yang, 

Allenby and Fennel 2002). For example, a thirsty consumer will seek out a product that 

advertises its thirst quenching abilities.

Beyond assisting the selection of information types, motivation can impact the 

types of products or brands that are considered for purchase. Paulssen and Bagozzi

(2005) demonstrate that motivational goals can influence purchase decisions through the 

selection of product and related information. Consumers with a hedonistic goal in the 

fulfillment of purchase will consider very different brands from those considered by 

people with a utilitarian goal (Paulssen and Bagozzi 2005). Verplanken and Holland 

(2002) provide additional support demonstrating that products are more likely to be 

selected when they are perceived to be congruent with an individual’s central set of 

values (as motivators) and they are cognitively activated. Further, currently used 

products of a consumer are preferred by those concerned with safety and security rather 

than those focused on growth and development (Chemev 2004). Therefore, these 

findings are important to this study because products or brands considered in a purchase 

situation are partly determined by the resonance of the brand image with the consumer’s 

motivation.
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2.3 Promotional Appeals

The salience of motivation to understanding consumer behaviour has made it an 

important part of promotion appeals evaluation. Promotional appeals have been studied 

almost exclusively within the context of advertising. Appeals have been defined as the 

main idea or theme of a promotional message (Solomon et al., 2003). An alternative 

definition based on promotional goals states that an “appeal is a conscious attempt to 

motivate potential consumers toward some form of activity (such as gathering further 

information or purchasing) or to influence them to change their attitude or conception” 

(Hetsroni, 2000, p.58). The key aspects of these appeal definitions include message 

centrality, a purposeful existence, and attempts to stimulate a behavioural, attitudinal or 

perceptual outcome.

Appeals are found in all promotional media including print (Arthur and Quester, 

2004), Internet (Lohtia, Donthu and Hershberger 2003) and television (Olney, Holbrook 

and Batra 1991). Some media may be more effective than others for different types of 

appeals. For example, Royne Stafford and Day (1995) found radio advertisements 

influenced purchase intentions better than print advertisements for emotional and rational 

appeals. Appeals are important in marketing because they directly assist the advertiser 

with gaining attention, holding interest, stimulating desire and encouraging action. To be 

successful, an appeal should be relevant to the target audience.
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2.3.1 Types of Appeals

There are several different types of appeals utilized in promotional campaigns and 

some may result in better outcomes than others. For example, Royne Stafford and Day 

(1995) found that a cognitive appeal had a stronger influence on attitudes toward the 

promotion when compared to an emotional appeal. Olney, Holbrook and Batra (1991) 

generated a list of 35 appeals in their analysis of promotion effectiveness on television 

program viewing times. However, a more recent article summarizes the listing of appeals 

into 25 characteristics of advertisements based on nine previous studies (Hetsroni 2000). 

Hetsroni’s (2000) purpose was to aggregate appeals to the major themes presented in 

advertisements.

Table 2.6 contains general promotion appeals as summarized by Hetsroni (2000). 

The appeals are presented in three columns, namely, affective, neutral and cognitive. The 

general split of appeals into affect and cognition is found in the literature, for example, as 

either ‘feeling’ -  ‘thinking’ (Vaughan, 1980) or ‘emotional’ -  ‘rational’ (Royne Stafford 

and Day 1995). As a cautionary note, Vaughan (1980) suggests that ‘feeling’ and 

‘thinking’ exist on a continuum rather than being a dichotomous classification structure. 

Therefore, the placement of an appeal in the ‘affective’ or ‘feeling’ column should not 

lead to the inference that the appeal involves the same amount of emotion or feeling as 

another appeal in the same column. However, placement into this tabular format allows 

for grouping of appeals based on the accentuation of a key similarity.
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The separation of appeals in Table 2.6 into affective, cognitive and neutral 

categories reflects the frequencies with which the appeals appeared in 861 rational or 

emotional advertisements (Hetsroni, 2000). The classification is made by comparing 

appeal appearances in either emotional or cognitive advertisements to their total 

appearances in all advertisements. This classification indicates the fit o f the appeal with 

an affect or cognitive emphasis. While not utilized in the Hetsroni (2000) study, the 

neutral category captures those appeals that are equally found in rational and emotional 

advertisements.

T able  2 .6 T y pe s  o f  Pr o m o t io n  A ppeals

Affective (Feeling) Neutral Cognitive (Thinking)
Adventure
Beauty
Charity
Collectivism
Joy/happiness
Leisure
Patriotism
Popularity
Sex
Tradition 
Youthful Spirit

Courtesy
Competition
Family
Health
Individualistic

Convenience
Efficiency
Excellence
Modernization
Quality
Safety
Saving
Wealth
Wisdom

Source: Hetsroni, 2000

For a feelings example, adventure appeals are primarily affect appeals because 

they rely on emotional stimuli. Hetsroni (2000) describes adventure appeals as those 

when “the product is clearly associated with the exceptional boldness, bravery or taking 

risks more than in everyday life” (p.60). These types of appeals are more emotion-based 

because they tend to rely on messages o f pleasure, arousal of feelings or the creation of
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moods (Albers-Miller and Stafford 1999; Olney, Holbrook and Batra 1991). An 

adventure appeal may be used in promoting white water rafting in a local river system or 

encouraging the viewer to trek in the Himalayas by using powerful imagery that helps 

create a sense of excitement (emotional stimulation).

For a cognitive example, saving appeals represents an example of a thinking 

oriented appeal because they offer cognitive stimuli. These appeals are described as 

“stressing the low price of the product, mentioning discounts, free bonuses, gifts or 

special paying arrangements” (Hetsroni 2000). These appeals tend to be more cognitive 

in nature because the messages tend to rely on a rational stimulation using information in 

the message. In the case of saving appeals, the viewer must consider the price 

information in an assessment of product value.

An appeal was included in Hetsroni’s (2000) list based on the decision rule that 

the characteristic was studied in at least two of the reviewed publications. The author 

argues that this is a fair approach as it avoids undue influence of specific agendas in 

individual papers and provides a general list of promotional appeals. However, the 

aggregation seems to ignore several appeals that have garnered attention in the literature. 

Shock, fear, and guilt appeals are surprisingly absent from the Hetsroni (2000) summary 

of appeals.

A shock appeal is “one that deliberately, rather than inadvertently, startles and 

offends its audience” (Dahl, Frankenberger and Manchanda, 2003, p.268). Shock appeals
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differ from other appeals due to their extreme nature. For instance, sex appeals are 

described as those that contain nudity (Smith et al., 1995) but not all sex appeals would 

be classified as a shock appeal. By its very nature, shock appeals likely represent a small 

proportion of all advertisements. Otherwise, the ability of the appeal to shock the viewer 

would diminish.

While Hetsroni (2000) accounts for safety appeals, the study does not include fear 

appeals. Safety appeals portray a product as “safe to use and using it does not carry any 

harmful short-term or long-term effects” (Hetsroni 2000, p.60). A key aspect of the 

appeal is the demonstration of safety benefits from using the product. However, “a threat 

is an appeal to fear, a communication stimulus that attempts to evoke a fear response by 

showing some type of outcome that the audience (it is hoped) wants to avoid.” (LaTour 

and Rotfeld 1997, p.46). Fear appeals may be classified as affective appeals while a 

safety appeal is more cognitively oriented. “Fear is an emotional response to a threat that 

expresses, or at least implies, some sort of danger.” (Tanner, Hunt and Eppright 1991, 

p.36).

Guilt appeals are intended to make viewers of the advertisement feel guilty with 

“some feeling of failing at their own ideals or ethical principles” (Higie Coulter, Cotte 

and Lunt Moore 1999, p.288). Guilt is related to justice motivation as feelings of guilt 

may result from a discrepancy between the well-being of a person and the others in a 

society (Higie Coulter, Cotte and Lunt Moore 1999). These appeals are used regularly as 

evidenced in a survey of print advertisements that demonstrated guilt usage at around 5%
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(Huhmann and Brotherton 1997). On the feeling-thinking continuum, guilt appeals 

would be placed on the cognitive side despite the elicitation of an emotional response 

(Higie Coulter, Cotte and Lunt Moore 1999). Guilt appeals would first require a 

cognitive process to assess how current behaviour fails or passes in meeting a set of 

principles.

In summary, there are many appeals used by advertisers to persuade members of a 

target group into a particular action. Promotions may incorporate feeling, thinking or 

both approaches to encourage the desired behaviour.

2.3.2 Effectiveness of Appeals

The effectiveness of a promotional appeal is often determined by the extent to 

which it persuades individuals. This is merely a reflection of the definition of appeals 

offered earlier in this paper. Peter and Olsen (1994) define persuasion as referring “to 

changes in beliefs, attitudes and behavioural intentions caused by a promotional 

communication” (p. 195). This description of persuasion refers to the multi-component 

theory of attitudes that views attitude as having three components, namely, the cognitive 

component that “refers to the beliefs, judgments, or thoughts associated with an attitude 

object” (Drolet and Aaker 2002, p.60), the affective component that “refers to the 

feelings, emotions, or drives associated with an object” (Drolet and Aaker 2002, p.60) 

and the conative component, which “refers to the primary motivational or behavioural 

consequences of attitudes” (Drolet and Aaker 2002; p.60). Drolet and Aaker (2002) 

argue that when all three components are used simultaneously, the prediction of
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persuasion effectiveness will be better. Therefore, from an attitude perspective, theories 

of affect and cognition represent two distinct approaches to explain the influence of 

promotional appeals on consumer behaviour.

2.3.2.1 Emotion Theory

The effectiveness of emotional appeals is based on the notion that promotions 

containing an affective central characteristic are likely to evoke an emotional response 

(Aaker and Williams, 1998). Affect is a “central element in emotion theory; several 

theories view it as the process that mediates between stimulus perception and further 

emotional response” (Frijda 1999, p. 194). In promotion, Brown, Homer and Inman 

(1998) cite several papers to demonstrate emotions stimulated by advertisements can 

directly influence brand attitudes bypassing attribute beliefs. Further, ad-evoked 

emotion is more effective for stimulating hedonistic attitudes toward the advertisement 

while fact-based appeals are related to utilitarian attitudes (Olney, Holbrook and Batra 

1991). The emotional response and the emotionally influenced brand attitude are 

important because they are believed to influence a purchase decision or other consumer 

behaviour outcome.

A distinction can be drawn between the emotional stimulation of an advertisement 

and the emotion that is felt by the viewer (Aaker and Williams 1998). This distinction is 

important because an emotional response to an advertisement can occur with a cognitive 

appeal. The distinction between cognitive and emotional appeals seems to rest with the 

type of stimulus used. An emotional appeal should have both an emotional stimulus and
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an elicited emotional response. In addition, this distinction raises questions about salient 

measures for emotional appeals.

The emotional content is only one dimension important to the effectiveness of 

affective persuasion. Generally, emotion is seen as containing two dimensions: valence 

(degree) and action disposition (direction) (Frijda 1999). However, in the context of 

effective promotional appeals, Aaker and Williams (1998) suggest that message content, 

valence, level of arousal and the referent of focus are four salient dimensions. The 

content represents the type of emotion depicted in the promotion, the valence of the 

promotion refers to the extent that a viewer perceives the emotion as positive or negative, 

and the levels of arousal refer to the intensity of the emotion. Aaker and Williams (1998) 

argue for the inclusion of the fourth dimension - referent o f focus. They argue that 

people differ in their referral of emotion toward either internal attributes or towards other 

people’s feelings or attributes. Aaker and Williams (1998) tested the relevance of 

referent of focus from a cross-cultural perspective demonstrating ego-focused appeals 

influenced more positive attitudes for people in a collective culture while other-focused 

emotional appeals influenced more positive attitudes for people in an individualistic 

culture. While the results were counter to their expectations, the authors suggested the 

contrast between appeals and the culture led to a novelty effect that influenced results. 

Previous research has demonstrated new products can strengthen the positive relationship 

between the affective response and attitudes toward the product (Brown, Homer and 

Inman 1998).
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Emotion theory proposes that emotions are central to understanding how reactions 

are stimulated from promotional appeals. However, social psychologists acknowledge a 

significant role of cognitions in emotion centred theory. As a primary function, emotions 

can deepen a person’s attention and increase cognitions (Rosenhan et al. 1981). For 

instance, despite altruistic behaviour being viewed as emotion centric, the emotions 

associated with the behaviour “are often based, at least in part, on cognitions” (Eisenberg 

1986, p.4). In addition, appraisals (one aspect of emotion) involve some cognitive 

processing as a person considers something to be either positive or negative, determines 

what can be done about a situation/object and assesses the resources that can be 

employed (Frijda 1999). Further, “emotions may give rise to intense cognitive activities 

such as rumination ... intrusive thoughts ... and fantasy ... (extending) the duration of 

the processes, causing appraisals to extend and the emotions to feed on themselves” 

(Frijda 1999, p. 198). Therefore, while emotional content is the focus of emotion theory 

in promotional effectiveness, cognitions are also involved.

The existence of a theoretical overlap of cognition and emotion provides a basis 

for describing an appeal specific theory. The Protection Motivation Theory is an 

explanation for the effectiveness of promotional appeals. This theory relates in particular 

to the effectiveness of fear appeals. Fear appeals rely on a threatening message to invoke 

a fear response (LaTour and Rotfeld 1997). While this response is an emotional one 

(Arthur and Quester 2004; Laroche, Toffoli, Zhang and Pons 2001; Tanner, Hunt and 

Eppright 1991), the Protection Motivation Theory “states that cognitive appraisal 

processes, rather than emotion, mediate the choice of coping behaviour” (Arthur and
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Quester, 2004, 674). Rogers (1975) introduced the Protection Motivation Theory with 

three key components: severity o f threat, probability of occurrence, and efficacy of 

response. However, a fourth component, self-efficacy, was recently added to the theory 

representing consumers’ capability of performing the coping response (Arthur and 

Quester 2004).

The Protection Motivation Theory offers an explanation for how fear appeals 

affect consumer behaviour. Consumers are likely to follow an ordered process where the 

emotional response of fear "leads to processing of coping response and self-efficacy" 

(Tanner, Hunt and Eppright 1991, p.43). The theory is based on an expectancy-value 

formulation (means-ends) where “ the tendency to act in a particular fashion is said to be 

a function of the expectancy that the given act will be followed by some consequence and 

the value of the consequence” (Rogers 1975, p. 96).

2.3.2.2 Cognitive Theories

While emotion theory incorporates some cognition into the explanation of 

promotional appeal effectiveness, some theories rely more heavily on cognition for their 

explanations. The discussion of cognitive theories for appeal effectiveness includes 

situational theories and theories that account for both enduring and situational conditions. 

This distinction in the theories was made because this study is interested in those theories 

that explain consumer behaviour in the enduring context.
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Situational Theories

Situational theories rely on conditions in the environment to explain the 

effectiveness o f promotional appeals. The explanation offered by the Relevance- 

Accessibility Model for promotional appeal effectiveness is that promotional messages 

are most persuasive when they are relevant and available to the consumer (Baker and 

Lutz 2000). The theory employs two motivational constructs based on the Principle of 

Optimal Advertising Contribution, namely message involvement and brand response 

involvement. The message involvement refers to an individual’s motivation “to process 

information at the time of message exposure” (Baker and Lutz 2000, p.2) while brand 

response involvement refers to “consumers’ motivation to process information at the time 

of brand choice” (Baker and Lutz 2000, p.2).

There is some evidence to suggest that affect appeals work better when 

consumers’ motivation to deliberate during message exposure and brand choice is low 

(Baker and Lutz 2000). The effectiveness of affect appeals declines as the motivation to 

deliberate increases (Baker and Lutz 2000). Therefore, cognitions dominate when the 

motivation to deliberate during message exposure and brand choice is high. Additionally, 

comparative product information may be more effective when motivation to deliberate is 

high (Baker and Lutz 2000).

Enduring and Situational Theories

Few theories seem to rely solely on situation factors to explain promotional 

appeal effectiveness. Instead, appeal theories tend to embrace both situational and
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enduring conditions. There are three main theories found in the literature, namely, the 

Elaboration Likelihood Model, Congruence Theory and the Persuasion Knowledge 

Model.

Elaboration Likelihood Model

The main cognitive theory that has been adopted in consumer behaviour 

textbooks as the leading explanation for persuasion of communication is articulated 

through the Elaboration Likelihood Model (e.g., Hawkins, Best and Coney 2004). The 

Model uses dual mode cognitive processes that are employed by consumers where the 

selection of mode depends upon the level of involvement a consumer has with a product 

(Hawkins, Best and Coney 2004) or the product’s message (Lohtia, Donthu and 

Hershberger 2003). For a simple example, the cognitive process used in the purchase of 

an automobile should differ from the process employed for the purchase of a soft drink.

Higher levels of product involvement occur when the consumer believes 

significant consequences or outcomes will occur as a result of the consumption decision 

(Cacioppo and Petty 1984). Under a condition of high involvement, “people use ‘central 

route’ processing, meaning that they make a cognitive effort to evaluate statements or 

attend to claims or other message stimuli” (Lohtia, Donthu and Hershberger 2003, p.411). 

Alternatively, lower levels of product involvement occur when the consequences or 

outcomes of the consumption decision are perceived to be minimal (Cacioppo and Petty 

1984). Under a condition of low involvement, “people tend to use ‘peripheral route’ 

processing, meaning that they are engaged in more subconscious processing where they
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do not make an effort to attend to any specific message elements” (Lohtia, Donthu and 

Hershberger 2003, p.411).

Shavitt (1992) asserts that promotional appeals should be matched to product type 

in order to maximize the effectiveness of the promotional effort. Indeed, this assertion 

supports the formation of the FCB (Foote, Cone and B elding) Grid. This grid builds 

upon the role of involvement in consumer behaviour and includes a thinking-feeling axis 

and a high-low involvement axis (Vaughan 1980). The FCB Grid presents a match of 

high involvement products with thinking issues as informative appeals and with feeling 

importance as affective appeals. A match is also considered for low involvement 

products with thinking as habit-forming appeals and with feeling as self-satisfaction 

appeals.

Congruency Theory

The explanation of congruency theory also utilizes a matching principle to explain 

appeal effectiveness. The explanation resides with the relationship of the self-concept to 

brands and products (Hogg, Cox and Keeling 2000; Gifford 1997). The self-concept has 

many definitions but the term generally refers to the “ideas and feelings that [someone] 

has about [themselves] in relation to others in a socially determined frame of reference” 

(Onkvisit and Shaw 1987 p.14).

Congruency theory’s role in describing appeal effectiveness uses a matching 

principle between the nature of the product and the appeal type. Congruency theory
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explains this relationship by the application of cues to match aspects o f the product image 

to the image of the self (Johar and Sirgy 1991). Research has found evidence to support 

the importance of self-congruity for appeal effectiveness (Celuch and Slama 1995; Hong 

and Zinkhan 1995; Johar and Sirgy 1991).

In addition, another match is explained through functional congruity with a 

“match between the beliefs of product utilitarian attributes (performance related) and the 

audience’s referent attributes. The referent (e.g., ideal) attributes are the criteria used to 

evaluate the actual performance characteristics of the product” (Johar and Sirgy 1991, 

p.26). Indeed, Johar and Sirgy (1991) suggest a link exists between congruity and the 

Elaboration Likelihood Model where functional congruence represents the central route 

and self-congruity represents a peripheral route for promotional persuasion.

Persuasion Knowledge Model

The Persuasion Knowledge Model for understanding the effectiveness of 

promotional appeals takes an active reader perspective where the viewer of the 

advertisement plays an active role in the creation of meaning. “The Persuasion 

Knowledge Model ... outlines a theory of persuasion that acknowledges an active, 

thinking consumer whose overall goal is not necessarily to reject ads, or accept them, but 

to maintain control of the choice of how to respond to persuasion attempts” (Higie 

Coulter, Cotte and Lunt Moore 1999, p.290). There are three key components to this 

model, namely, topic knowledge, agent knowledge and persuasion knowledge. Topic 

knowledge refers to what the consumer knows or infers about the product in an
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advertisement, agent knowledge refers to the advertisement sponsor, and persuasion 

knowledge refers to tactics employed in the advertisement (Higie Coulter et al. 1999).

To explain consumer behaviour, this model demonstrates that consumers use their 

persuasion knowledge to form a perception of advertisement credibility and draw 

inferences about the manipulative intent of the sponsor (Higie Coulter et al. 1999). This 

is important in the context of a justice appeal because the product’s country must be seen 

as a credible source. Beliefs about credibility are modelled to influence emotions, 

attitude toward the advertisement and behavioural intentions (Higie Coulter et al. 1999). 

In other words, the model examines congruency between the representations made in 

advertisements and the responses of consumers. In the context of guilt appeals, the guilty 

feeling necessitates behaviour to relieve the sensation of guilt (Higie Coulter et al. 1999).

In summary, the Elaboration Likelihood Model appears to be a major cognitive 

theory for explaining the persuasion effectiveness of promotional appeals. However, 

there are other theories, models and frameworks that provide insight into situational 

influences and specific appeals. Further, emotional appeals may have a direct impact on 

consumer behaviour or indirectly through a cognitive process where the emotional 

response to an affect appeal is treated as a piece of information.

2.3.3 Assessing Appeal Effectiveness

Promotional appeals are generally intended to persuade individuals toward a 

perceptual, attitudinal or behavioural outcome. Appeals are the central message
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employed to bring about a behavioural action (or inaction in some cases). While studies 

examining the effectiveness of appeals may take different approaches to assessing 

performance in the context of persuasion (Frazer, Bartel Sheehan and Patti, 2002) many 

examine the behavioural intentions and attitudes reported by respondents.

Twenty-three recent articles on advertising appeal effectiveness were used to 

assess the measures used. Table 2.7 shows that 10 of 23 articles on appeal effectiveness 

utilized purchase (or action) intention to evaluate the persuasion effectiveness of the 

appeals. Purchase intentions are captured using different measures including 

likely/unlikely, probable/improbable and possible/impossible to purchase (Vincent and 

Dubinsky 2005; Ruiz and Sicilia 2004; Royne Stafford and Day 1995). Intentions to take 

other actions were measured with agree/disagree with taking an action (Arthur and 

Quester 2004). Intentions to purchase/action can be recorded as present intentions or 

projected intentions for some time in the future (Laroche et al. 2001).

Eleven studies explored appeal effectiveness through the evaluations that 

individuals made toward the advertisement (see Table 2.8). Within the content of these 

studies, there appears to be much variability in the measurement of attitudes toward the 

advertisement. There are 17 different items to record these attitudes reflecting beliefs 

about effectiveness and memorability to evaluative criteria including informative and 

positive. Liking/disliking the advertisement is the leading measure and is the only item 

found in five of the six publications that disclose measurement information. Evaluating 

the advertisement as good/bad is utilized in four publications while
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interesting/uninteresting is employed in three studies. Three measures are found in two 

articles including effective/ineffective, favourable/unfavourable and not 

irritating/irritating.
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Vincent and Dubinsky 2005 V Fear arousal, coping response
Ruiz and Sicilia 2004 V V V
Mowen, Harris and Bone 2004 Fear response
Arthur and Quester 2004 V
Lohtia, Donthu and Hershberger 2003 Click through rates
Lepkowska-White and Weinberger 2003 V V V
Dahl, Frankenberger and Manchanda 2003 Attention, recall, norm violation, recog.
Brunei and Nelson 2003 V
Drolet and Aaker 2002 V
Frazer, Bartel Sheehan and Patti 2002 AMA Ad Effectiveness Awards
Laroche et al. 2001 V V V Cognitive variables, fear arousal
Baker and Lutz 2000 V
Brunei and Nelson 2000 V
De Pelsmacker and Geuens 1999 V V V Advertisement related cognitions
Higie Coulter, Cotte and Lunt Moore 1999 V V
Aaker and Williams 1998 V V
Brown, Homer and Inman 1998 V V
LaTour and Rotfeld 1997 V V V
Zhang and Gelb 1996 V V V
Smith, Haugtvedt, Jadrich and Anton 1995 V V Cognitive responses
Hong and Zinkhan 1995 V V Brand memory
Royne Stafford and Day 1995 V V V Intention to recommend
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The evaluations made by individuals about the product or brand in advertisements 

was included in research by scholars somewhat more often than toward the 

advertisements themselves, as evidenced in the 12 of 23 studies from the last ten years 

(see Table 2.9). There are ten different measures used in recent publications that present 

information about the measurement methodology used to gather respondent attitudes 

towards the advertised product or brand. The leading measurement item is a good/bad 

evaluation of the product or brand, and the scale is found in all six articles. Additionally,
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the like/dislike item is present in four studies while favourable/unfavourab 1 e scale is 

found in three papers. Nice/not nice is used in two studies with the other measures used 

in only a single instance.
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g o o d V V V V
lik e V V V V
fa v o u r a b le V V V
n ic e V V
a ttr a ctiv e V
b e tte r  th a n  c o m p e t in g  b ra n d s V
w o r th y V
d e s ir a b le V
u s e fu l V
p o s it iv e V

Besides using attitudes and behavioural intentions, other studies use particular 

measures to explore additional aspects of appeals and their effectiveness of 

communication or persuasion. In three recent articles, brand choice was included as a 

measure. This approach can be beneficial by improving the accuracy of self-reporting 

research through taking measurement closer to the actual behaviour. For example, Ruiz 

and Sicilia (2004) asked respondents to select one of three brands based on the
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assumption that they would purchase immediately. Alternatively, Zhang and Gelb (1996) 

provided respondents with the two coupons providing a discount toward the purchase of 

their selected product.

Advertisement preference is another dependent variable used recently for an 

appeal assessment, not for a product/outcomes assessment. Brunei and Nelson (2003) 

asked respondents to identify which of two appeals were perceived to be the most 

persuasive. Brunei and Nelson (2000) also inquired about which of two appeals were 

better, appeals more to the respondent, will be more successful, will have better recall, is 

more traditional for the product type, is most persuasive, and would create a better image 

for the organization.

In summary, the primary dependent variables present in research on appeal 

effectiveness appear to include attitude toward the advertisement (likeable, good, 

interesting), attitude toward the product/brand (good, likeable, favourable, nice) and the 

intention to make a purchase (intend to purchase).

2.3.4 Importance of Appeal Context

The effectiveness of promotional appeals is dependent upon the context of their 

viewing. A variety of contextual reasons can affect the persuasion effectiveness by 

limiting or enhancing the appeal to the viewer. There are four main issues of contextual 

importance, namely, advertisement, product, individual and group contexts.
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Promotional appeal effectiveness can be moderated by the advertisement context 

including media, message order and message involvement. The media used by 

advertisers is believed to have a moderating effect on cognitive and affective outcomes to 

the message in the promotion (see Brown, Homer and Inman 1998). For instance, 

Chaiken and Eagly (1983) found that print advertisement appeal effectiveness is based on 

information in the message and product cognitions while the effectiveness of television 

advertising appeals is based on the communicator’s likeability. Despite the belief that 

medium can be a moderator on appeal effectiveness, Brown, Homer and Inman (1998) 

did not find support in their meta-analysis for this belief. The results do “not support the 

prediction of stronger feeling effects for television advertisements than for print 

advertisements” (Homer and Inman 1998, p. 120). Therefore, differences in appeal 

effectiveness over various media may be limited.

There is evidence to support that the order of a message in a group of promotions 

will impact the receipt of the message. The effects of order are referred to as primacy or 

recency effects. “Primacy is characterized by a greater persuasion consequence of the 

initial communication ... (while) recency effect occurs when the final communication has 

the greater consequence on persuasion” (Brunei and Nelson 2003, p.331). Many 

advertisers like to have the first spot in a string of commercials with the belief that 

primacy effects are stronger because viewer attention and memory are higher than later in 

the commercial run (Zhao 1997).
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Message involvement from a consumer behaviour perspective refers to the extent 

that a person engages in the decision-making process and considers information; it is 

typically discussed on a scale from high to low (e.g. Lohtia, Donthu and Hershberger 

2003). Involvement and promotional appeals are related through the ability o f the appeal 

to gamer attention or provide information, for instance, under conditions of high 

involvement, consumers are more likely to engage in information processing (Maclnnis, 

Moorman and Jaworski 1991). Involvement may also be viewed as either enduring or 

situational where enduring involvement refers to ongoing potential arousal for the 

individual while situational involvement refers to arousal in a given scenario 

(Fitzmaurice 2005).

Another view of promotion involvement presents two different types that engage 

the opposing sides of the human brain. This perspective of involvement is directly linked 

to the main types o f promotional appeals. Cognitive involvement refers to the left side of 

the brain that is “induced by utilitarian or cognitive motives” (Putrevu and Lord 1994, 

p.79). Affective involvement refers to the right side of the brain and is “derived from 

value-expressive or affective motives” (Putrevu and Lord 1994, p.79). Cline, Altsech 

and Kellaris (2003) provide some evidence to support this involvement by showing those 

with a need for cognition focus engage a thinking process oriented to the central message 

of the promotion while those with a high need for humour utilize a more emotional 

process and form favourable attitudes towards the promotion.
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Another possible moderating influence exists within the product context. Novelty 

and familiarity with the promoted product may also influence the effectiveness of 

promotional messages. Previous research provides evidence that affective appeals are 

likely to have stronger emotional reactions associated with novel brands or products (see 

Brown, Homer and Inman 1998). However, a meta-analysis by Brown, Homer and 

Inman (1998) found contrary results where a positive relationship between the feeling 

response and the attitude toward the promotion is stronger when the products are familiar. 

The authors suggest the promotions with familiar products are cueing affective memory 

from experience with previous promotions (Brown, Homer and Inman 1998). The meta

analysis also found the positive relationship between the feeling response and attitudes 

toward the brand is stronger when the product is novel rather than familiar (Brown, 

Homer and Inman 1998). Despite some mixed results, the authors seem to suggest that 

affective appeals are more effective for novel products than those that are familiar to the 

viewers. Further, the novelty of the appeal can bring a higher state of motivation for 

processing the promotional message.

The individual context can also moderate the promotion appeal effectiveness. In 

particular, gender represents a possibly important moderating issue. A study by Brunei 

and Nelson (2003) showed that females displayed the effects of primacy across appeal 

types while males exhibited more recency effects. However, the recency effects found 

for males decreases when they are exposed to a help-others oriented appeal (Brunei and 

Nelson 2003). Brunei and Nelson (2003) believe the gender differences to be based on 

distinct orientations to the world where females are more concerned with others than
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males. Within the context of the individual, gender may be an important moderator for 

appeal effectiveness. While personality can also influence the effectiveness of 

promotional appeals at the individual level, this construct was discussed previously in the 

paper.

Examining the effectiveness of appeals from a group context raises the potential 

influence of culture (e.g., Vincent and Dubinsky 2005; Frazer, Bartel Sheehan, and Patti 

2002; Laroche et al. 2001; Aaker and Williams 1998; Zhang and Gelb 1996) and social 

norms (e.g., Albers-Miller and Stafford 1999). This is important for this research 

because the results could be confounded by unanticipated cultural differences. Therefore, 

this research will exercise controls over large differences in culture among respondents.

In summary, the context of the appeal can influence the effectiveness of the 

persuasion attempt. While there are mixed results in many circumstances, researchers 

and practitioners need to acknowledge the possibility that some of these factors can affect 

their research or promotional outcomes.

2.3.5 Summary

Appeals refer to the central message of the promotion that is intended to persuade 

consumers toward some activity (perceptual, attitudinal or behavioural). Appeals are 

important because they assist marketers in gaining the attention of consumers. While 

there are several appeal types used in practice, they can be classified into those that 

emphasize emotional versus cognitive content. Indeed, theories have evolved to explain
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the effectiveness of appeals using both emotion and cognition. Several measures have 

been utilized in the literature to assess promotional appeal effectiveness, but they 

measure attitudes toward the promotion, attitudes toward the product/brand and purchase 

intentions/preference. The context of a promotional appeal may influence its 

effectiveness with consumers including variables in the context of the advertisement (i.e. 

media, message order, message involvement), product (i.e. novelty), individual (i.e. 

gender) and group (i.e. culture and norms).

2.4 Less Developed Countries and Branding

An exploration of country-based branding appeals requires a general 

understanding of country images. Country images are mental maps or knowledge 

structures related to countries (Jaffe and Nebenzahl 2001). Country images are “defined 

as the total of all descriptive, inferential and informational beliefs one has about a 

particular country” (Martin and Eroglu 1993, p. 193). Country image research originated 

in the study of countries but has branched out to explore the images associated with 

regions (e.g., Schweiger, Haubl and Friederes 1995) and cities (e.g., Mossberg and 

Kleppe 2005). Research on country image and product image has found that the image of 

any place may influence the image of a product.

There is a difference between image and identity. Brand identity is defined by as 

“a unique set of brand associations that the brand strategist aspires to create or maintain. 

These associations represent what the brand stands for and imply a promise to customers 

from the organization members” (Aaker 1996, p.68). The brand identity is viewed as the
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ideas that represent the product or service to the marketer while the brand image is held 

by consumers based upon their past experience with the product and marketers’ 

promotions (Meenaghan and Shipley 1999). A key distinction that is inferred from the 

definitions of brand and country images is that brands are managed images for products 

while country images exist even when ignored by a country’s marketers. However, the 

converse may also be true as country images can be managed to some degree while 

product images can exist beyond the intentions of marketers (e.g. Nike and unfair labour 

practices).

In a way similar to their use of brands, people use country images to assist in the 

processing of information and to aid in the formulation of purchase decisions (Kotler and 

Gertner 2002). Country image effects are described as the “impact that generalizations 

and perceptions about a country have on a person’s evaluations of the country’s products 

and/or brands.” (Nebenzahl, Jaffe and Lambert 1997 p.28). While the effects of country 

image are stronger in single cue research settings compared to multiple cue studies, 

country images remain important in multiple cue environments (Peterson and Jolibert 

1995). In the context of point of sale promotions, the country cue has been found to 

influence product judgements (Kiecker and Duhan 1992; Wall, Liefeld and Heslop 1991).

Beyond examining the influence of consumer decision-making, country image 

research has also explored the influence of these images on decisions relating to 

organizational buying (e.g. Heslop et al. 2004) and locations for investment (e.g. Wee, 

Lim and Tan 1993). Due to the importance of country images in the marketplace, policy
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makers must consider the images held by foreigners about their country and be cognizant 

of how the products they associate with their country impact those perceptions.

Country image is a maturing research area in the marketing discipline with current 

research efforts shifting from associative and descriptive efforts to ones aimed at 

confirming the modeling of theoretical concepts. Although early research conceived the 

country image construct as uni-dimensional (e.g. Erickson, Johansson, and Chao 1984) 

and product-centric (e.g. Han 1988), more recent publications generally embrace the 

construct’s distinctiveness and multi-dimensional nature. A key aim of country image 

theory is to explain the effect of these images through an understanding of attitudes. The 

cognitive, affective and conative aspects of attitude formation are represented through the 

beliefs about a country and its products (cognitive), the feelings towards the country and 

its products (affective), and behavioural intentions to purchase the country’s products, to 

visit the country, or to invest in the country (conative) (Heslop et al. 2004).

The cognitive component o f attitude formation is present in country image 

literature as reflecting the beliefs of a country and its people. As in Table 2.10, these 

beliefs may be best represented using two groups -  descriptive beliefs and competency 

beliefs (Heslop et al. 2004).
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T a b l e  2 .1 0  P C I  M e a s u r e s  f o r  C o u n t r y  C o g n i t i o n s

Beliefs About Country Beliefs A >out People
Descriptive Competence Descriptive Competence
Active in world affairs 
Admirable in world affairs 
Environmental protection 
Alignment with home 
country 
Quality of life 
Individual rights and 
freedoms 
Political stability 
Standard of living

Technically advanced 
Economic development 
Stability of economy 
Wealth

Friendliness
Proud
Trustworthy
Individualistic

Creative 
Well educated 
Industriousness 
Technically 
skilled 
Work ethic

Sources include: Manrai et al. 1998; Lee and Ganesh 1999; Knight and Calantone 2000; Parameswaran and 
Pisharodi 2002; Olsen and Olsson 2002; Orbaiz and Papadopoulos 2003; Heslop et al. 2004

Cognitions about products also appear in the PCI literature and are measured 

through several measures (see Table 2.11). The table presents the measurement items 

used in the literature as perceptions about inherent features, peripheral features, and 

evaluations of a country’s products.

T a ble  2.11 PCI M e a su r e s  f o r  Pr o d u c t  C o g nitio n s

Performance Descriptors Peripheral Features Evaluative Terms
Defects Advertised Attractive
Durable Availability Inexpensive
Innovative Easy to service Luxurious
Need repairs Features Original
Quality Informative ads Prestigious
Reliable Range of styles
Safety Sold worldwide
Technical Stylish
Workmanship Variety
Sources include: Lee and Ganesh 1999; Knight and Calantone 2000; Parameswaran and Pisharodi 2002; 
Olsen and Olsson 2002; Orbaiz and Papadopoulos 2003; Heslop et al. 2004
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The affective component of attitudes is represented in the PCI literature through 

two main constructs, which often include both affect and evaluative measures in their 

estimation (see Table 2.12). The evaluation of the country is modelled as related to the 

beliefs about the country and its people while the product evaluation construct is 

modelled as related to the competency beliefs about a country and its people (e.g. Heslop 

et al. 2004).

T a bl e  2.12 PCI M ea su r e s  fo r  A ffe c t  and  E v a l u a t io n

Country Prod ucts
Evaluation Affect Evaluation Affect
Culturally similar 
Economically similar 
Politically similar 
Ideal country

Likeable Other people like 
Value
Overall rating

Like 
Proud 
Satisfied 
Happy to buy

Sources include: Lee and Ganesh 1999; Parameswaran and Pisharodi 2002; Olsen and Olsson 2002; Orbaiz 
and Papadopoulos 2003; Heslop et al. 2004; Laroche et al. 2005

Two constructs also generally represent the conative component of attitude in PCI 

research -  desired country associations and product buying. The former include desire 

for closer ties with and more investment from the country (Laroche et al. 2005). While 

the desired country associations is a conative component of attitude, the terminal 

dependent variable tends to be related to the buying decision. Here, measures include 

intention to purchase (Parameswaran and Pisharodi 2002), willingness to buy (Orbaiz and 

Papadopoulos 2003; Heslop et al. 2004), and recommend to others (Lee and Ganesh 

1999).
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2.4.1 Image of Less Developed Countries and Their Products

Generally, developed countries (DCs) have more positive country images than 

countries with lower levels o f economic development (Tse and Gom 1992; Cordell 1992; 

Ahmed and d’Astous 1993; Chao 1993; Mohamad et al. 2000; Kaynak, Kucukemiroglu 

and Hyder 2000). Although some LDCs may have positive images for specific 

characteristics (e.g. tourism), they have less positive images as desirable sources for 

products and as high functioning countries, politically, economically and socially. 

Indeed, there is evidence to suggest that a developed country preference exists for both 

consumers and retail buyers (Heslop et al. 2004).

While a hierarchy of country images likely exists, the order and place of specific 

countries is undetermined. A complex order may be made with groups of countries 

(Manrai, Lascu and Manrai 1998) or individual countries (Gaedeke 1973). For instance, 

a recent study of Ghanaian consumers determined that country images influenced 

consumer perceptions of brands and their purchase preferences in favour of foreign 

brands (Yamoah 2005). In this recent study, Ghanaian consumers were asked about their 

perceptions and purchase preferences for rice from Ghana, Thailand, Japan and the 

United States. While Thai rice was preferred over the local Ghanaian rice despite the 

relatively poor status of both countries, Thailand has a higher level of national income 

compared to Ghana (World Bank 2006). However, differences in the alignment of 

images may also be rooted in cultural diversity, political climate and perceived similarity 

with the source country’s belief system (Bilkey and Nes 1982).
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Although less developed countries (LDCs) typically face the issue of having a 

negative country image in DC markets, LDCs are not without options for marketing 

success. Building on a grid developed by Jaffe and Nebenzahl (2001) examining 

strategic options for companies based on contrasting country and brand images, Figure 

2.3 presents possible marketing actions related to the country image situations facing 

LDCs. The two-by-two matrix is based on the axes of weak-to-strong product brand 

image and a negative-to-positive country image. The juncture of product brand image 

and country image is an important one because the perceptions of a product brand may be 

more malleable than the image of a country in the short term (Tse and Gom 1992).

The possibility of a positive country image for a LDC appears to be very low 

given the literature. However, a LDC may have positive aspects of its country image as a 

point of leverage. For instance, an opportunity exists for a LDC to export goods that 

utilize a positive raw material reputation (Bilkey and Nes 1982). Such a practice is found 

in the promotion of Colombian coffee in DC markets. In addition, positive country 

image aspects may yield initial positive impressions for a new brand (see Tse and Gom 

1992).
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F ig u r e  2.3 In te r sec t io n  o f  B r a n d  a nd  C o u n tr y  Im a g e s  f o r  L D C s

Positive Country Image

LDCs have an opportunity to export Emphasize positive aspects of country
manufactured goods that are aligned with a image (Bilkey and Nes 1982; Tse and Gom
current raw material reputation (Bilkey and 1992)
Nes 1982)
Positive initial impressions are associated
with a new brand from a favourable
country image (Tse and Gom 1992)
Leverage country image through a
government certification program (Choi
1992)

Weak Brand Strong Brand

Provide warranties (Bilkey and Nes 1982; Development and maintenance of a strong
Thorelli, Limand Ye 1989; Cordell 1992; brand because it can offset poor country
Jo, Nakamoto and Nelson 2003) images (Gaedeke 1973; Ahmed and
Leverage DCs retailer image (Bilkey and d’Astous 1993; Jo, Nakamoto and Nelson
Nes 1982; Thorelli, Limand Ye 1989) 2003)
Offer after sales service (Jo, Nakamoto and Decompose origin into location of design,
Nelson 2003) assembly and components to diminish
Encourage product experience (Tse and effect of a poor country image (Tse and
Gom 1992) Lee 1993)
Set lower prices (Tse and Gom 1992)
Focus production on lower risk goods
(Cordell 1992)
Produce components in an LDC and
assemble in a DC (Cordell 1992)

Negative Country Image

Source: adapted from Jaffe and Nebenzahl 2001

The bottom half of the matrix is the most relevant to LDCs as they face 

challenges associated with poor country images. The bottom right section represents a 

scenario where the country image is poor but the LDC possesses strong brands. For 

example, South Korea would currently fit in this quadrant as an LDC with a weak 

country image but a strong brand in the high technology brand LG. This is an 

advantageous situation because the development and maintenance of a strong brand can
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offset poor country images (Gaedeke 1973; Ahmed and d’Astous 1993; Jo, Nakamoto 

and Nelson 2003). However, this may be a difficult situation to realize because brand 

building can be very expensive. The approach may be more successful if  little is known 

about other products from the country, thereby reducing any potential negative halo 

effects. In addition, an option may exist to decompose the origin of manufacture into 

subgroups (e.g., country of design, assembly or components) with the opportunity to 

emphasize the contributions to the product from LDCs and build the country image over 

time. A decomposed negative country image with a strong global brand can lead to 

perceptions of good purchase value (Tse and Lee 1993).

Another dominant situation for LDCs is the perception that their brands are weak 

in the markets of DCs. The two options frequently mentioned in the literature suggest 

that offering a warranty or performance guarantee (Bilkey and Nes 1982); Thorelli, Lim, 

and Ye 1989; Cordell 1992; Jo, Nakamoto and Nelson 2003) and the leveraging of a 

prestigious/strong retail image (Bilkey and Nes 1982; Thorelli, Lim and Ye 1989). 

Research suggests negative images can be offset through post-purchase service (Jo, 

Nakamoto and Nelson 2003), product experience (Tse and Gom 1992), lower prices (Tse 

and Gom 1992), and a production emphasis (Cordell 1992). These options emphasize the 

enhancement of brand image, reduced risk, improved value, or better product experience.

Of the research summarized in Figure 2.3, LDC literature on branding appears to 

be missing an investigation into the effectiveness of different promotional appeals on 

consumers in developed countries. This information would deepen understanding of how

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



80

companies from LDCs can succeed in developed markets. Anholt (2005) argues that 

developing countries need to create their own brands and migrate their economic base 

from resource extraction to manufacturing and ultimately design. Indeed, success for 

some LDC brands in foreign markets has occurred and is documented in the literature. 

The success stories are representative of points across the product value spectrum from 

the low-end value segment (Dawar and Frost 1999) to the high-end prestigious segment 

(Anholt 2002; Irwin 2003).

Table 2.13 presents examples of LDC brands that are flourishing beyond their 

domestic boundaries and the strategies that propelled the brands to success. The typical 

path for LDC brands in DC markets is to begin by offering a low-end value product by 

exporting from its domestic manufacturing base and progressing towards a higher-end 

brand (Humphrey 2001). Some Korean firms, including, Samsung, Hyundai and LG, 

exemplify this brand building process. However, Choi (1992) argues this migration is the 

result of the Korean government’s intervention by providing a national certification and 

selection program that placed the country’s reputation in support of the products. The 

Korean government selected specific firms as ‘General Trading Companies’ and 

inspected their export products for quality. While the attractiveness o f this option 

increases with the strength of the reputation or image of the country, a country with a 

very weak image may encourage its companies to focus on brand development in low- 

end segments of DC markets (Kim 1995).
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T a b l e  2 .1 3  E x a m p l e s  o f  P r o d u c t  B r a n d s  f r o m  L e s s  D e v e l o p e d  C o u n t r i e s

Approach Authors Branding Activity
Low-end emphasis
Skoda (Czech Republic) Dawar and Frost 1999 Value position in 

Volkswagen line

Migration toward high-end
Acer (Taiwan)
Samsung (Korea)
Hyundai (Korea)
LG (Korea)
Bebe Bushh (Thailand)

Amine and Chao 2004 
Humphrey 2001 
Humphrey 2001 
Humphrey 2001 
Anholt 2002

Brand building 
Brand building 
Brand building 
Brand building 
Previously manufactured 
unbranded clothing for 
GAP and Calvin Klein

High-end penetration
Acer computers (Taiwan) 
DeBeers (South Africa) 
Urvashi perfume (India)

Amine and Chao 2004 
Irwin 2003 
Anholt 2002

Premium position in China 
Leading diamond provider 
Exotic image and sold 
through prestigious Paris 
retailers

Other
Jollibee Foods (Philippines) Dawar and Frost 1999 Cultural affiliation

While not all LDC brands change market position, the typical path for those that 

do migrate is an upward evolution from a low-end value product to high-end prestigious 

item. However, some brands can be successful by entering a DC market near the top of 

the product spectrum. For example, DeBeers from South Africa is very successful in the 

global diamond market (Irwin 2003) and Urvashi perfumes from India are sold 

exclusively through expensive Parisian shops (Anholt 2002). In both cases, the success 

of the premium positioning is rooted in the raw materials typically associated with the
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country (i.e., diamonds from South Africa and exotic spices from India). LDC 

companies must be cognizant of the influence of country images on their brands.

Indeed, Amine and Chao (2004) demonstrate that a company can exercise 

flexibility in its approach to foreign markets based on the perceived image of the 

company or the country. Acer entered the North American, Japanese and European 

markets with their products positioned at the lower end of the spectrum matching the 

country’s slogan “Taiwan: Your source for innovalue” (Amine and Chao 2004, p. 196). 

However, the company was able to position its products at the higher end of the spectrum 

when more recently entering the Chinese computer market because “Chinese consumers 

typically regard Acer’s products as having much better quality and great added value than 

those of domestic makers” (Amine and Chao 2004, p.202). Therefore, evolution of a 

company’s or country’s image may provide some flexibility in positioning strategies.

The interaction of images of products and countries is certainly important, 

perhaps never more important than in the context of agricultural products. Unfortunately, 

Papadopoulos (2004) points out that producers often perceive agricultural products as 

commodity products and marketing knowledge is less frequently applied when compared 

to industrial goods. Indeed, it can be quite difficult to hold share or position in the food 

market without actively branding in association with the producing country (Anholt 

2005). Despite the major challenges, some agricultural producers from developing 

countries have successfully branded their products, distinguishing them from other 

offerings in a previously perceived commodity market. For example, Colombian Coffee
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represents an exceptional success story of an agricultural commodity that is distinguished 

from its competition.

Research on appeal effectiveness and LDC appears to be absent from the 

literature. Despite promotional appeal effectiveness research exploring the influence of 

culture and studies exploring cross-national differences, few studies explore appeal 

effectiveness in the context of developing countries. Further, these studies (e.g., Laroche 

et al. 2001; Aaker and Williams 1998; Zhang and Gelb 1996) focus on cross-cultural 

influences on appeal effectiveness. An investigation of appeal effectiveness for products 

from LDCs is needed because their role in the global economy has increased in recent 

years and it may provide a basis for attracting consumers in developed countries to their 

products. However, they are still limited with providing low value, commodity products 

and this study may assist them in finding a way to offer higher value products.

2.4.2 Country Image and Individual Differences

The intersection of country image and individual differences includes studies on 

the influence of personality and the familiarity on the images o f products and countries. 

Research on personality and country images is limited and tends to examine a few central 

and surface level traits. Few papers explore the impact of cardinal traits on the role of 

country images in consumer behaviour. Central traits provide individuals with guidance 

to act in multiple situations but are not equivalent to the underlying cardinal traits. Self- 

and other-directed traits are among the central personality traits explored in country 

image literature.
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Self-oriented traits include self-monitoring, excellence, self-esteem and harm 

avoidance. In country image research, the evaluation process of a product can be affected 

by differences in self-monitoring. Self-monitoring refers to the extent an individual 

observes and regulates their behaviour in social situations (Dutta and Vanacker 2000). 

High self-monitors may use a country o f origin cue while low self-monitors may not use 

the information (DeBono and Rubin 1995). Further, Ahmed, d’Astous and Zouiten 

(1993) demonstrate that excellence (motivation toward a perfect outcome), self-esteem 

(self-confidence and concern about social risks) and harm avoidance (concern about 

risks) can all influence the effects of country images on brand and price perceptions.

Value orthodoxy represents an other-directed trait that is investigated in country 

image literature. Value orthodoxy refers to the conservative nature o f individuals 

(Ahmed, d’Astous and Zouiten 1993). Ahmed, d’Astous and Zouiten (1993) found only 

weak evidence that value orthodoxy influences the effects of country images. However, 

Nes (1981) discusses a related concept of dogmatism that is inversely related to a 

person’s preference for foreign products. While Ahmed, d’Astous and Zouiten (1993) 

included ethnocentrism in the definition of value orthodoxy, ethnocentrism is only one 

facet o f value orthodoxy.

Familiarity is another consideration that can impact product beliefs directly and 

positively (Heslop et al. 2004) or moderate the influence of country images on the buying 

behaviour of consumers (Han 1989). There are different ways to view familiarity,
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specifically, familiarity with a product category (Knight & Calantone 2000), with brands 

or products of the country (Heslop et al. 2004) and with the country itself (Erickson, 

Johansson and Chao 1984, Heslop et al. 2004). Evidence suggests that differences in 

country familiarity can influence the salience of country images where low country 

familiarity consumers are more likely to utilize country-of-origin cues (Lee and Ganesh 

1999). Further, consumers with moderate product or brand familiarity are less likely to 

use country information than high or low familiarity consumers (Lee and Ganesh 1999). 

Despite familiarity being a basis for drawing individual differences among consumers in 

the role of country images, familiarity is perhaps more rooted in situational differences 

among individuals than representing individual differences associated with personality.

2.4.3 Summary of Less Developed Countries and Country Branding

The images of countries affect the evaluation of products and the decisions 

consumers make. Despite the fact that images of less developed countries are generally 

less positive than developed countries, some brands from less developed countries have 

employed strategies to succeed in developed country markets. It appears that research on 

less developed country strategies excludes an assessment o f promotional appeal 

effectiveness for products from these countries. A typical path for LDC brand equity 

building is by moving upwards from a value position toward a more prestigious position. 

The influence of country images on consumer decision-making is an important 

consideration for marketers, and recent efforts strive to better understand the creation of 

successful country brands. However, these efforts have been focused mainly on
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developed country brands. Research on country images and personality demonstrates 

that some traits can help explain country image effects on consumers.

2.5 Summary of Literature

Extensive research exists in the areas o f personality, motivation and appeal 

effectiveness. The review of literature outlines major themes of relevance to this study. 

Figure 2.4 displays the research framework along with a list of supporting sources. The 

core of the framework indicates the link of personality and motivation to promotional 

appeal effectiveness. Motivations are derived, at least in part, from personality while 

appeal effectiveness is derived from the appeals tie with motivations needing fulfillment.

Personality research in marketing is generally based on trait theory and argues 

personality may be described through sets of traits described as cardinal, central and 

surface traits. The linkage of personality to motivation and through to appeal 

effectiveness implies that some traits may influence the relevance of certain motivational 

appeals. The two chevrons placed in parallel to the direction of this main pathway 

indicate that emotional or cognitive theories may be employed to explain the influence of 

personality and motivation on appeal effectiveness. To the left in the figure of the core 

framework rest two blocks representing factors that can influence the main linkage. The 

top block refers to country image and the bottom block refers to situational 

considerations. It is necessary to be aware o f these factors in order to control on them in 

the study of the main linkage.
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F ig u r e  2 .4 G ene r a l iz e d  R e se a r c h  Fr a m e w o r k

Cognitive
Theories
(10,17,24,
47,49,54,
64,77,85)

Affective
Theories
(2,8,15,32,

36,74,78,88)

Images o f Less Developed 
Countries (3,4,6,7,13,20,21,23, 
25,37,50,52,53,56,67,71,89,90,91)

Familiarity (33,41,44,57,61)

Country Image

Type:
•Hedonism (9,11,28,39,45,72,73,74,95) 
•Utilitarian (9,28,39,45,72,73,74,95) 
•Altruism (7,38,39,40,45,46,93) 
•Justice (12,14,63,68,81,92)

Motivation-Based Appeals

Conation
•Purchase intentions (8,26,47,49,59,60,62,79,80,94)

Evaluations
•Promotion (2,15,26,47,59,60,62,79,80,87,96) 
•Brand (2,15,26,30,49,59,60,62,79,80,87,96)

Appeal Effectiveness

Individual: ;
•Message Order (16,97) I
•Gender (16) 1
•Medium (15,18,48) j
•Novelty/Familiarity (15) j

. "Involvement (22,29,34,64L6_5jd)

Group:
•Social context (27) 
•Culture (2,5,8,35,59,94,96)

Situation

Cardinal Traits:
•Big 5 Factors (19,43,51,58,70)

Central Traits:
•Orientations (31,39,55,66,70,82) 
•View of Self (1,31,69,70,83) 
•Needs-based (55,69,70)

Surface Traits:
•e.g. complaint propensity (42)

Personality
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Note to Figure 2.4: Some Supporting Publications for the Research Framework
# Source # Source # Source

1 Aaker 1999 34 Fitsmaurice 2005 67 Mohamad et al. 2000

2 Aaker and Williams 1998 35 Frazer, Bartel Sheehan and Patti 2002 68 Montada 2002

3 Ahmed and d’Astous 1993 36 Frijda 1999 69 Mourali et al. 2005

4 Ahmed, d'Astous and Zouiten 1993 37 Gaedeke 1973 70 Mowen et al. 2004

5 Albers-Miller and Stafford 1999 38 Goodwin, Smith and Spiggle 1990 71 Nes 1981

6 Amine and Chao 2004 39 Gregory, Munch and Peterson 2002 72 O’Curry et al. 2001
7 Anholt 2002 40 Guy and Patton 1989 73 Okada 2005

8 Arthur and Quester 2004 41 Han 1989 74 Olneyetal. 1991

9 Babin, Darden and Grffin 1994 42 Harris and Morris 2001 75 Puri 1996

10 Baker and Lutz 2000 43 Harris and Mowen 2001 76 Putrevu and Lord 1994
11 Balabanis, Mueller and Melewar 2002 44 Heslop et al. 2004 77 Rogers 1975

12 Batson 2002 45 Hetsroni 2000 78 Rosenhan etal., 1981
13 Bilkey and Nes 1982 46 Hibbert, Hogg and Quinn 2005 79 Royne Stafford et al. 1995
14 Blader and Tyler 2002 47 Higie Coulter, Cotte and Lunt Moore 1999 80 Ruiz and Sicilia 2004
15 Brown, Homer and Inman 1998 48 Homer and Inman 1998 81 Schoefer and Ennew 2005

16 Brunei and Nelson 2003 49 Hong and Zinkhan 1995 82 Schwartz et al. 2002
17 Celuch and Slama 1995 50 Humphrey 2001 83 Shavitt 1989

18 Chaiken and Eagly 1983 51 Hunthausen et al. 2003 84 Shavitt 1992

19 Chang 2001 52 Irwin 2003 85 Sirgy and Johar 1992

20 Chao 1993 53 Jo, Nakamoto and Nelson 2003 86 Slama and Singley 1996
21 Choi 1992 54 Johar and Sirgy 1991 87 Smith etal. 1995

22 Cline, Altsech and Kellaris 2003 55 Jones and Lejuez 2005 88 Tanner et al. 1991

23 Cordell 1992 56 Kaynak, Kucukemiroglu and Hyder 2000 89 Thorelliet al. 1989

24 Dahl et al. 2003 57 Knight & Calantone 2000 90 Tse and Gorn 1992

25 Dawar and Frost 1999 58 LaBarbera, Weingard and Yorkston 1998 91 Tse and Lee 1993

26 De Pelsmacker and Geuens 1999 59 Laroche et al. 2001 92 Tuan Pham et al. 2004

27 DeBono and Rubin 1995 60 LaTour and Rotfeld 1997 93 Verplanken et al. 2002

28 Dhar and Wertenbroch 2000 61 Lee and Ganesh 1999 94 Vincent and Dubinsky 2005

29 Dholakia 2001 62 Lepkowska-White and Weinberger 2003 95 Voss et al. 2003

30 Drolet and Aaker 2002 63 Lerner and Meindl 1981 96 Zhang and Gelb 1996

31 Dutta and Vanacker 2000 64 Lohtia, Donthu and Hershberger 2003 97 Zhao 1997

32 Eisenberg 1986 65 Maclnnis, Moorman and Jaworski 1991

33 Erickson, Johansson and Chao 1984 66 Mcdonald and Jacobs 1992

The figure illustrates points of interaction among the research areas. The 

literature review highlights two major gaps that do not appear to be addressed. First, 

marketing literature does not make a distinction in other-oriented motivational appeals 

along the feeling-thinking continuum. Despite discussion in the psychology literature of
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a cognitive, other-oriented justice motivation, the motivation type does not appear to have 

captured the attention o f marketing scholars. Second, research on country images and the 

effectiveness of promotional appeals has ignored the context of images o f LDC. In the 

limited research on promotional appeal effectiveness of products from LDCs, the studies 

do not explore the influence of the country cue on consumer perceptions and outcomes.
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3 RESEARCH OBJECTIVES AND HYPOTHESES

The identification of gaps in the literature highlights opportunities for research. 

The research explores two gaps in knowledge: (1) a possible distinction between other- 

oriented appeals using the feeling-thinking continuum and (2) the role of developing 

country images in the effectiveness of motivation-based promotional appeals. These gaps 

are addressed within the context o f personality type (inner-other directedness) and 

product type (hedonic and utilitarian).

Gap 1 : A distinction in other-oriented motivational appeals along the feeling-thinking 

continuum

As illustrated in the literature review, a gap in knowledge becomes apparent at the 

intersection of personality and motivation. In motivational appeal research, Hetsroni 

(2000) demonstrates that major themes used in promotions may be categorized into 

hedonic, utilitarian and altruism appeals types. However, the current conception of 

altruism as the sole representation of other-oriented motivations ignores the possibility 

that the distinction found between hedonic and utilitarian motivations based on the 

feeling-thinking continuum can also be applied to other-oriented appeals. The feeling- 

thinking continuum is a relevant consideration for this study because it is often applied to 

the assessments of appeal effectiveness (e.g. Vaughan 1980; Royne Stafford and Day

1995).
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While Anholt (2005) argues other-oriented appeals diminish consumer 

perceptions of product value because marketers rely on charity appeals, an other-oriented 

appeal rooted in cognitive reasoning may enhance the perceived value of the product. 

Product value perceptions may be augmented by the additional benefits that accrue 

through the purchase of a product using a cognitive based, other-oriented justice appeal 

(i.e. fairness, equity) by fulfilling a consumer’s sense of social obligation. In addition, 

higher perceived value may also be associated with higher evaluations of products.

A relationship between the type of appeal and its effectiveness in persuading 

consumers is expected based on emotion and cognition theories. Emotion theory predicts 

that emotion-based promotions work better for hedonic than for utilitarian motivations 

(Olney, Holbrook and Batra 1991) whereas cognition appeals work better for utilitarian 

motivations. From a cognitive theory perspective, the Elaboration Likelihood Model 

suggests that a cognition-based promotional appeal would be more suitable in situations 

where higher levels of involvement exist. In this study, the level of involvement is being 

held constant through the selection of product types to control for this effect. It is 

expected that the four appeal types will result in different levels of appeal effectiveness. 

Therefore,

Hypothesis la: Outcomes (i.e. overall evaluations o f products and 
promotions and purchase intentions) will be different fo r  the four appeal 
types (hedonism, utilitarianism, altruism and justice).

In marketing research exploring personality, social orientation can be a means to 

assess individual differences in behaviour (Gregory, Munch and Peterson 2002; Dutta
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and Vanacker 2000; McDonald and Jacobs 1992). Specifically, the inner-other 

directedness trait refers to the propensity of people to emphasize themselves and their 

interests versus society and societal interests. Research has already determined that a 

person’s social orientation is relevant to an assessment of promotional appeal 

effectiveness (Brunei and Nelson 2000; Aaker and Williams 1998; Zhang and Gelb

1996).

Further, the feeling-thinking continuum may also be relevant to product 

perceptions, particularly when considering the inner-other directedness trait of 

individuals and its relationship to the persuasion of motivation-based appeals. In general, 

a match between the central message of a promotion representing the motivation driving 

the consumer toward fulfillment of their unmet needs and the social orientation of the 

consumer is expected to improve the effectiveness of promotions. The proposed 

hypothesis lb is intended to test the validity of the position that justice is an effective 

promotional appeal type for LDCs’ products for other-oriented individuals. In addition, 

hypothesis lc  is intended to test that inner-oriented appeals lead to higher outcomes for 

inner-directed individuals compared to other-directed people. Therefore,

Appeal and Personality Match:

Hypothesis lb: Outcomes (i.e. overall evaluations o f products and 
promotions and purchase intentions) fo r  other-directed subjects will be 
higher fo r  other-oriented appeals (i.e. altruism and justice appeals) than fo r  
self-oriented appeals (i.e. hedonism and utilitarianism appeals).

Hypothesis lc: Outcomes (i.e. overall evaluations o f products and 
promotions and purchase intentions) fo r  inner-directed subjects will be
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higher fo r  self-oriented appeals (i.e. hedonism and utilitarianism appeals) 
than fo r  other-oriented appeals (i.e. altruism and justice appeals).

Additionally, a match of product type and the feeling-thinking continuum may 

predict differences in response outcomes. For other-directed individuals, the influence 

may result from a matching of the cognitive versus emotion emphasis. The informative 

and thinking-based other-oriented justice appeal may lead to higher response outcomes 

with products that are more utilitarian oriented for other-directed individuals. Similarly, 

the more emotion-based altruistic appeal may lead to higher response outcomes with 

products that are more hedonic for other directed individuals. For inner-directed 

individuals, the influence of appeal type, personality and product type on promotional 

effectiveness outcomes may result from a match between appeal type and product type. 

The utilitarian appeal will resonate better with the utilitarian product rather than the 

hedonic product for inner-directed individuals. Similarly, the hedonic appeal will lead to 

higher outcomes for the hedonic product for inner-directed individuals. Therefore,

Appeal. Personality and Product Type Match:

Hypothesis Id: Outcomes (i.e. overall evaluations o f products and
promotions and purchase intentions) fo r  other-directed subjects with
utilitarian products will be higher fo r  justice appeals than fo r  altruism 
appeals.

Hypothesis le: Outcomes (i.e. overall evaluations o f products and
promotions and purchase intentions) fo r  other-directed subjects with
hedonic products will be higher fo r  altruistic appeals than fo r  justice 
appeals.

Hypothesis If: Outcomes (i.e. overall evaluations o f products and
promotions and purchase intentions) fo r  inner-directed subjects with

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



94

utilitarian products will be higher fo r  utilitarian appeals than fo r  hedonic 
appeals.

Hypothesis Ig: Outcomes (i.e. overall evaluations o f  products and 
promotions and purchase intentions) fo r  inner-directed subjects with 
hedonic products will be higher for hedonic appeals than fo r  utilitarian 
appeals.

This series of hypotheses is graphically represented in a simple model of appeal 

effects shown in Figure 3.1. The figure presents only the relationship between appeal 

type and promotional effectiveness in the context of personality and product type. 

Further development of the model will be presented to address the second research gap.

F ig u r e  3.1 Sim ple  M o del  o f  A ppea l  E ffe c ts

Product Type

Personality

Promotion
EffectivenessAppeal

Gap 2: Relationship of Less Developed Country (LDC) images with motivation-based 

promotional appeals

In order to study the role of country images in promotional appeal effectiveness, 

two additional relationships need to be established besides hypothesis 1 series (linking
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appeal to promotional effectiveness outcomes). First, the relationship of country image 

to promotional appeal effectiveness outcomes needs to be assessed. Earlier research has 

noted the relationship of country image to purchase intentions and product evaluations. 

In the context of this study of promotional appeals, the relationship of country image to 

promotional appeal evaluation is also postulated. Second, the relationship of promotional 

appeal to country image is also required. The hypothesis concerns whether the appeal 

type affects country image.

The direct linkage of the images of LDC’s to the effectiveness of promotional 

appeals has been largely ignored by the literature. To date, exploration of appeal 

effectiveness has focused on research in developed countries. LDCs with the desire to 

manage the image of their countries and their products have little guidance on which to 

base their policy or branding decisions. The country image literature suggests that the 

image of countries can influence the evaluation of the country’s products and purchase 

intentions (Heslop et al. 2004). However, there does not appear to be any country image 

research that explores the image of a country in the context of promotional appeals and 

the evaluation of the promotional appeal. It is expected that differences in country image 

will be associated with different levels of product and promotion evaluation.

Hypothesis 2a: Outcomes (i.e. overall evaluations ofproducts and promotions and 
purchase intentions) will differ based on differences in country image perceptions 
(character and competence).
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Country images have been found to include beliefs about the competencies of the 

country and people as producers of products and also general images about the character 

of the people and the political and social character of the country (Heslop et al. 2004). 

Therefore, Figure 3.2 presents a model of country image effects on promotional 

effectiveness outcomes indicating the two main dimensions of country image. This 

model is situated in the context of the inner-other-directedness personality trait and 

product type.

F ig ur e  3.2 M o d e l  o f  C o u n tr y  Im ag e  E ffe c ts

Product Type

Personality Hypothesis 2 
Series

Country Image Promotion
EffectivenessCharacter Competenci

J

Similar to the hypothesis 1 series, a match between country image dimensions, 

product type and personality trait is expected to result in more favourable promotional 

effectiveness outcome ratings. For instance, inner-directed individuals with higher 

perceptions of country and people competence will have higher promotional effectiveness 

outcome responses. This is expected because those who are high in inner-directedness 

will value competency beliefs of the country and people for what they can deliver in 

products for themselves. Although other-directed individuals will also perceive country 

and people competencies to be important, they will assess character perceptions of the
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country and people to be more important because they are concerned about others as 

individuals distinct from their productive capabilities. Therefore,

Personality and Country Image Match:

Hypothesis 2b: Outcomes (i.e. overall evaluations ofproducts and promotions and 
purchase intentions) fo r  inner-directed subjects will be higher when perceptions o f  
country and people competencies are higher.

Hypothesis 2c: Outcomes (i.e. overall evaluations o f products and promotions and 
purchase intentions) fo r  other-directed subjects will be higher when perceptions o f  
country and people character are higher.

Additionally, Using the feeling-thinking continuum may help to explain potential 

differences in promotional effectiveness outcomes between inner- and other-directed 

individuals, product type and country image. Utilitarian products align with the cognition 

side of the continuum while hedonic products align with the emotion side. This 

distinction would guide the application of country and people competence beliefs with a 

utilitarian product while the use of country and people character beliefs may fit better 

with a hedonic product. In addition, inner-directed individuals may be more likely to 

utilize country and people competency perceptions, while other-directed individuals may 

find country and people character perceptions to be more important. Therefore,

Personality. Country Image and Product Type Match:

Hypothesis 2d: Outcomes (i.e. overall evaluations o f products and 
promotions and purchase intentions) fo r  other-directed subjects with 
utilitarian products will be higher when country and people competencies 
are perceived to be high.
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Hypothesis 2e: Outcomes (i.e. overall evaluations o f  products and
promotions and purchase intentions) fo r  other-directed subjects with
hedonic products will be higher when country or people character is 
perceived to be high.

Hypothesis 2f: Outcomes (i.e. overall evaluations o f products and
promotions and purchase intentions) fo r  inner-directed subjects with
utilitarian products will be higher when country and people competencies 
are perceived to be high.

Hypothesis 2g: Outcomes (i.e. overall evaluations o f products and
promotions and purchase intentions) fo r  inner-directed subjects with
hedonic products will be higher when country or people character is 
perceived to be high.

Images of a country are complex and are based upon several sources of 

information and experiences. It is conceivable that country images can be influenced by 

the message presented in a promotion particularly when familiarity with the country, its 

people and its products is low. This low consumer familiarity is likely in the situation for 

LDCs in a developed market. Therefore, promotion appeal types may result in 

differential perceptions of the stimulus countries. Figure 3.3 present the graphical 

representation of the relationship between appeal type and country image. While 

hypothesis 1 series examines the relationship of appeal type to promotion effectiveness in 

the context of personality and product type, the relationship between appeal type and 

country image need to be considered. It is expected that the four appeals will result in 

differences in country image.

Hypothesis 3a: Country image perceptions (character and competence) will be 
different fo r  the four appeal types (hedonism, utilitarianism, altruism and justice).
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99

Product Type

Personality
Hypothesis 

3 Series Country Image
Appeal Character Competenci

The personality of consumers may help explain differential responses to various 

motivational appeals. Social orientation was previously discussed as a means to assess 

individual differences in behaviour through inner-other directedness (Gregory, Munch 

and Peterson 2002; Dutta and Vanacker 2000; MacDonald and Jacobs 1992). In general, 

a match between the central message of a promotion and the social orientation of the 

consumer is expected to improve the country image dimensions. Therefore,

Appeal and Personality Match:

Hypothesis 3b: Country image dimensions fo r  other-directed subjects will be
higher fo r  other-oriented appeals (i.e. altruism and justice appeals) than fo r  self
oriented appeals (i.e. hedonism and utilitarianism appeals).

Hypothesis 3c: Country image dimensions fo r  inner-directed subjects will be higher 
fo r  self-oriented appeals (i.e. hedonism and utilitarianism appeals) than for other- 
oriented appeals (i.e. altruism and justice appeals).

Similar to the hypothesis 1 series, a match of the product type with the feeling- 

thinking continuum may influence country images. For other-directed individuals, the 

influence is expected to be stronger when there is a match between the appeal type and
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product type based on cognition versus emotion emphasis. The informative and thinking- 

based, other-oriented justice appeal may lead to higher country image dimension 

responses with products that are more cognition-based for those who are more other- 

directed. Similarly, the emotion-based, other-oriented altruism appeal may lead to higher 

country image dimension responses with the more emotional product for other-directed 

individuals. For inner-directed individuals, a match between the appeal type and product 

type is expected to influence the country image dimension responses. Utilitarian appeals 

are expected to resonate better with the utilitarian product type for those who are more 

inner-directed. Similarly, hedonic appeals with hedonic products may lead to better 

country image dimension responses for inner-directed individuals. Therefore, four 

possible matching situations emerge as outlined below.

Appeal. Personality and Product Type Match:

Hypothesis 3d: Country image dimensions fo r  other-directed subjects with 
utilitarian products will be higher fo r  justice appeals than for altruism 
appeals.

Hypothesis 3e: Country image dimensions fo r  other-directed subjects with 
hedonic products will be higher for altruistic appeals than fo r  justice 
appeals.

Hypothesis 3f: Country image dimensions fo r  inner-directed subjects with 
utilitarian products will be higher for utilitarian appeals than for hedonic 
appeals.

Hypothesis 3g: Country image dimensions fo r  inner-directed subjects with 
hedonic products will be higher for hedonic appeals than for utilitarian 
appeals.
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Testing of Two Models for Appeal. Country Image, and Promotion Effectiveness:

Hypotheses 1,2 and 3 series outline postulated binary relationships in the 

investigation of appeal type, country image and promotion effectiveness in the context of 

personality and product type. Once these relationships are established, the form of these 

relationships needs to be explored. The following discussion presents two alternative 

models of these relationships.

If the relationships are established as postulated in hypotheses 1 and 3 series, then 

there is evidence to suggest that the appeal effects can be represented with a bifurcated 

model (see Figure 3.4). This model o f appeal effects shows that appeals have a direct 

influence on the promotional appeal effectiveness outcomes (hypothesis 1 series). The 

model also displays a parallel direct influence of appeal type on country image 

(hypothesis 3 series). While the model shows direct appeal effects on two variables, 

these effects are considered separate in this model.

However, the bifurcated model may not provide a holistic explanation. The 

investigation of hypothesis 2 series may provide evidence that an alternative explanation 

is required (see Figure 3.5). The model is an alternative approach to the bifurcated model 

that integrates the country image effects on promotion effectiveness (hypothesis 2 series). 

It presents an indirect relationship of appeal type to promotion effectiveness, mediated by 

country image within the context of personality and product type.
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Product Type

Personality
Hypothesis 

3 Series Country Image
Appeal Character Competenci

Hypothesis 
1 Series

Promotion
Effectiveness

F ig u r e  3 .5 A  C hain  M o d e l  o f  A p pe a l  E ffe c ts  - C o u n tr y  Im a g e  a s  an

In t e r v e n in g  V ariable

Product Type

Personality Hypothesis 
4 Series

Country Image Promotion
EffectivenessAppeal C haracter Competenci

While the bifurcated model is tested using hypotheses 1 and 3 series, the chain 

model necessitates an additional hypothesis that considers the integrated relationship. 

Hypothesis 2 series examines only a piece of the chain model from country image to 

promotion effectiveness. However, the previous hypotheses provide for a base of
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knowledge. Hypothesis 2 series will test whether a relationship exists between country 

image and promotion effectiveness and hypothesis 3 series will establish whether a 

relationship exists between appeal type and country image. Therefore, the final 

hypothesis is stated to reflect the possible intervening role of country image as the only 

remaining piece in the model.

Hypothesis 4: The relationship between appeal type and promotional appeal 
effectiveness outcomes (i.e. overall evaluations o f products and promotions 
and purchase intentions) is mediated by country image (i.e. country and 
people competencies and country and people character)
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4 RESEARCH METHODOLOGY

The research methodology chapter outlines the approach of the project including 

the research framework, research design, the measurement instrument, sampling 

methodology and data collection, and data analysis.

4.1 Research Framework

While the research is designed to explore two gaps in the literature, Figure 4.1 

illustrates the interaction of all relevant areas for this study. It is based on the summary 

of literature previously discussed but contains only those aspects that will be measured or 

controlled for in the study. The hypotheses include all but four variables indicated in the 

framework. The four variables not discussed in the hypotheses are variables of interest to 

the research but do not represent the primary directive. For instance, familiarity of 

respondents with the stimulus country is another variable that was recorded but did not 

receive discussion in the hypothesis section. This information was gathered to assist, if 

necessary, in understanding potential differences in response to the stimulus countries. 

Different levels of country familiarity are known to affect the use of country information 

in the decision making process. Similarly, the gender of the subject was recorded to 

explore the possibility that gender differences are associated with differences in 

responses.
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F ig u r e  4.1 R e se a r c h  Fr a m e w o r k  fo r  LDC Pr o m o tio n a l  A ppea l

E f fe c t iv e n e ss

CO

Country Image
• LDCs
• Familiarity

Personality
Central Traits:

• Inner-other directedness
• Self-Monitoring

Situation
Individual:

• Gender
• Complexity 

Group:
• Culture

Motivation-Based Appeals
• Hedonism
• Utilitarianism
• Altruism
• Justice

Appeal Effectiveness
Evaluations:

• Promotion
• Product 

Conation:
• Purchase intentions

In addition, product complexity may influence the effectiveness of appeals but is 

not explored in this study. Instead, product complexity is controlled in the design. 

Products with medium complexity were used in the study. The selection of these 

products is discussed in the research design section. Finally, research on appeal 

effectiveness has demonstrated that culture of consumers can affect responses. There is a 

concern that a large number of respondents who are international visitors, especially from 

LDC’s, could unknowingly confound the research. In addition, they are not considered 

the target market for this research. Therefore, international students were not included in 

the sample to provide some limitation to the effects of culture.
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4.2 Research Design

In order to study the interaction of appeal types and personality on country image 

and appeal effectiveness, an experimental design was chosen. The experiment was 

designed to incorporate the four appeal types with replication across two countries and 

two products as a 2x2x4 design (two stimulus countries, two products, and four 

promotional appeal types). Participants were asked to respond to one promotional tag 

that provided one of four different appeal types containing only one of the two countries 

and products. The inner-other directedness personality trait is a between-subjects 

covariate. The data collection included a questionnaire that had four parts: (1) a 

personality measure, (2) measures about country, people and product beliefs, 

feelings/evaluations, and receptivity, (3) response measures to the experimental appeal, 

and (4) demographic questions. The following sections detail the design including the 

country selection, product selection, promotional appeal design and questionnaire design.

4.2.1 Stimulus Country Selection Process

The framework for selecting the stimulus countries was guided by two principles 

of country characteristics -  need and capability. The countries selected in the study must 

have an underlying economic need that is not too great or too little. Each extreme 

situation carries its own risk to the perception of credible need. While a need for help 

must exist, selected countries must also have the capabilities to benefit from consumer 

support of their products and the capacity to produce some consumer products of value.
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These capabilities are rooted in the economic, social and political foundations of the 

country.

Although a country’s capabilities may be useful for classifying a country as 

developing or developed, the United Nations acknowledges that there is no established 

process for designating which countries are developed and which are developing. 

However, it argues “in common practice, Japan in Asia, Canada and the United Sates in 

northern America, Australia and New Zealand in Oceania and Europe are considered 

developed regions” (United Nations 2006). Additionally, the OECD (2006) refers to 

international trade statistics that tend to categorize Southern African Customs Union 

countries (including South Africa, Botswana, Lesotho, Namibia and Swaziland) and 

Israel as developed, while Eastern European countries are not classified as either 

developed or developing.

The criteria applied in the selection of stimulus countries coincides with the desire 

to study appeal effectiveness in the context of developing countries while excluding those 

countries identified as the poorest in the world. Arguably, these latter countries may need 

the most assistance in bettering their global position. However, issues facing these 

countries (i.e. political and economic instability; social infrastructure) will severely 

impact the effectiveness of promotional appeals. Anholt (2005) argues that branding 

appeals will not work for least developed countries because certain conditions are 

required to deliver on the promises made by major exporting brands (e.g., manufacturing 

standards, legal and financial systems, information infrastructure, stable government). In
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addition, countries chosen for inclusion in the study must not have experienced a major 

recent event (such as armed conflict or serious epidemics) that would contribute an 

overwhelming association of negativity to the country. Finally, stimulus countries must 

be perceived by consumers as having a credible need that can be addressed through the 

purchase of products.

Therefore, two methods of classifying countries were used to identify proposed 

stimulus countries among the numerous remaining non-developed countries. The first 

method focused on the wealth of the country using a measure of gross national income 

(GNI) per capita as recorded and published by the World Bank (2006). GNI per capita is 

the primary measure used by the organization to guide its operations and analysis. The 

second method, the Human Development Index (United Nations 2005) is more broadly 

representative of the well-being of a country’s people, including measures for life 

expectancy, literacy, education, and other items. The United Nations (2005) classifies 

countries as having high, medium and low human development levels. For both these 

country classification methods, this study is particularly interested in the middle class of 

countries.

The combination of human and wealth characteristics of developing countries 

provide guidance for selecting the proposed stimulus countries indicated in Figure 4.2. 

Several countries can be found to fit into each of the cells in the above grid. The 

selection of countries to represent each quadrant was determined by identifying where 

countries are placed on the Human Development Index. For the selection of counties in
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the top half of the grid, for instance, Colombia and Mexico represent developing 

countries with good levels of human development while Egypt and Venezuela represent 

developing countries with poor levels of human development.

F ig u r e  4 .2 F r a m e w o r k  f o r  S e l e c t in g  P r o po sed  St im u l u s  C o u n tr ies

(E x a m pl es)

U.N. Human Development Index

High-Medium

Colombia Mexico
Tonga Chile

World Bank Brazil Argentina
Income Lower-
Groups Middle
(GNI/p) Egypt Venezuela

Morocco Belize
Honduras Oman

Upper-
Middle

Medium-Low

The horizontal axis represents the location of countries in the middle income 

categories as identified by the World Bank (2006). However, only the countries in the 

lower-middle level are believed to represent countries with both a perceived credible 

need and the ability to deliver major branded products. The upper-middle group 

represents countries that are more self-sufficient and hence may not be seen as requiring 

assistance. They are also more likely to be actively trading and have products that are 

already widely exposed and accepted. Therefore, only countries from the left half of the 

grid were considered as candidates for the research. Pretests were conducted to examine
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perceptions about wealth, neediness, urgency of need, competencies, familiarity, and 

liking. The results of the pretests and selection of the stimulus countries are reported on 

in the pretest discussion.

4.2.2 Stimulus Product Selection

Products were chosen for the research based on the criteria of being familiar to 

respondents, varying on the dimension of utility-hedonism, being credibly sourced from 

the stimulus countries and previous research use in advertising effectiveness literature. 

Two stimulus products were chosen for the research -  designer jeans and athletic shoes. 

Designer jeans may be considered a hedonistic product as consumers seek different styles 

or designs. This is particularly true with respect to undergraduate students, the study 

population group. Also, jeans have been used previously in promotion effectiveness 

research (Lepkowska-White and Weinberger 2003). Athletic shoes may be considered 

utilitarian products because people are more likely to evaluate the products on the basis 

of technical details. Athletic shoes have also been used in previous promotional 

effectiveness research (Smith et al. 1995). In addition, university students are highly 

familiar with the product categories (e.g., Kapoor 2005). This varied approach provides 

the opportunity to test appeal effectiveness with more than one type of product.

The complexity of the product is controlled to hold the anticipated level of 

involvement in the decision making process fairly constant. The two products are 

moderately complex to capture products that are more than the typical commodity, low 

value-added goods that dominate the exports of developing countries. Therefore, the
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products can impact country image perceptions as the products require some 

manufacturing skill and leverage the production methods in the country. However, the 

selection of stimulus products is also guided by the necessary requirement that the 

countries be credible or possible sources of the products in that they are not overly 

complex with very high levels of technological sophistication.

While stimulus products are referred to as primarily either hedonic or utilitarian 

types, it is important to note that several different promotional appeal types may be used. 

The products were pretested to determine subject familiarity and the results of these 

pretests are reported in the pretest discussion later in this chapter.

4.3 Promotion Appeal Treatment

Subjects were exposed to a promotional stimulus presented on an 8V2 x 11 sheet 

of paper. They were told that the information would be found on a promotional tag 

attached to the item. Then, they were asked to report their reactions to the promotion and 

the product. The promotional stimulus presented information in a standardized format 

over the different treatments of the study (see Figure 4.3).

The template for the promotional tag treatments contains three parts. First, the tag 

conveys the central message along the top portion of the page. The central message for 

each appeal type and product type is summarized in Table 4.1. Second, supporting text is 

provided to reinforce the central message in the middle of the promotional tag. For the 

hedonic appeal, the supporting text accentuates the pleasurable and fun aspects of the
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product while the supporting text for the utilitarian appeal explores the functional 

offerings. For the altruistic appeal, the supporting text provides biographic information 

of young family in their struggle to survive and notes that a portion of the purchase price 

goes to support them. The supporting text for the justice appeal informs the reader about 

economic/social inequities and how purchasing the product addresses these issues. 

Finally, the central message is reinforced at the bottom of the promotion. The 

promotional tag appeals used in the study are presented in Appendix B. A pretest was 

conducted on the promotional appeals for compatibility and effectiveness. The results of 

the pretests are reported in the pretest discussion later in this chapter.

F ig ure  4.3 Ex pe r im e n t a l  T r ea t m en t  St im u lu s  (Pr o m o t io n a l  T ag s)

Central Message with country cue

Supporting text for central message

Tie-in to central message
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T a b l e  4 .1  C e n t r a l  M e s s a g e s  b y  A p p e a l  a n d  P r o d u c t  T y p e

Appeal Type
Product Type Hedonic Utilitarian Altruistic Justice
Designer Jeans Look good and 

feel great in 
exotic 
Colombian 
designer jeans

Comfortable, 
rugged and 
long wearing 
Colombian 
designer jeans

Support a poor 
young 
Colombian 
family now 
with every 
stride you make

Ensure hard 
working 
Colombians are 
fairly rewarded

Athletic Shoes Indulge your 
feet in exotic 
Colombian 
athletic shoes

Comfort and 
effective 
performance 
with Colombian 
athletic shoes

Support a poor 
young 
Colombian 
family now 
with every step 
you take

Ensure hard 
working 
Colombians are 
fairly rewarded

4.4 Measurement Instrument

The measurement instrument was a questionnaire with five parts comprised of a 

section of basic information about the target country and four sets of questions: (1) a 

personality measure, (2) measures about country, people and product beliefs, 

feelings/evaluations, and receptivity, (3) response measures to the experimental appeal, 

and (4) demographic questions (see Appendix A). This represents a typical approach to 

advertising effectiveness studies that present an advertising stimulus and then measure 

responses (e.g. Aaker and Williams 1998; Ruiz and Sicilia 2004).

Prior to personality measurement and promotion exposure, subjects were 

presented with some basic country information. The intention of this information was to 

provide a common base of knowledge of the stimulus country to avoid possible serious 

errors in country identification and to reduce possible variance in levels of familiarity
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with the developing countries used in the experiment. Subjects were exposed to 

information relevant to the classification schemes, i.e., geographic location, political 

system, population, and per capita income level (see Appendix A). However, no 

information pertaining to exports and main products was disclosed to subjects.

Table 4.2 presents the construct being estimated with the instrument measures and 

indicates supporting research. The questionnaire contains three response sections. First, 

there are personality measures to capture the extent of inner-other directedness 

(Kassaijian 1962) o f subjects. Inner-other directedness measures the extent a person 

emphasizes him/herself versus others in reference to values and standards to guide their 

behaviour (Kassaijian 1962). The MacDonald and Jacobs (1992) study of personality 

influence on innovative product acceptance is an application example of the Kassaijian 

(1962) scale. The scale contains 36 items.

Second, country image was measured using the Heslop et al. (2004) items to 

capture beliefs about characteristics and competencies of the country, as well as, the 

characteristics and competencies of the country’s people. While the evaluation of the 

country is also based on Heslop et al. (2004), there are four new measures in this study 

intended to fill the country and people affect deficiency highlighted in the literature 

review for less developed countries and branding (i.e., fascinating people, appealing 

culture) and to assess perceptions of need (i.e., in need of assistance, urgency of need). 

In particular, the fascinating people and appealing culture items are meant to reflect the 

importance of culture on the positioning of LDC products that Anholt (2005)
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recommends. An overall measure for country evaluation was also included. Additionally, 

receptivity to products from the country was captured (i.e., have products I’d like to buy, 

would like to help support, and willingness to buy their products).

T a b l e  4.2 Q u e s t io n n a ir e  S c a l e s  a n d  M e a s u r e s

Construct Measure/Scale # of Items Supporting Studies
Inner-other directedness Forced-choice items 36 Kassaijian 1962
Attitude toward the ad 7-point Likert type 4 Royne Stafford and Day 1995
Attitude toward the product 7-point Likert type 6 Ruiz and Sicilia 2004
Purchase intentions 7-point Likert type 4 (1) Lee and Ganesh 1999; (1) 

Parameswaran and Pisharodi 
2002; (1) Heslop et al. 2004; 
(1) Nadeau et al. 2006

Country description 7-point Likert type 6 Heslop et al. 2004
Country competence 7-point Likert type 3 Heslop et al. 2004
People description 7-point Likert type 3 Heslop et al. 2004
People competence 7-point Likert type 3 Heslop et al. 2004
Country evaluation 7-point Likert type 7 (2) Heslop et al. 2004; (5) 

New
Receptivity to country’s 
products

7-point Likert type 3 New

Second, country image was measured using the Heslop et al. (2004) items to 

capture beliefs about characteristics and competencies of the country, as well as, the 

characteristics and competencies of the country’s people. While the evaluation of the 

country is also based on Heslop et al. (2004), there are four new measures in this study 

intended to fill the country and people affect deficiency highlighted in the literature 

review for less developed countries and branding (i.e., fascinating people, appealing 

culture) and to assess perceptions of need (i.e., in need of assistance, urgency of need). 

In particular, the fascinating people and appealing culture items are meant to reflect the
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importance of culture on the positioning of LDC products that Anholt (2005) 

recommends. An overall measure for country evaluation was also included. Additionally, 

receptivity to products from the country was captured (i.e., have products I’d like to buy, 

would like to help support, and willingness to buy their products).

Third, responses to the promotional stimulus were gathered. Respondents were 

asked about the advertisement representations, their ratings of the advertisement, their 

ratings of the product and their purchase intentions. Note that they are asked about 

attitudes towards the advertisement rather than promotional tag. Although the subjects 

were exposed to a promotional tag, this is an industry term and referring to the stimulus 

as an advertisement was not expected to cause any problem. There was no indication 

about any confusion during the pretesting of the instrument.

The representation of the promotion was recorded to assess whether the 

promotion represented what was intended. The measures for representation of the four 

appeal types were sourced or developed from the literature on hedonism (Olney, 

Holbrooke and Batra 1991; Voss, Spangenberg and Grohmann 2003), utility (Voss, 

Spangenberg and Grohmann 2003), altruism (Eisenberg 1986; Hetsroni 2000), and justice 

(Goodwin, Smith and Spiggle 1990; Rawls 1971; Tuan Pham and Avnet 2004). The 

attitudes held by subjects toward the promotions were measured using the Royne Stafford 

and Day (1995) items (i.e. like, good, interesting, irritating). These scales are among the 

leading measures used in other research and records attitudes in both directions using 

multiple measures. Royne Stafford and Day (1995) used an average of the items to
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represent respondent attitudes. Ruiz and Sicilia (2004) items (i.e., good, like, nice, 

attractive, better than competing brands, worthy) were employed to measure attitudes 

held toward the product. These items contain the leading measures in the reviewed 

literature and provide an additional item (i.e. worthy) relevant to the proposed research. 

Ruiz and Sicilia (2004) checked their reliability and averaged the multiple item scales in 

their research. Purchase intentions were measured through items from two studies to 

ensure that multiple items measured different aspects of purchase intentions. The items 

are from PCI research including, intend to purchase (Parameswaran and Psiharodi 2002), 

would recommend to others (Lee and Ganesh 1999), would like to purchase (Nadeau et 

al., 2006) and willingness to buy (Heslop et al. 2004).

Finally, another section of the instrument requested demographic information 

about the subject (birth in Canada, length of time in Canada, extended stay in other 

countries, gender, and age).

4.5 Sampling Method

Given this study is exploring new concepts, such as justice, and requires a very 

large sample size, the study uses undergraduate university students. Students provide 

ease of access and a relatively homogeneous basis for this study. Products for the study 

were chosen so as to be familiar to the students and represent purchases that they make in 

the marketplace. The sampling frame included university classrooms and the sample
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selection relied on a convenience process depending upon access to classes at multiple 

universities.

4.6 Pretesting the Research Instrument

Prior to conducting the data collection, several pretests were carried out to 

develop an appropriately useful personality measure, determine that the measurement 

instrument recorded what was intended and that the products and promotional messages 

used were suitable.

The objective of the first pretest was to reduce the number of items in the inner- 

other directedness scale without compromising the ability o f the scale to assess the 

personality trait. A sample of 192 undergraduate students responded to Kassarjian’s 

(1962) complete 36-item inner-other directedness scale. Principle components factor 

analysis with varimax rotation was used to determine which items load together and 

identify the leading items for the personality trait. The analysis revealed a three-factor 

solution using the Cattell (1966) decision rule of drawing the number of factors from 

where the scree plot line breaks into a smooth decrease of eigen values (see Figure 4.4). 

All three factors had eigenvalues over 1. The 11 items in the three factor solution 

achieved a Cronbach’s alpha of .620. The smaller subset of 11 items were retained for 

further pretesting. Using a subsequent sample of 43 students, the Cronbach’s alpha for 

the 11 items was determined and it achieved a reasonable .609 value (Nunnally 1978; 

Usunier 1999). Further factor analysis, with a forced single factor solution, resulted in all 

11 items loaded on that single factor. Therefore, the 11 items were used in the study.
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Next, the stimulus product types (designer jeans and athletic shoes) were tested to 

determine their level of complexity and purchase risk. This was done by assessing 

responses on five measures, including, product complexity, time needed to consider the 

purchase, price, impact of poor quality and overall purchase risk. Responses for a sample 

of 18 students demonstrated that both products were perceived as moderately complex 

and having moderate risk associated with them (i.e. ratings of 3 to 5 on a 1 to 7 scale). 

Table 4.3 presents the results from the MANOVA analysis indicating a significant
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difference of product complexity and purchase risk (F=5.2, sig.=.001). Note that the F 

statistics referred to in the dissertation are for Wilks’ Lambda.

T a b l e  4.3 P r e t e s t  MANOVA R e s u l t s  f o r  P r o d u c t  C o m p le x i t y  a n d  P u r c h a s e
R is k

Between Subjects Effects for Prodluct
Means Scores

Measure Jeans Shoes F Sig.
Product complexity 3.7 5.4 10.5 .003
Time needed to consider 
purchase

4.8 4.9 0.1 .799

Price 6.5 5.5 7.1 .012
Impact of poor quality 5.3 6.2 3.7 .062
Overall purchase risk 4.0 4.9 2.2 .143
Note: Bold indicates significance <0.1
F=5.2, sig.=.001, d.f.=5
N=18

The overall different product perceptions are rooted in significant differences in 

product complexity, price and impact of poor quality. Athletic shoes are viewed as more 

complex (jeans X =3.7 and shoes X =5.4), having higher risks of poor quality (jeans X 

=5.3 and shoes X =6.2) yet lower prices and financial risk (jeans X =6.5 and shoes X 

=5.5) than designer jeans. While price and quality risks attained relatively higher mean 

scores than the other measures, the average responses for the complexity, time needed to 

consider purchase (jeans X =4.8 and shoes X =4.9) and overall risk (jeans X =4.0 and 

shoes X =4.9) are closer to the midpoint of the 7-point scale. Therefore, while shoes 

may be seen as slightly more complex, higher physical risk but lower financial risk than 

jeans, both products are seen to have an overall moderate risk assessment. In addition, 

the significantly higher rating for product complexity for athletic shoes compared to
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designer jeans supports the selection of athletic shoes as a more utilitarian product type 

(i.e., more features for the consumer to consider). Also, the higher price rating given to 

designer jeans compared to athletic shoes indicates that the designer jeans are a more 

hedonic product.

The products were also tested to determine the dominant representation that each 

product has with respondents. The intention in the research design was that designer 

jeans would represent a more hedonic product while athletic shoes would be more 

utilitarian in nature. The measures used to assess hedonic product representation were 

drawn from Olney, Holbrook and Batra (1991) and Voss, Spangenberg and Grohmann 

(2003) while the measures used to assess utility product representation were drawn from 

Voss, Spangenberg and Grohmann (2003). The results from a MANOVA analysis 

support this intention, and the results of the analysis are summarized in Table 4.4. While 

there is an overall significance in perceptions of product representations (F=4.6, 

sig.=.001), this difference is derived from perceptions of utility. The utility measures of 

helpful (jeans X =2.8 and shoes X=4.6), effective (jeans X=3.6 and shoes X=5.6), 

functional (jeans X =4.7 and shoes X =6.2), necessary (jeans X =3.9 and shoes X =5.8) 

and practical (jeans X =3.8 and shoes X =6.2) are higher for athletic shoes compared to 

designer jeans.

Although there is no significant difference in the average responses to hedonic 

scale items, the direction of all but one item are in favour of the designer jeans being 

perceived as more hedonic. Designer jeans received higher mean scores compared to
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athletic shoes for enjoyment (jeans X =5.2 and shoes X =4.8), pleasure (jeans X =5.2 and 

shoes X=4.2), delightful (jeans X=4.2 and shoes X=3.5), exciting (jeans X=4.1 and 

shoes X =3.9), entertaining (jeans X =3.7 and shoes X =3.4), and thrilling (jeans X =3.7 

and shoes X=3.0). The products achieved the same mean score on only one hedonic 

scale -  fun (jeans X =4.2 and shoes X =4.2). Together, this indicates that athletic shoes 

are clearly more utility oriented while designer jeans are viewed as more hedonic 

oriented. It is also worth highlighting that the possibility of either product coming from a 

developing country is viewed equally.

T a ble  4 .4  Pr et e st  M A N O V A  R e su l t s  fo r  Pr o d uc t  R epr e sen t a t io n s

Between Subjects Effects for Prod uct
Mean Scores

Dependent Variable Jeans Shoes F Sig.
Enjoyment 5.2 4.8 0.2 .676
Pleasure 5.2 4.2 1.1 .314
Fun 4.2 4.2 0.3 .595
Exciting 4.1 3.9 0.0 .916
Delightful 4.2 3.5 0.3 .590
Thrilling 3.7 3.0 0.5 .495
Entertaining 3.7 3.4 0.1 .708
Helpful 2.8 4.6 12.8 .001
Effective 3.6 5.6 14.7 .001
Functional 4.7 6.2 11.0 .002
Necessary 3.9 5.8 9.4 .004
Practical 3.8 6.2 21.1 .000
Possibility of being from a 
developing country?

4.3 4.6 0.0 .978

Note: Bold indicates significance <0.1
F=4.6, sig.=.001, d .f=13
N=328
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Pretests were also conducted on the stimulus countries to determine if  they 

represent each of the quadrants in the country selection grid (i.e. axis = World Bank 

income group and UN Human Development Index). Fourteen undergraduate respondents 

considered sixteen countries generally on the basis o f human and economic development 

without any additional information and placed them on a grid (see Figure 4.5). The 

figure indicates where the countries were expected to be located and the number of times 

respondents perceived them to be in those quadrants. The higher human and higher 

economic quadrant countries of Mexico and Argentina were seen to be wealthier than 

Colombia and Thailand. They were also perceived to have higher levels of human 

development than lower human development countries of not only Venezuela and Belize 

but also Honduras and El Salvador. The higher human and lower economic countries 

(e.g. Colombia and Thailand) were seen to have higher human development than 

Honduras and El Salvador. Colombia and Thailand were also perceived to have higher 

levels of human development than Venezuela and Belize. The lower human and lower 

economic quadrant is represented as expected by Honduras and El Salvador. The higher 

economic and lower human quadrant (e.g. Venezuela and Belize) were seen to be lower 

in human development when compared to Mexico and Argentina but more economically 

developed than Honduras and El Salvador.

From this process, Colombia and Honduras were selected as stimulus countries 

for two main reasons. First, the two countries seem to represent the desired quadrants. 

Although the frequency of correct placement in the grid appears low for Colombia, it 

should be noted that the off-diagonal represents fewer countries as there is a positive
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relationship between income and human development. In other words, there are fewer 

countries that fit into its quadrant compared to the lower left and upper right quadrants of 

the grid. Further, Colombia was placed in the lower left of the grid more often than the 

other quadrants and ahead of Honduras. This indicates that Colombia is perceived to 

have a low-middle level of income and a better level of human development than 

Honduras.

World
Bank

Income
Groups
(GNI/p)

Lower-
Middle

F ig u r e  4 .5 C o u n tr y  P r et e st  Grid

U.N. Human Development Index

High-Medium

Brazil (0) Mexico (10)
Colombia (2) Argentina (12)
Thailand (2) Barbados (4)
Tonga (1) Costa Rica (3)

Honduras (8) Venezuela (1)
Egypt (2) Belize (3)
El Salvador (8) Oman (0)
Morocco (0) Lebanon (0)

Upper-
Middle

Medium-Low

Note: (indicates the number of times the country was correctly placed in the grid)

Second, the selection of stimulus countries was also guided by the desire to 

reduce the potential impact of variance in geographic proximity. Therefore, countries 

from the Americas were emphasized. The selection of Colombia and Honduras ensures
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that one country is from South America while another is from Central America. This 

minimizes a possible regional impact of the stimulus countries on the study design while 

also maintaining geographic proximity to the respondent’s location.

Finally, the promotional appeals were tested to ensure that they represent what is 

intended. Using responses from a pretest sample of 328 undergraduate students drawn 

from nine classrooms, a MANOVA analysis was used to determine how the appeals were 

being interpreted (see Table 4.5). The table indicates that, overall and at the 

measurement item level, the appeal types are viewed as significantly different.

An assessment of the mean scores recorded for the appeal types provides support 

for the assumption that the promotional messages represent what was intended. While 

significant differences for the measures among the appeal types do not always exist for 

the highest mean score, the highest mean scores are found with the appropriate 

promotional appeal type.

An assessment of the mean scores recorded for the appeal types provides support 

for the assumption that the promotional messages represent what was intended. While 

significant differences for the measures among the appeal types do not always exist for 

the highest mean score, the highest mean scores are found with the appropriate 

promotional appeal type.
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T a b l e  4 .5  P r e t e s t  M A N O V A  R e s u l t s  f o r  A p p e a l  R e p r e s e n t a t i o n s

Eletween Subjects Effects for Product
Mean Scores

Dependent Variable Hedonic Utility Altruism Justice F Sis-
Enjoyment 4.43a 4 .o r 2.75b 3.16b 16.6 .000
Pleasure 4.51“ 4.03a 2.80b 3.05b 19.2 .000
Fun 4.44a 3.86b 2.57c 2.88c 22.4 .000
Exciting 4.47a 3.75b 2.73° 2.87° 19.1 .000
Delightful 3.90a 3.64a 2.79b 2.73b 10.8 .000
Thrilling 3.89a 3.30b 2.51c 2.61c 13.4 .000
Entertaining 3.97a 3.33b 2.38° 2.93b 14.2 .000
Helpful 3.14° 4.54a 4.01b 3.83b 8.6 .000
Effective 3.45° 4.74a 4.1 l b 3.70b 9.5 .000
Functional 3.22c 5.13a 3.89b 3.67b 23.5 .000
Necessary 2.71c 4.21a 3.80b 3.63b 12.6 .000
Practical 2.86c 4.84a 3.60b 3.85b 23.1 .000
Equality 2.14° 2.67b 4.46a 4.94a 53.9 .000
Fairness 2.16c 2.81b 4.39a 4.83a 43.1 .000
Obligation 2.16b 2.52b 4.29a 4.37a 40.4 .000
Duty 2.07b 2.43b 4.20a 4.25a 37.2 .000
Sympathy 2.06b 2.36b 5.23a 5.04a 92.5 .000
Concern 2.26b 2.74b 5.33a 4.88a 66.7 .000
Compassion 2.23° 2.53° 5.43a 4.81b 80.0 .000
Charity 2.11c 2.68b 5.18a 4.96a 71.1 .000

Note: Bold = highest mean
Means with the same superscript are not significantly different at <.05
F=8.6, sig.=.000, d.f.=60
N=328

The hedonic appeal mean scores are highest and significantly different for four of 

the seven hedonic measures. All the utilitarian measures are significantly highest for the 

utility appeal. For the other-oriented appeals, the altruism measures are higher for 

altruism appeals than for justice appeals but only compassion is significantly different. 

However, concern (sig.=.083) also approaches significance at p<0.1. Similarly, the four 

justice measures are higher for the justice appeal. However, there are no significant
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differences between the altruism and justice appeals at the p<0.05 significance threshold. 

Although, equality (sig.=.064) and fairness (sig.=.099) mean score differences approach 

significance. Justice appeals are viewed similar to altruism in this pretest on the basis of 

obligation and duty. However, this analysis does not account for differences in 

personality o f respondents that may affect their responses.

Therefore, an additional pretest was conducted to evaluate differences in 

interpretation of the promotional appeal types based on the inner-other directedness 

personality trait. Based on responses of 43 undergraduate students, a MANOVA analysis 

for all the representation measures showed that the inner-other directedness personality 

trait approaches a significant main effect (F=2.12; sig.=.071) with perceptions of the 

promotional appeal. The sample was separated into two groups: those who are more 

other-directed and those who are more inner-directed. This separation was done by 

taking the mean of the inner-other directedness personality measures. Table 4.6 presents 

the mean scores of the promotional appeal representation measures sorted by the largest 

difference in the mean scores between inner- and other-directed individuals.

While the overall main effect approaches significance, there was no significance 

found at the individual measure level. However, the direction of mean differences was in 

the expected direction for most cases. It was expected that the other-oriented justice 

appeal would resonate better with other-directed versus inner-directed individuals. Of 

particular note are the large differences in perceptions of the justice appeal as an 

obligation (other-directed X = 5.0; inner-directed X = 4.2) and duty (other-directed X =
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4.7; inner-directed X = 4.1). Further, a MANOVA analysis of the personality trait on 

only the justice measures reveals that differences in viewing obligation approaches 

significance in the between-subjects tests (F=3.27, sig.=.078). Therefore, the appeals 

seem to represent what was intended in the research design. The intended motivation- 

based appeal is reflected back through the measures associated with each appeal type. 

While all respondents can make the distinction between hedonic and utilitarian appeal 

types, perceiving the difference between altruism and justice is more sensitive to 

personality. Those who are more other-directed tend to recognize the justice appeal more 

distinctly from altruism.

T a ble  4 .6  Pr et e st  Re pr e sen t a t io n  M e a n s  fo r  the  Ju stic e  A ppea l

Mean Score
Item Difference Other-Directed Inner-Directed
Obligation -0.78 5.00 4.22
Duty -0.61 4.74 4.13
Concern -0.48 5.05 4.57
Fun -0.48 3.05 2.57
Thrilling -0.37 2.85 2.48
Fairness -0.30 4.60 4.30
Equality -0.29 4.55 4.26
Sympathy -0.28 4.84 4.57
Enjoyment -0.27 3.05 2.78
Exciting -0.24 2.85 2.61
Practical -0.24 4.15 3.91
Pleasure -0.22 3.05 2.83
Delight -0.22 2.74 2.52
Entertaining -0.19 3.10 2.91
Charity -0.07 4.90 4.83
Effectiveness -0.01 4.40 4.39
Helpful 0.01 4.47 4.48
Compassion 0.05 4.60 4.65
Functional 0.06 4.63 4.70
Necessary 0.72 3.80 4.52

Note: Overall MANOVA F=2.12, sig.=.071, d.f.=20, N=43
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4.7 Data Collection

On the basis of the pretests, the final questionnaire with all its scales was 

developed (see Appendix A), the product, country and appeal stimuli were selected. The 

sample was also identified. Undergraduate student responses were collected through 

classrooms where the instructor granted access. Twelve classrooms in three universities 

were used in this study, including Carleton University, Laurentian University and 

Ryerson University. The data were collected from November 2006 to January 2007. A 

quota sampling approach was employed to help ensure there are equal cell sizes in the 

analysis, meaning that each treatment has a comparable number of responses. In total, 

840 questionnaires were gathered from the classrooms. However, 15 could not be used in 

the analysis because they were received as incomplete. This represents a non-response 

rate of less than two percent.

Prior to analyzing the responses, the impact of possible confounding variables on 

the dependent variables of promotional effectiveness (promotion evaluation, product 

evaluation and purchase intentions) and the images of the stimulus countries was 

assessed. The literature review highlighted several aspects that could influence the 

results. Some of these aspects were controlled for in the research design but others 

needed to be measured and their associations assessed after the responses were gathered. 

This measurement and assessment process is required for gender, age and culture prior to 

exploring the relationship of personality to promotional appeal effectiveness. In addition, 

the measurement for the inner-other directedness personality scale is assessed.
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Gender is an important factor to consider in this study because previous research 

found there were gender differences in the orientations people have toward the world. 

For instance, Brunei and Nelson (2003) found that females were more concerned than 

males with the welfare o f others. In this study, the sample is comprised of 58% males. 

Using MANOVA to examine differences in responses, there are no significant 

differences found in the overall gender-based responses for the effectiveness of the 

promotion (F=0.11, p=.953) or the image of the stimulus country (F=1.58, p=.162). 

Therefore, further gender-based analysis of promotional appeal effectiveness and country 

image was not done.

Age is another possible unintended influencer of responses that requires 

assessment in this study. The vast majority of the sample is less than 20 years of age 

(80%). Much variation in the age of respondents is minimized through the sampling 

design that draws responses from undergraduate classrooms. Therefore, within the 

relatively tight range of ages, the assessment of the influence of age on response 

differences was done by comparing those 20 years and below and those older. Using 

MANOVA, there are no overall significant differences found in the responses of the two 

age groups for promotion effectiveness (F=0.06, p=.980) or the country image (F=T.59, 

p=.160). Therefore, further age-based analysis on promotional appeal effectiveness and 

country image was not done.
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Culture can influence consumers and the effectiveness of promotional appeals 

(Vincent and Dubinsky 2005). Therefore, it is important to assess whether recent arrivals 

to Canada have different responses about the effectiveness of the promotional appeal or 

the image of the stimulus countries. Differences in promotion effectiveness and country 

image responses were compared on the basis of those who have been in Canada for less 

than five years and those who have been in Canada for five years or longer. Using 

MANOVA, there were significant differences found between the two groups for 

promotion effectiveness (F=5.34, p=.001) and image of the stimulus country (F=6.54,

p=.000).

In the pairwise comparison of promotion effectiveness measures, it is worth 

noting that there were significant differences for the evaluation of the promotion (F=9.46, 

p=.002) and the intention to purchase (F=10.18, p=.001). Those who have been in 

Canada for less than five years evaluated the promotions more positively and had higher 

intentions to purchase than those who had been in Canada longer. In the pairwise 

comparison of country image measures, there were significant differences for country and 

people competence (F=22.89, p=.000), people characteristics (F=5.37, p=.021), and need 

and urgency (F=2.75, p=.098). Those who had been in Canada less than five years view 

country and people competencies and people character of the developing countries higher 

while need and urgency was lower when compared to those who had been in Canada for 

five years or more. Therefore, because they had different views than the larger group, 83 

respondents who had been in Canada less than five years were excluded from further 

analysis. Therefore, this study reports on the analysis of 742 usable questionnaires and
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represents approximately 46 responses for each treatment cell. The majority of 

respondents were bom in Canada (i.e. 65%) and the remaining respondents had been in 

Canada for at least the last five years.

The hypothesis testing involves the investigation of the inner-other directedness 

personality trait and its association to outcomes of promotional appeals. To accomplish 

this task, the personality measures were assessed for their ability to represent the 

underlying personality trait. In the pretesting process of this study, Kassarjian’s (1962) 

scale was abridged to 11 items that achieved a Cronbach’s alpha value of .620 in one 

sample and a .609 value in another sample. In this study, the Cronbach’s alpha value of 

the 11 items was .466. However, when two poorly loaded items are dropped from the 

scale, the remaining nine items achieve an adequate Cronbach’s alpha value of .503. 

While Nunnally (1978) suggests that applied research should have a reliability of greater 

than .80, Nunnally (1978) acknowledges that exploratory research can be more flexible 

and use more modest reliability values. Further, Cronbach’s Alpha values in the .50 

range have been judged as acceptable (e.g. Usunier 1999). In addition, scales with more 

items tend to have higher reliabilities. Therefore, the smaller scale (i.e. 11 items) would 

be expected to have a lower Cronbach’s alpha.

Confidence in applying the inner-other directedness scale in this research is 

enhanced further through the method of analysis. First, the mean of the nine items 

generated a summary measure of the underlying personality trait. This is appropriate 

because Kassaijian (1962) indicates that the personality trait is unidimensional. Second,
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to maximize understanding of the differences for people who are inner- or other-directed, 

those with mid-range scores (i.e. neither clearly inner- or other-directed) were eliminated 

from this analysis. The mean score o f the inner-other directedness scale was 3.47 with 

the mid-third defined by a bottom value of 3.22 and a top value of 3.78.The removal of 

responses reduces the sample to 450 responses. This enables the research to confidently 

compare two groups of people with clear differences on the personality trait.
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5 RESULTS

The data analysis is conducted in three main parts. First, the descriptive results of 

the study are presented to provide a general overview of the responses collected. Second, 

a manipulation check is reported to assess the impact of the appeal treatment. Third, the 

hypotheses testing results are reported and discussed.

Prior to analyzing the responses, the data were screened for non-normality, 

outliers and other data problems. This screening revealed no areas of concern. The 

subsequent analysis of data involves two procedures to evaluate the hypotheses. The 

approach is modeled on the Aaker and Williams (1998) study that explores the effect of 

emotional appeals on people of different cultures. According to the approach in this 

study, manipulation checks are first conducted to determine the extent to which the 

appeals represent what is intended.

5.1 Country Image Descriptive Results

The following discussion of descriptive results provides a broad overview of the 

responses received for this study. In particular, these results demonstrate differences in 

responses to the country and people scales for the stimulus countries. Table 5.1 presents 

the country image mean scores for the stimulus countries of Colombia and Honduras. 

With overall direct effects ^=3.65, p=.000) in a MANOVA analysis, the two countries 

are perceived as significantly different.
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Variable Colombia Honduras Sig.

Likeability of people 4.52 4.61 ns
Industriousness 4.10 4.16 ns
Education level 3.13 3.00 ns
Fascinating people 4.30 4.22 ns
Wealth 3.01 2.73 .006
Friendliness 4.65 5.01 .000
Trustworthiness 3.85 4.25 .000
Work ethic 4.67 4.88 .060
Appealing culture 4.54 4.49 ns
Individualism 3.99 3.88 ns
Political stability 2.93 3.04 ns
Technology level o f country 2.96 2.82 ns
Stability of economy 3.06 2.94 ns
Quality of life 3.12 2.98 ns
Admirable in world politics 2.77 2.82 ns
Environmental/pollution controls 3.12 3.04 ns
Individual rights and freedoms 3.12 3.19 ns
In need of assistance 5.07 5.21 ns
Urgency of need 4.57 4.87 .004
Alignment with your home country 3.21 3.30 ns
Liking of the country 4.19 4.03 ns
Your knowledge of the country 2.72 2.14 .000
Overall, how would you rate the country? 3.83 3.72 ns
Note: Bold indicates the highest mean score for that variable
Overall MANOVA F=3.65, p=.000, d.f.=26

The overall MANOVA difference is attributable mainly to six of the 23 country 

image measures. Colombia was perceived to be wealthier and respondents believed they 

knew more about the country compared to Honduras. Honduras was seen more 

positively for friendliness, trustworthiness, and work ethic of the people. While both 

countries were seen to be in need of assistance, Honduras was viewed as in more urgent
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need for attention. Therefore, despite some similarities, Honduras was perceived more 

positively on people character aspects and neediness than Colombia. The two countries 

are seen as lower-middle advancement as indicated by responses around the mid-point of 

the scale yet still in need of assistance. Although the wealth measure is significantly 

different for the two countries and reflects the country’s income level, these country 

image measures are not really a human development index scale as only three of 

measures reflect the index (i.e. education, quality o f life, technology level) and they are 

not significantly different.

To identify the underlying dimensions of the country image for these two 

countries, a principal components factor analysis was conducted. A four-factor solution 

was generated using the Kaiser method (i.e. critical eigenvalue of 1.0) and a minimum 

loading of 0.4 after a varimax rotation demonstrating consistency with previous research 

(see Table 5.2). The presence of country and people competence, country character and 

people character in the factor analysis output is similar to earlier research (Heslop et al. 

2004). The combination of country and people competence into one factor may be a 

result of the stimulus countries. There may be less sophisticated perceptions of 

competencies for less developed countries or when familiarity with the country is low. 

The additional neediness factor is comprised of two measures included in this research to 

capture the perceived level of neediness and urgency of that need for less developed 

countries.
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T a bl e  5.2 L o a d in g s  o f  C o u n t r y  Im a g e  V a ria b le s  fo r  C o l o m bia  and

H on d ur as
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Likeability of people .645
Industriousness
Education level .731
Fascinating people .672
Wealth .723
Friendliness .590 .519
Trustworthiness .621
Work ethic .595
Appealing culture .713
Individualism .498
Political stability .797
Technology level of country .820
Stability of economy .858
Quality of life .794
Admirable in world politics .792
Environmental/pollution controls .717
Individual rights and freedoms .727
In need of assistance .837
Urgency of need .883
Alignment with your home country .448
Liking of the country .644
Your knowledge of the country -.526
Overall, rate the country? .456 .512
Note: only loadings greater than 0.4 are presented.

These four factors were used in the assessment of the hypothesized relationship 

among country image, appeal type, inner-other directedness personality trait, and product 

type with promotional appeal effectiveness outcome measures. Further analysis was 

based on these factors as presented with the following three exceptions. First, the overall
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rating of the country was included in only the country character factor because the 

loading was higher and fits with some of the other evaluative (i.e. liking o f the country) 

and affective (i.e. likeability o f people) items in the factor. A calculation of the 

Cronbach’s alpha value confirms the change was beneficial as the country character 

achieved a value of .783 with no improvement indicated through deletion of any items. 

Second, friendliness achieved double loadings and was included in only the people 

character factor. Cronbach’s alpha values demonstrate that the factor has higher values 

with it (.679) than without it (.604). Third, removing the knowledge o f the country item 

from the people character factor improves the Cronbach’s alpha from .521 to .710. 

Therefore, the item was removed from further analysis.

5.2 Manipulation Checks

Beyond assessing the descriptive results, an examination of the promotional 

appeal representation provides insight into the respondents’ interpretations of the appeals. 

The manipulation check is done to ensure that respondents interpreted the promotional 

appeal types as intended by the research design. Table 5.3 presents the mean scores for 

each appeal type representation measure. The responses are significantly different as 

indicated through an overall MANOVA (F=10.17, p=.000). Generally, the highest means 

were attained for measures intended to represent the appeal types. However, there were 

four instances where this was not the case. Three instances occur with helpful, effective 

and necessary measures. These three means were expected to be highest for the utility 

appeal but they were also high for the justice and altruism appeals. However, it is 

important to note that the way the appeals are helpful, effective and necessary can be
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quite different for each appeal type. The utility appeal is oriented to fulfil goals about the 

product for the self, while the justice and altruism appeals are about satisfying the needs 

of others. Therefore, the utility appeal was interpreted as expected by respondents.

T a b le  5.3 M e a n  R e sp o n se s  f o r  A p p e a l R e p r e s e n ta t io n  M e a s u r e s

Measure
Appeal Type

Hedonic Utility Altruism Justice
Hedonic Enjoy * 3.90a 3.47b 2.82c 2.91°

Pleasure 4.24a 3.73b 3.18° 3.30°
Fun 4.25a 3.58b 2.58° 2.80°
Exciting 3.85a 3.18b 2.81c 2.79°
Delight 3.55a 3.20b 2.68c 2.88b
Thrilling 3.35a 2.88b 2.47c 2.64b
Entertain 3.67a 2.97b 2.48° 2.66b

Utility Helpful 3.18c 4.00b 4.14b 4.32“
Effective 3.69b 4.14a 4.14a 4.44“
Function 3.91° 4.77a 3.81° 4.27b
Necessary 3.24b 3.85a 4.16a 4.20“
Practical 3.64b 4.90a 3.75b 4.01b

Altruism Charity 2.98° 3.07c 5.14“ 4.75b
Sympathy 3.26b 3.16b 5.00“ 4.85“
Concern 3.16b 3.25b 4.79“ 4.70“
Compassion 3.14b 3.12b 4.48“ 4.52“

Justice Equality 3.24° 3.52b 3.59b 4.28a
Fairness 3.37b 3.63b 3.68b 4.28a
Obligation 3.30b 3.39b 4.07“ 4.07“
Duty 2.98b 3.28b 3.84“ 4.10“

Note: Bold = highest mean;
Means with the same superscript are not significantly different at <.05 
Overall MANOVA F=10.17, p=.000, d.f.=60

Also, the mean response for the obligation measure is slightly higher, but not 

significant, for the altruism appeal compared to the justice appeal. Again, it is worth 

noting that the source of obligation differs for the two appeal types. A similar 

insignificant result was found with the measure of duty for altruism and justice appeals.
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Altruism appeals develop a sense of obligation and duty primarily through emotion while 

justice develops obligation through cognition. In the pretests, obligation and duty were 

also found to be similar for altruism and justice appeals. However, as previously 

presented in the pretest discussion, those who were more other-directed made a 

distinction between the two appeal types on these measures.

An alternative explanation for distinguishing between altruism and justice is 

rooted in the emotion and cognitive continuum and the underlying mechanisms of the 

two appeal types. Despite justice’s cognitive emphasis, it is also important to note that 

emotion may play a role in the effectiveness of a justice appeal as presented in this study. 

This is consistent with the view that cognitions and emotions may interact to explain 

behaviour (Rosenhan et al. 1981; Eisenberg 1986). The non-significance of differences 

between altruism and justice appeals for the emotional measures of sympathy, concern 

and compassion provide some evidence for this importance. Finally, the distinction 

between these two appeal types may be clearer for other-directed individuals.

Cronbach’s alpha statistics are reported to assess the fit of the appeal 

representation measures in the appeal type that was intended. All four appeal types were 

representing what was intended as indicated by Cronbach alpha values range from .74 to 

.94 (hedonic=.938, utility=.792, altruism=.856 and justice=.740). Therefore, the 

measures were averaged into their expected groupings to explore the representations of 

the promotional appeals further. This aggregation is possible because the individual 

scales were meant to measure the singular, underlying essence of the promotional appeal.
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Table 5.4 presents the aggregated mean scores for the intended measures. The 

aggregated results indicate that each promotional appeal type was viewed as expected. 

For example, the highest hedonic mean score was found with the hedonic appeal. It is 

important to note that the highest mean was significantly different from the next highest 

mean in all but one case. For example, the hedonic mean for the hedonic appeal is 

significantly higher than the hedonic mean for the utility appeal. The only case where the 

highest mean score was not significant from another is with the utility measures mean 

score for the utility and justice appeals. However, as noted previously, the two appeal 

types are quite different in the way they are helpful, effective and necessary and both use 

a cognitive base. The important distinction between the other-oriented appeals of 

altruism and justice was supported in the results. Overall, these results increase the 

confidence that the manipulations were as expected.

T a b le  5.4 M e a n  R e sp o n se s  f o r  A g g r e g a t e d  A p p e a l R e p r e s e n ta t io n  M e a s u r e s

Measure
Appeal Type

Hedonic Utility Altruism Justice
Hedonic 3.89a 3.26b 2.76c 2.89°
Utility 3.58° 4.33a 4.01b 4.23a
Altruism 3.16° 3.15° 4.87a 4.65b
Justice 3.28° 3.47c 3.82b 4.15a
Note: Bold = highest mean;
Means with the same superscript are not significantly different at <.05 
Overall MANOVA F=41.07, p=.000, d.f.=12
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5.3 Hypothesis Testing

The third part of the data analysis involves the testing of the hypotheses. Testing 

the study hypotheses is organized into five sets presented in the hypotheses section. The 

goal of the first hypothesis is to establish whether the appeal types have different 

promotional effectiveness outcome responses. The following four hypotheses represent 

the important relationships among promotional appeal types, country images and 

promotional appeal effectiveness within the context of personality and product as they 

were postulated in the hypothesis section.

5.3.1 Testing Hypothesis 1 Series - Appeal Type to Promotion Effectiveness

The first hypothesis (la) examines the four promotional appeal types and the 

responses on the promotion effectiveness measures of promotion evaluation, product 

evaluation and purchase intentions. It was postulated that the appeal effectiveness 

outcome measures would differ for the four appeal types. The promotion effectiveness 

response scales are presented in Table 5.5. The table presents the overall responses for 

these effectiveness measures that were found in a MANOVA analysis to be significantly 

different overall (F=4.69, p=.000).
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T a b l e  5 .5  M e a n  R e s p o n s e s  f o r  A p p e a l  E f f e c t i v e n e s s  M e a s u r e s

Measure
Appeal Type

Hedonic Utility Altruism Justice
Promotion
Evaluation

Likeable 3.66a 3.63a 3.41a 3.59a
Good 3.50b 3.64b 3.77a 4.03a
Interesting 3.49c 3.15d 3.83b 4.19a
Irritating 3.88a 3.63a 3.97a 3.60a

Product
Evaluation

Good 3.89b 4.55a 4.06b 4.19b
Likeable 3.88b 4.29a 4.14a 4.20a
Nice 3.92a 4.19a 4.14a 4.08a
Attractive 3.91a 3.98a 4.02a 4.07a
Worthy 3.59b 4.11a 4.19a 4.1 7“
Compared to 
competing products, 
how would you rate 
the product?

3.60b 3.77a 3.97a 4.07“

Purchase
Intentions

Like to purchase 3.22b 3.51b 4.04a 4.03a
Willingness to buy 3.13b 3.45b 3.96a 4.04“
Intend to purchase 2.68b 2.99b 3.72a 3.59“
Would recommend to 
others

2.91b 3.29b 3.88a 3.77“

Note: Bold = highest mean;
Means with the same superscript are not significantly different at <.05 
Overall MANOVA F=4.69, p=.000, d.f.=42

In four o f the fourteen measures, the four appeal types achieved the same overall 

mean score including two promotion evaluation measures (likeable, irritating) and two 

product evaluations {nice, attractive). Views of the utility, altruism and justice appeals 

were significantly different from the hedonic appeal in another three items. These three 

items pertained to product evaluations and included likeable, worthy and the rating 

compared to competing products. The altruism and justice appeals reached higher mean 

scores compared to both the utility and hedonic on five items including one of the 

promotion evaluation measures {interesting) and the four purchase intention measures
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(like to purchase, willingness to buy, intend to purchase, recommend to others). The 

utility appeal was viewed most favourably for good as a product evaluation measure 

whereas the justice appeal was seen as better than other appeal types for interesting as a 

promotion evaluation measure. Overall, it would appear that the other-oriented appeals 

achieve higher promotion effectiveness outcomes as only one measure was higher for a 

self-oriented appeal.

Measures o f effectiveness of the altruism and justice appeals were not 

significantly different for all measures but one. However, this analysis did not examine 

personality-based individual differences (i.e. inner-other directedness) among 

respondents. The hypotheses testing will explore the possible influence of the relevant 

personality trait on these measures.

Further analysis was conducted using the three constructs o f promotion 

effectiveness as specified above. However, one measure was dropped from further 

analysis due to poor fit with the other promotion effectiveness measures as indicated by a 

Cronbach’s alpha analysis. The Cronbach’s alpha was improved from .488 to .852 by 

removing the irritating measure from the construct. In the context of the different appeal 

types, this item may have been interpreted differently, perhaps as describing the situation 

in the appeal rather than the promotion itself. For instance, the situation of the family 

described in the altruism appeal may have irritated some respondents while others may 

have been irritated by a functionally focused utility appeal. Therefore, it was removed 

from further analysis.
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Building upon hypothesis la, the remaining hypothesis 1 series investigates the 

relationship between the appeal type and promotional appeal effectiveness within the 

context of the inner-other directedness personality trait and the product type 

(hedonic/utility). Figure 5.1 presents the simple model of appeal effects. It was 

postulated that better promotion effectiveness outcomes would result when there is a 

match between the different appeal types and the personality trait. The hypothesis series 

further postulated that promotion effectiveness results would be better when there is a 

match among appeal type, personality and product type.

The remaining analysis of Hypothesis 1 series was done in two parts. First, there 

was a test for differences in promotional appeal effectiveness within the context of the 

personality trait. This testing explored the relevance of certain appeal types to those who 

are more inner- or other-directed. Second, the relationship of appeal type to promotion 

effectiveness was tested taking into account both personality and product type. This 

testing focused on the relationship under the different product treatment conditions.

F ig u r e  5.1 H y po t h e sis  1 Ser ies  - S im ple  M odel  o f  A ppea l  E ffec ts

Product Type

Personality

Hypothesis 
1 Series Promotion

EffectivenessAppeal
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5.3.1.1 Appeal and Personality Effects

A MANOVA was conducted to assess the appeal effects on promotional 

effectiveness within the context of personality. The results o f this test are presented in 

Table 5.6 and indicate two significant effects. For this analysis, the three aggregated 

(mean aggregation) promotion effectiveness outcome measures {promotion evaluation, 

product evaluation and purchase intentions) are the dependent variables. The appeal 

type and personality trait are the factors. The result of this analysis presents one 

significant difference as a main effect while the interaction effect is significant.

T able  5.6 MANOVA R esu lts  fo r  H y po th e ses  1b -1c T esting

Effects F Hypothesis df E rro r df Sig.
Appeal 4.3 9 1071 .000
Inner-Other Directedness 1.9 3 440 .124
Appeal x Inner-Other Directedness 1.9 9 1071 .047

Dependent Variables: Promotion Evaluation,
Product Evaluation,
Purchase Intentions

N=450

The significant main effect demonstrates that the three promotion effectiveness 

mean scores are significantly different across promotional appeal types (F=4.3, p=000). 

This aligns with the earlier reported manipulation checks that showed the appeal types 

are perceived as distinctly different promotional approaches. In the tests of between- 

subjects effects, the appeal types have different overall mean scores for purchase
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intentions (F=7.2, p=000) while the promotion evaluation (F=1.3, p=.270) and product 

evaluation (F=1.0, p=385) means are not significantly different.

Figure 5.2 graphically presents this finding by indicating significant differences 

using a solid line and insignificant results with broken lines. This result means that the 

appeal type significantly influences the decision to purchase or recommend the advertised 

product. In this case, altruism and justice appeals attained the higher mean scores than 

utility and hedonic appeals. While this direct effect demonstrates the influence of the 

appeal type on the outcome measures, this research is particularly interested in the 

interaction effects reflected in the hypotheses.

F ig ur e  5.2 A ppea l  M a in  E ffe c ts  o n  P r o m o tio na l  E ffe c t iv e n e ss  O utc o m es

4.3

4.1 |  p>.05
3.9

3.7

3.5

— Promotion Evaluation3.3

Product Evaluation3.1
Purchase Intentions

2.9

2.7
Hedonic Utility Altruism Justice

Note: Solid line represents significant differences at p<.05, dotted lines represent non-significant 
differences at p>.05
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Another significant result from the MANOVA analysis is the interaction effect of 

appeal type with the personality trait o f inner-other directedness (F=1.9, p=.047). The 

tests of between-subjects effects reveals that the difference is derived from a significant 

difference of mean scores for purchase intentions (F=4.7, p=.003). Promotion evaluation 

(F=2.4, p=.068) differences approached significance. Product evaluation (F=1.3, p=.274) 

means were not significantly different. The mean scores for the interaction effect of 

appeal type and personality on promotional appeal effectiveness are presented in Table 

5.7.

T a ble  5 .7 M ean  Sc o r es  fo r  t h e  A p pe a l  a nd  Per so n a l it y  In te r a c tio n

Appeal Type
Hedonic Utility Altruism Jus tice

Personality (Inner-Other) I 0 I 0 I O I O
Promotion
Evaluation

F=2.4,
p=.068,
d.f.=3

3.27 3.71 3.55 3.32 3.26 3.96 3.75 3.82

Product
Evaluation

F=1.3,
p=.274,
d.f.=3

3.59 4.04 4.12 4.06 3.77 4.30 3.95 4.11

Purchase
Intentions

F=4.7, 
p=.003, 
d.f.=3

2.74 3.18 3.43 3.07 3.22 4.24 3.66 3.72

Overall MANOVA F=1.9, sig.=.047, d.f =9

The finding that purchase intentions were significantly different and promotion 

evaluation approached significance while product evaluation was not significantly 

different may be explained by the role of emotion in appeal effects. Previous research on 

promotion effectiveness has argued that emotion-based appeals evoke an emotional 

response (Aaker and Williams 1998). Further, Brown, Homer and Inman (1998) noted
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that emotional response stimulated by a promotion can directly influence brand attitudes 

while bypassing attitude beliefs. It is also important to note that purchase intentions are 

higher for the two other-oriented appeals (altruism and justice) compared to the emotion- 

based hedonic appeal. Anholt (2005) suggests that the hedonic appeal is the appropriate 

approach for LDC branding. However, these results suggest that the appeals of altruism 

and justice may be better suited.

Figure 5.3 graphically presents the moderately significant differences for 

promotion evaluation mean scores by appeal type and the inner-other directedness 

personality trait. Although the interaction was only approaching significance for this 

dependent variable, it is decided that it was important to examine it. A separate 

MANOVA test was run for each inner- and other-directed groups on the aggregated 

promotion effectiveness outcomes. The results showed that the appeal types were 

significantly different for other-directed individuals (F=2.7, p=.047) but were not 

significantly different for inner-directed individuals (F=l .4, p=.258).

The figure shows there is support for hypothesis lb but only directional support 

for hypothesis lc. Consistent with hypothesis lb, for those who are other-directed, the 

other-oriented appeals (altruism X =  3.96, justice X =3.82) have significantly higher 

promotion evaluations than the self-oriented appeals (hedonic X = 3.71, utility X =3.32). 

Similarly, for inner-directed people, hypothesis lc  is directionally supported since the 

self-oriented appeals of hedonic (X = 3.27) and utility (X =3.55) are higher than altruism 

(X=3.26). However, the other-oriented justice appeal (X = 3.75) receives the highest
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promotion evaluation mean score for inner-directed individuals. Another important note 

is that inner-directed people give cognition-based appeals (utility and justice) higher 

promotion evaluations than they give to the more emotional appeals. The pattern is also 

the same for other-directed people but is less pronounced. The justice appeal provides 

the exception as the promotion evaluation rating is higher than the rating for the more 

emotion-based hedonic appeal. Overall, it seems that emotion-based appeals (hedonic 

and altruism) seem to resonate with other-directed individuals but not with inner-directed 

people. The justice appeal, with its balance of cognition and emotion, seems to work for 

both personality types.

F ig u r e  5.3 P e r s o n a l it y  a n d  A p p e a l  I n t e r a c t io n  E f f e c t s  o n  P r o m o t io n

E v a l u a t io n s

■•“ Inner
Other *  p<.05

•  p>.05

3.5

Utilitarian Altruism JusticeHedonic

Appeal Type

Note: Solid line represents significant differences at p<.05, dotted line represents non-significant 
differences at p>.05
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The graphic illustration also draws attention to the gap between promotion 

evaluations for the altruism appeal for inner-directed and other-directed individuals. For 

those who are inner-directed, the altruism appeal results in a less favourable evaluation of 

the promotion. For other-directed individuals, the altruism appeal receives the most 

favourable promotion evaluation rating. What is most interesting is that these two lines 

almost converge with the justice appeal where the evaluations of the promotion are most 

similar. In addition, other-directed people gave the hedonic appeal more positive 

promotion evaluation ratings compared to those who are more inner-directed. This 

wasn’t expected but other-directed individuals may be more emotionally responsive in 

general compared to inner-directed people.

The interaction effect of appeal type and the inner-other directedness personality 

trait is not significant for product evaluations (F=1.3, p=.274). Separate MANOVA 

analyses for inner-directed (F=1.4,p=.250) and other-directed people (F=0.6, p=.600) also 

showed differences are not significant. Therefore, there is only directional support for 

hypothesis lb and partial directional support for lc. The graphic representation of mean 

scores is presented in Figure 5.4 to illustrate that there is convergence with the justice 

appeal for both inner- and other-directed people despite lower values. In addition, there 

is convergence with the other cognitive-based utilitarian appeal for both personality 

types.
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Fig u r e  5 .4 Pe r so n a l it y  a nd  A ppea l  Inter ac tio n  E ffe c ts  o n  Pr o d u c t

E v a l u a t io n s

4.5

mco

n
>iu

+ *o
3

■oo

3.5

- •  -  Inner 
— A — other

^  p>.05
-  r*  '

/  '  * „  p>.05 
' *

*
*

•

Hedonic Utilitarian Altruism

Appeal Type

Justice

Note: dotted lines represent non-significant differences at p>.05

For other-directed people, the hypotheses are directionally supported as the other- 

oriented appeals of altruism (X = 4.30) and justice (X = 4.11) achieved higher mean 

scores than the self-oriented appeals of hedonism (X = 4.04) and utility (X = 4.06). For 

those who are more inner-directed, the hypothesized relationship does not hold. The self

oriented appeal of hedonism has the lowest mean product evaluation score. Instead, for 

inner-directed individuals, the cognition-oriented appeals of utility (X = 4.12) and justice 

(X =3.95) are higher than the emotion-oriented appeals of hedonism (X =3.59) and 

altruism (X =3.77).

The appeal type and the inner-other directedness personality trait significantly 

influence purchase intentions. The results are graphically illustrated in Figure 5.5 and
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provide support for hypothesis lb  but only partial support for hypothesis lc. Separate 

MANOVA analysis for inner- and other-directed people shows that appeal types effects 

on purchase intentions are significantly different for both inner- (F=3.3, p=.022) and 

other-directed (F=9.8, p=.000) individuals.

Fig u r e  5 .5 P e r so n a l it y  a n d  A ppea l  In te r a c tio n  E ffec ts  o n  Pu rc h a se

In te n tio n s

4.5 1

Inner
Other

p<.05
p<.05

3.5

2.5
Utilitarian Altruism JusticeHedonic

Appeal Type

Note: Solid lines represent significant differences at p<.05

Consistent with hypothesis lb, for other-directed subjects, purchase intentions are 

higher with the other-oriented appeals of altruism (X = 4.24) and justice (X = 3.72) when 

compared to the self-oriented appeals of hedonism (X = 3.18) and utility (X = 3.07). For 

inner-directed subjects, the parallel relationship is not found as the self-oriented hedonic 

appeal leads to lower purchase intentions compared to the other appeal types. What is 

interesting here is that the justice appeal has broad resonance for both inner- and other-
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directed people when it comes to purchase intentions. A relationship seems to exist for 

inner-directed individuals where the more cognition-oriented appeals lead to higher 

outcomes. This is the case with purchase intentions as the cognition-oriented utility (X = 

3.43) and justice (X = 3.66) appeals receive higher purchase intention ratings than the 

emotion-oriented hedonic (X = 2.74) and altruism (X = 3.22) appeals.

53.1.2 Product Effects

The relationship of appeal type and the inner-other directedness personality trait 

on promotion effectiveness outcomes is tested in the context of two different products to 

explore its generalizability. The two products used in the study, designer jeans and 

athletic shoes, represented moderately complex products. Further, the designer jeans 

were intended to represent a more hedonic product while the athletic shoes were intended 

to represent a utility product. It was expected that justice appeals would be more 

effective than altruistic appeals in the promotion of a utility product to other-directed 

individuals. The results of a MANOVA analysis are presented in Table 5.8 and do not 

support the hypotheses ld-lg . Table 5.9 presents the mean scores for the product effects 

on the promotion effectiveness outcomes and the level of significance indicated from the 

MANOVA analysis. The table illustrates that there are no significant differences for the 

two products with promotion evaluation (F=0.2, p=.675), product evaluation (F=0.7, 

p=.407), and purchase intentions (F=0.2, p=.639). The absence of a main and interaction 

effects for the stimuli products suggests that the effectiveness of the promotional appeal 

types have a robust effect over both the hedonic and utility product types for the
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moderately complex level of products tested in this study. This table and others that 

follow include only those interactions that were represented in the stated hypotheses.

T a b le  5.8 MANOVA R e s u l t s  f o r  H y p o th e s e s  1d -1g  T e s t in g

Effects F Hypothesis df E rro r df Sig.
Intercept 1553.5 3 432 .000
Appeal 4.1 9 1052 .000
Inner-Other Directedness 1.8 3 432 .155
Product 0.7 3 432 .585
Appeal x Product x Inner-Other 
Directedness

1.1 30 1269 .280

Dependent Variables: Promotion Evaluation,
Product Evaluation, 
Purchase Intentions

N = 450

T a b le  5.9 M e a n  S c o r e s  f o r  P r o d u c t  E f f e c t s

Product Type
Jeans Shoes

Promotion Evaluation F=0.2, p=.675, d.f.=l 3.57 3.62
Product Evaluation F=0.7, p=.407, d.f.=l 4.05 3.95
Purchase Intentions F=0.2, p=.639, d.f.=l 3.44 3.38

Overall MANOVA F=0.7, sig.=.585, d.f =3

5.3.1.3 Summary o f Hypothesis 1 Series

Overall there are three key findings to this part o f the analysis. First, the justice 

appeal appears to be equally effective for both inner- and other-directed individuals as 

evidenced by the strong ratings on the outcome measures o f this appeal type. Second, 

there are some congruency effects found in the analysis. For instance, for other-directed 

individuals, other-oriented appeals resulted in better promotion evaluations and purchase
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intentions. There was good support for hypothesis lb  (appeal type to appeal 

effectiveness for other-directed) for two promotion effectiveness outcomes: promotion 

evaluation (approaching significance) and purchase intentions. There is no support for 

hypothesis lc  (appeal type to appeal effectiveness for inner-directed) despite significant 

differences in the purchase intentions across appeal types. Although there is no support 

for hypothesis lc, there is evidence to suggest that people who are inner-directed respond 

favourably to cognition-based promotional appeals compared to emotion-based appeals. 

However, the congruency effects are not universal. There is no support for hypotheses lb 

and lc for the product evaluation outcome. Since the effects of congruency are seen only 

for promotion evaluation and purchase intentions, it suggests that product evaluations are 

being bypassed by the promotion. This pattern is likely influenced by the presence of an 

emotional component in three o f the four promotional appeal types and their resonance 

with respondents.

Third, while primarily a cognition-based appeal, the justice appeal also contains a 

strong emotional dimension. The manipulation check of the appeal treatment provides 

some evidence of this with no significant differences found on the ratings of emotional 

measures (sympathy, concern and compassion) between the altruism and justice appeals. 

This emotional component of justice likely contributes to the limited support for 

hypothesis la  with similar main effects for justice and altruism. However, this emotional 

dimension, within a cognition-based promotional appeal, is likely the basis for the justice 

appeal resonating with both inner- and other-directed individuals while the altruism
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appeal resonates only with those who are more other-directed. In other words, the 

combination of emotion and cognition is more powerful than a single dimension of either.

5.3.2 Testing of Hypothesis 2 Series -  Country Image to Promotion Effectiveness

Understanding the relationships of LDC images with the effectiveness of 

promotional appeals is the next objective of this research and it is represented through 

this set of hypotheses. The purpose of this analysis is to explore the relationship of 

country images and promotion effectiveness outcomes within the context of personality 

and product type. Figure 5.6 presents a graphical representation of a simple model of 

country image associations with promotion effectiveness. It was postulated that inner- 

directed individuals would be more concerned with country and people competencies in 

evaluating products while other-directed people would be more interested in country and 

people character. Competency beliefs were thought to be important for those who are 

more inner-directed because these beliefs would influence how the country’s products 

would meet their self-oriented goals. Character beliefs were thought to be important for 

those who are more other-directed because these beliefs would influence the desire to 

help the country’s people. Overall, promotion effectiveness outcomes would be more 

positive for other-oriented respondents with more positive country and people character 

beliefs. In contrast, promotion effectiveness outcomes would be more positive for inner- 

directed respondents with more positive country and people competency beliefs. The 

following analysis explores the relationships in the context of the three hypothesized 

country image dimensions that were also identified in the factor analysis -  country and 

people competence, country character and people character.
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F i g u r e  5 .6  H y p o t h e s i s  2  S e r i e s  -  S i m p l e  M o d e l  o f  C o u n t r y  I m a g e  E f f e c t s

Product Type

Personality Hypothesis 2 
Series

Country Image Promotion
EffectivenessCharacter Competent

Hypothesis 2a anticipates a relationship between country image and promotion 

effectiveness outcomes. There is support for this expectation. The MANOVA analysis 

utilized continuous country image dimension variables. Table 5.10 presents the main 

effects for the country image dimensions on promotional appeal effectiveness. The three 

dimensions are all significant, namely, country and people competence (F=8.1, p=.000), 

country character (F=7.4, p=.000) and people character (F=7.3, p=.000).

T a b le  5.10 M A N O V A  R e s u l t s  f o r  T e s t in g  H y p o th e s is  2 a

Effects F Hypothesis df Error df Sig.
Country and People Competence 8.1 3 703 .000
Country Character 7.4 3 703 .000
People Character 7.3 3 703 .000

Dependent Variables: Promotion Evaluation,
Product Evaluation,
Purchase Intentions

N = 437
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The main effect for country and people competence is illustrated in Figure 5.7. 

The significant main effect of country and people competence on promotional appeal 

effectiveness outcomes is derived from significant differences with all three outcomes -  

promotion evaluation (F=18.2, p=.000), product evaluation (F=16.9, p=.000) and 

purchase intentions (F=16.8, p=000).

F ig ure  5.7 M a in  E f fe c ts  f o r  C o u n tr y  a nd  P eo ple  C o m pe t en c e  o n  A ppeal

E ffe c tiv e n ess

4.9
p<.05

p<.Q5
p<.05

4.4

3.9

3.4

Promotion Evaluation 

Product Evaluation 

Purchase Intentions
2.9

1 2 3 4 5

Country and  People C om petence (Quintiles)

Note: Solid lines represent significant differences at p<.05

The graph demonstrates that a positive linear relationship exists. A separate 

regression analysis confirms this relationship as the slopes for the three lines are all 

positive. The slopes are indicated through the respective beta values for promotion 

evaluation (.264), product evaluation (.268), and purchase intentions (.233). Therefore, 

country and people competence is an important dimension of country image for LDC
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promotional appeals. This main effect of the country image dimension reflects previous 

research that found country and people competencies influence evaluations (e.g. Heslop 

et al. 2004). However, Heslop et al. (2004) only dealt with product evaluations and 

purchase intentions and did not consider the association of country image dimensions 

with promotion evaluation or in the promotional appeal context.

Another main effect presented in Figure 5.8 shows perceptions of country 

character are related to promotional appeal effectiveness outcomes. This significant 

effect is derived from significant differences found with promotion evaluation (F=16.8, 

p=.000), product evaluation (F=T3.2, p=.000) and purchase intentions (F=3.3, p=0.069). 

The difference with purchase intentions is approaching a strong level of significance.

These results are similar to the main effects with country and people competence 

as a general positive linear relationship exists for all three outcomes. Generally, better 

perceptions of country character are associated with higher outcomes. A separate 

regression analysis confirms this relationship. The slopes are indicated through the 

respective beta values for promotion evaluation (.282), product evaluation (.327), and 

purchase intentions (.243). Note, the non-significant relationship of country character 

and purchase intentions has the lowest slope. Therefore, country characteristics, such as 

appealing culture, fascinating people and liking the country, have a positive relationship 

with the evaluations and intentions of purchasing a country’s products. This result only 

partially supports Anholt’s (2005) assertion that culture can influence purchases of LDC

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



161

products in the marketplace. It is partially supported because evaluations of country are 

associated with product response and purchase intentions only approach significance.

F ig u r e  5 .8 M ain  E ffe c ts  fo r  C o u n t r y  C h a r a c te r  on  A ppea l  E ffe c tiv e n ess

4.9
p<.05

4 .4 p<.05

p<.10
3.9

3.4

•  Promotion Evaluation 
— • — Product Evaluation 
— A — Purchase Intentions

2.9

2.4

C oun try  C h a rac te r (Q uintiles)

Note: Solid lines represent significant differences at p<.05, dotted line represents non-significant 
differences at p>.05

Moderate significance was found with the main effect of people character on 

appeal effectiveness outcomes (Figure 5.9). The significant effects are based on 

significant differences with product evaluation (F=16.1, p=.000) and purchase intentions 

(F=13.2, p=000) while promotion evaluation (F=0.6, p=459) was not significant. The 

pattern of relationships for the significant appeal effectiveness outcomes is similar to the 

other country image dimension main effects. Here, a significant positive linear 

relationship is evident by the positive slope of lines in the graph. The slopes are
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indicated through the respective beta values for promotion evaluation (.161), product 

evaluation (.281), and purchase intentions (.228). Better perceptions of a country’s 

people character are associated with higher promotion effectiveness outcomes. 

Therefore, the people characteristic dimension of country image (i.e. friendliness, 

trustworthiness and work ethic) is important because it is directly associated with the 

evaluation of a country’s products and the likelihood of purchase. Although Heslop et al 

(2004) did not examine country images in the context of promotion effectiveness, the 

study did find a people character dimension can directly influence the evaluation of 

products and bypass product evaluations to influence purchase intentions.

F ig u r e  5.9 M a in  E f f e c t s  f o r  P e o p l e  C h a r a c t e r  o n  A p p e a l  E f f e c t iv e n e s s

4.9

4.4

p>.05
3.9

3.4
Promotion Evaluation 

Product Evaluation 

Purchase Intentions
2.9

2.4
1 2 3 4 5

People Character (Quintiles)

Note: Solid lines represent significant differences at p<05, dotted line represents non-significant 
differences at p>.05
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Overall, there is good support for hypothesis 2a as evidenced by significant main 

effects for the three country image dimensions on promotion effectiveness outcomes. 

While the significance is not derived from all the outcomes (promotion evaluation, 

product evaluation and purchase intentions) in all cases, most of the outcomes are 

significant indicating that country image influences promotion effectiveness.

The remainder of the analysis is done in two parts. First, the relationship of 

country image to promotion effectiveness is assessed in the context of personality only. 

Second, the country image and promotion effectiveness relationship is examined with the 

context of both personality and product type to determine the product effects.

5.3.2.1 Personality and Country Image Effects

A MANOVA was conducted to assess the country image and personality effects 

on promotion effectiveness. To accomplish this, the continuous country image 

dimension variables of country and people competence, country character and people 

character are used as covariates. The promotion effectiveness outcomes of promotion 

evaluation, product evaluation and purchase intentions are the dependent variables while 

the inner-other-directedness personality trait is a factor variable.

The results presented in Table 5.11 show three main effects and one interaction 

effect. Main effects are found with the inner-other directedness personality trait (F=6.5, 

p=.000), country and people competence (F=5.5, p=.001), and country character (F=4.2, 

p=.006). In addition, the main effect of people character on promotion effectiveness
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outcomes has moderate significance (F=2.4, p=.068). An interaction effect is found with 

the inner-other directedness personality trait and country character (F=2.6, p=.049). 

These results indicate that the effectiveness of promotional appeals is related to the 

perceptions o f the country as well as the inner- and other-directedness of the individual.

T a b le  5.11 M A N O V A  R e s u l t s  f o r  T e s t in g  H y p o th e s e s  2b -2c

Effects F Hypothesis df Error df Sig.
Inner-Other Directedness 6.5 3 427 .000
Country and People Competence 5.5 3 427 .001
Country Character 4.2 3 427 .006
People Character 2.4 3 427 .068
Inner-Other Directedness x 
Country and People Competence

0.5 3 427 .705

Inner-Other Directedness x 
Country Character

2.6 3 427 .049

Inner-Other Directedness x People 
Character

0.3 3 427 .834

Dependent Variables: Promotion Evaluation,
Product Evaluation, 
Purchase Intentions

N = 437

The significant interaction of the inner-other directedness personality trait and 

perceptions o f country character on promotional appeal effectiveness outcomes is 

presented through two graphs. Figure 5.10 illustrates the significant interaction on 

promotion evaluation while Figure 5.11 displays the significant interaction on product 

evaluation. There was no significant interaction with purchase intentions. Although the 

country image dimensions (i.e. country and people competence) are continuous variables, 

country image dimensions are presented in the following figures using quintiles to
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illustrate the significant relationships. The quintiles of the country image dimensions are 

used only for illustrative purposes.

First, Figure 5.10 illustrates the relationship of country character and the 

personality trait on promotion evaluation (F=9.2, p=.026). The relationship appears to be 

variable. However, despite variability, the overall pattern of the relationship is positive 

as higher evaluations are associated with higher country character perceptions. Separate 

regression analyses for inner- and other-directed groups demonstrate the slopes of the 

lines are different. The beta, or slope of the line, for inner-directed individuals is steeper 

(beta=.396) compared to other-directed people (beta=.147) indicating a more positive 

relationship of the country image dimension with promotion evaluations for inner- 

directed individuals.

Further, the observation that country character has a greater impact for inner- 

directed people was substantiated through separate MANOVA analyses for inner- and 

other-directed people on the aggregated promotion effectiveness outcomes. The results 

showed that inner-directed people had significantly different views of country character 

(F=11.4, p=.001) while the other-directed individuals had no significant difference in 

their country character beliefs (F=0.1, p=.779).
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F ig u r e  5 .10 In ter a c tio n  E ffe c ts  f o r  In n e r -O t h e r  D ir e c t e d n e ss  a n d  C o u n tr y

C h a r a c t e r  o n  P r o m o t io n  E v alua tio n

4.4 n

p<.05■ — OtherInner

w 3.4

2.9

Country Character (Quintiles)

Note: Solid line represents significant differences at p<.05, dotted line represents non-significant 
differences at p>.05

Second, the interaction of inner-other directedness personality trait and country 

character on promotional appeal effectiveness is derived from a significant relationship 

with product evaluation (F=6.4, p=.012). This relationship is presented in Figure 5.11. 

The pattern of the product evaluation lines is similar to the pattern found with promotion 

evaluation. The lines illustrate a more positive relationship of the country image 

dimension with product evaluations for those who are inner-directed. Separate regression 

analysis on inner- and other-directed groups confirms this as the slope of the line for 

inner-directed individuals is steeper (beta=.522) compared to the line for other-directed 

individuals (beta=.197).
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To substantiate the observation that country character has a greater influence for 

inner-directed individuals on product evaluation compared to the effects for other- 

directed individuals, separate MANOVA analyses were conducted for inner- and other- 

directed people. The results indicate that the slopes of the two lines o f best fit are 

different. For inner-directed individuals, country character has a significantly different 

effect on product evaluations (F=16.5,p=.000). Conversely, for other-directed people, the 

country character dimension is not related to differences of product evaluations (F=0.4, 

p=.543).

F ig u r e  5.11 In te r a c tio n  E ffe c ts  fo r  In n e r -O t h e r  D ir e c t e d n ess  a n d  C o u n tr y

C h a r a c te r  on  Pr o d u c t  E v alua tio n

5.4

Inner -—Other4.9

.2 4.4

2.9

2.4

Country Character (Quintiles)

Note: Solid line represents significant differences at p<.05, dotted line represents non-significant 
differences at p>.05
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It is worth noting that the inner-other directedness personality trait also has a main 

effect on outcomes. This main effect is derived from significant differences with 

promotion evaluation (F=5.8, p=.017) and product evaluation (F=16.3, p=.000). The 

effects are not significant for purchase intentions (F=2.0, p=. 158). For other-directed 

individuals, promotion evaluations are higher (X = 3.66) when compared to those that are 

more inner-directed (X = 3.45). Product evaluations are higher for people who are more 

other-directed (X = 4.12) than those who are more inner-directed (X = 3.87). While not 

significant, the direction of purchase intentions for inner-other directedness is the same 

with other-directed people (X = 3.50) higher than for inner-directed individuals (X = 

3.28). Purchase intentions are lowest of the outcomes for all individuals.

5.3.2.2 Product Effects

The relationship of the country image dimensions and the inner-other directedness 

personality trait on promotional appeal effectiveness is tested under a two product 

treatment. It was expected that promotional effectiveness outcomes would be higher 

when country and people competence beliefs are higher for inner-directed with a 

utilitarian product. Similarly, promotion effectiveness outcomes would be higher when 

country and people character beliefs are higher for other-directed individuals with a 

hedonic product. The results of a MANOVA are presented in Table 5.12 and do not 

support the hypotheses 2d-2g. There are no main or interaction effects for product type.
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T a b l e  5 .1 2  MANOVA R e s u l t s  f o r  T e s t i n g  H y p o t h e s e s  2 d - 2 g

Effects F Hypothesis df Error df Sig.
Inner-Other Directedness 6.7 3 420 .000
Product 0.5 3 420 .658
Country and People Competence 5.4 3 420 .001
Country Character 3.9 3 420 .009
People Character 2.2 3 420 .088
Product x Inner-Other Directedness x 
Country and People Competence

0.9 9 1022 .514

Product x Inner-Other Directedness x 
Country Character

1.3 9 1022 .257

Product x Inner-Other Directedness x 
People Character

0.3 9 1022 .961

Dependent Variables: Promotion Evaluation,
Product Evaluation, 
Purchase Intentions

N  =  437

5.3.2.3 Summary o f Hypothesis 2 Series

Hypothesis 2 series examined the relationship of country image to promotional 

appeal effectiveness within the context of personality and product type. There is good 

support for hypothesis 2a (main effects of country image on appeal effectiveness) as the 

three country image dimensions are found to have main effects on promotion 

effectiveness outcomes. There is no support for Hypothesis 2b (appeal effectiveness and 

competency beliefs) as the interaction effects were not significant. There is also no 

support for Hypothesis 2c (appeal effectiveness and character beliefs). Despite the 

significant interaction effects for country character, the direction of effects was not as 

expected. Similar to the previous hypothesis testing, there was no significant product 

type effects. Based on the significant results, there are two key findings overall.
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First, a key finding is that country images have a direct relationship with 

promotional appeal effectiveness. Country and people competence and country 

character have main effects on the promotion effectiveness outcomes. For country and 

people competence, more positive views of the country image dimension are associated 

with higher promotion evaluations, product evaluations and purchase intentions. For 

country character, more positive perceptions of the dimension are related to better 

promotion and product evaluations. While the people character country image dimension 

was only moderately significant, more positive views of this dimension are associated 

with product evaluations and purchase intentions but not promotion evaluations.

Second, the inner-other directedness personality trait interacted with the country 

character image dimension on promotion effectiveness. The main result from the 

analysis is that country character has a significant influence for inner-directed people but 

not other-directed individuals. For inner-directed people, more positive views of the 

country’s character are related to better promotion and product evaluations. There was 

only some evidence found to support’s Anholt’s (2005) assertion that culture can 

influence purchases of LDC products. Purchase intentions were found to be not 

significant in the interaction effect but were found to be approaching significance.

5.3.3 Testing Hypothesis 3 Series -  Appeal Type to Country Image

Hypothesis 3 series represents a continuation of the exploration into the 

relationship that country image has with promotional appeal types. The objective of this 

hypothesis series is to examine the influence that appeal types have on the country image
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dimensions (country and people competence, country character and people character) 

within the context of the inner-other directedness personality trait and the product types 

(designer jeans and athletic shoes). Figure 5.12 is a graphical representation of this 

relationship.

F ig ur e  5.12 A ppea l  E ffe c ts  on  C o u n ty  Im ag e

Product Type

Personality
Hypothesis 

3 Series Country Image
Appeal Character Competenci

Hypothesis 3a represents the expectation that a main effect relationship exists 

between appeal type and country image. A MANOVA analysis, as indicated in Table

5.13, demonstrates that main effects exist for the appeal type for the dependent variables 

of the three country image dimensions of country and people competence, country 

character, and people character (F -l 1.2, p-.OOO). Therefore, the promotional appeal type 

has an influence on how a country is perceived. In particular, there is a significant 

difference among the appeal types for the mean scores of country and people competence 

(F=23.3, p=.000) and country character (F=6.8, p=.000) but not for people character 

(F=1.9, p= 135).
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T a b l e  5.13 MANOVA R e s u l t s  f o r  T e s t i n g  H y p o t h e s i s  3 a

Effects F Hypothesis df Error df Sig.
Appeal 11.2 9 1740 .000

Dependent Variables: Country and People Competence, 
Country Character,
People Character

N = 437

The mean scores for the significant main effect of appeal are presented in Table

5.14. Figure 5.13 provides a graphical representation of the influence of appeal type on 

country image dimensions. While the people character ratings are highest compared to 

the other dimensions, there are no significant differences among the mean scores for the 

different appeal types. The significant differences presented in the graph highlights two 

key findings. First, the other-oriented appeals of altruism (X = 2.42) and justice (X = 

2.80) resulted in lower mean scores compared to the self-oriented appeals of hedonic (X 

= 3.10) and utility (X = 3.19) for country and people competence. Second, the cognition- 

based appeals (utility and justice) achieve higher scores compared to the emotion-based 

appeals (hedonic and altruism) for country and people competence. These observations 

are significantly different for altruism and utility appeals using the Tukey post hoc 

analysis but the difference between the justice and hedonic appeal is not significant. 

Therefore, the other-oriented justice appeal results in better country and people 

competence perceptions than the altruistic appeal.
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T a b l e  5 .1 4  M e a n  S c o r e s  f o r  t h e  A p p e a l  M a i n  E f f e c t s

Appeal Type
Hedonic Utility Altruism Justice

Country and People 
Competence

F=23.3,
sig.=.000,
d.f.=3

3.10a 3.19 a 2.42 b 2.80a

Country Character
F=6.8,
sig.=.000,
d.f.=3

4.39a 4.23 a 3.94 b 4.09a

People Character
F=1.9,
sig.=.135,
d.f.=3

4.47a 4.60a 4.61 a 4.49a

Overall MANOVA F=11.2, sig.=.000, d.f.=9

For country character, the observation may be made where altruism (X = 3.94) 

and justice (X = 4.09) mean scores are lower than those of hedonic (X = 4.39) and utility 

(X = 4.23). However, the Tukey post hoc analysis shows that only altruism and hedonic 

appeals are associated with significantly different country character beliefs. Despite the 

limited differences in country character perceptions over the appeal type, there is overall 

significance for two country image dimensions and specific significant differences were 

found in the perceptions of country and people competence for key appeal types (i.e. 

justice versus altruism). Therefore, there is partial support for hypothesis 3a.

The examination of the remaining hypotheses in the series is done in two parts. 

First, the relationship of appeal type to country image is assessed in the context of 

personality. In the personality context, it was expected that country image perceptions 

would be better when there is a match between appeal type and personality. Therefore, 

country image perceptions would be higher when other-oriented appeals are presented to
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other-directed individuals or when self-oriented appeals are presented to inner-directed 

people. Second, the relationship of appeal type to country image is investigated with the 

personality and product type context. In the product context, a match between appeal 

type, personality and product was expected to be related to better country image beliefs. 

For example, inner-directed individuals would have high country image perceptions 

when presented with a utilitarian appeal for a utilitarian product.

F i g u r e  5.13 M a i n  E f f e c t s  f o r  A p p e a l  T y p e  t o  C o u n t r y  I m a g e  D i m e n s i o n s

4.9

p>.05
4.4

p<.05
3.9

3.4

2.9
p<.05

2.4
Altruism JusticeHedonic Utility

Country and
People
Competence

•Country
Character

— A — People
Character

Note: Solid lines represent significant differences at p<.05, dotted line represents non-significant 
differences at p>.05

5.3.3.1 Appeal and Personality Effects

Hypotheses 3b and 3c represent the relationship of appeal type to country image 

dimensions in the context o f the inner-other directedness personality trait. A MANOVA 

was conducted to assess the influence of personality on the relationship. The results are
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presented in Table 5.15. While the main effects of appeal type on country image remain, 

there are no main or interaction effects of the personality trait on the relationship. 

Therefore, there is no support for hypotheses 3b and 3c.

T a b l e  5.15 MANOVA R e s u l t s  f o r  H y p o t h e s e s  3 b -3 c  T e s t in g

Effects F Hypothesis df Error df Sig.
Appeal 5.7 9 1056 .000
Inner-Other Directedness 0.8 3 434 .523
Appeal x Inner-Other Directedness 1.0 9 1056 .482

Dependent Variables: Country and People Competence,
Country Character,
People Character

N = 444

5.33.2 Product Effects

To assess the generalizability of the research, the relationship of appeal type and 

personality to country image dimensions is investigated with the context of the two 

different products (designer jeans and athletic shoes). It was postulated that a match 

between appeal type, personality and product would result in better country image 

beliefs. A MANOVA analysis was conducted and the results are presented in Table 5.16.

Although there is no main product effect on the relationship of appeal type to 

country image, there is a significant interaction effect (F—1.5, p=.041). This significant 

interaction is based on significant differences in perceptions of country character (F=2.7, 

p=.001) while there is no significant differences with country and people competence
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(F=0.7, p=.763) and people character (F=1.3, p=.244). Table 5.17 presents the mean 

scores for the significant interaction for the country character dimension.

T a b l e  5.16 MANOVA R e s u l t s  f o r  H y p o t h e s e s  3d -3 g  T e s t in g

Effects F Hypothesis df Error df Sig.
Appeal 5.8 9 1037 .000
Inner-Other Directedness 1.0 3 426 .408
Product 1.0 3 426 .410
Product x Appeal x Inner-Other 
Directedness

1.5 30 1251 .041

Dependent Variables: Country and People Competence,
Country Character,
People Character

N = 444

T a b l e  5.17 M e a n  S c o r e s  f o r  t h e  I n t e r a c t io n  o f  A p p e a l , P e r s o n a l it y  a n d

P r o d u c t  o n  C o u n t r y  C h a r a c t e r

Appeal Type
Hedonic Utility Altruism Jus tice

(Inner-Other) I O I O I O I O
Designer Jeans 4.10 4.22 4.34 4.13 3.62 3.88 4.68 4.21
Athletic Shoes 4.65 4.64 4.38 4.09 4.16 4.10 3.68 3.89

Overall MANOVA F=1.5, sig.=.041, d.f.=30

Figure 5.14 provides the illustration of the interaction through two graphs. The 

top graph presents the country character beliefs means score for designer jeans for both 

inner- and other-directed individuals across appeal type. The bottom graph presents 

similar information for athletic shoes. Two additional MANOVA tests that isolate the 

inner- and other-directed people indicate that the mean scores are significantly different 

for inner-directed individuals (F=6.5, p=.000) but not for other-directed people (F=1.8,
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p=.145). Therefore, the lack of significant differences in country character beliefs for 

other-directed people suggests that there is no support for hypotheses 3d and 3e.

F ig ur e  5 .14 In te r a c tio n  E ffe c ts  fo r  A ppe a l , Per so n a l it y  a nd  P r o d u c t  on

C o u n tr y  C h a r a c t e r

Designer Jeans

p<.054.8

4.4 p>.05

#  Inner 
• — O ther:

3.6

3.2
Hedonic Utility Altruism Justice

Appeal

Athletic Shoes

4.8

4.4

p>.05

p<.05—  Inner 

— Other
3.6

3.2
Hedonic Utility Altruism Justice

Appeal

Note: Solid lines represent significant differences at p<.05, dotted lines 
represent non-significant differences at p>.05

Hypotheses 3f and 3g suggested that a match between product and appeal types 

(i.e. utility product and utilitarian appeal) would be associated with better country image 

perceptions for inner-directed individuals. There is no support for this expectation.
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Indeed, the opposite seems to occur. For inner-directed people, the utility appeal (X 

=4.34) has higher country character beliefs compared to the hedonic appeal (X =4.10) for 

the hedonic product (designer jeans). Similarly, for inner-directed individuals, the 

hedonic appeal (X =4.65) has higher country character perceptions compared to the 

utilitarian appeal (X =4.38) for the utility product (athletic shoes).

A key observation between the two graphs highlights the difference between 

mean scores of the justice appeal for designer jeans (X = 4.68) and athletic shoes (X = 

3.68). In other words, the hedonic product has the higher country character mean score 

than the utility product. There seems to be a congruency effect here as the more emotion- 

based product fits with the other-oriented justice appeal for inner-directed people. This 

likely occurred because the cognition-based justice appeal also has an emotional 

component that seems to resonate with the hedonic product type.

5.3.3.3 Summary o f Hypothesis 3 Series

There are three key points to highlight from the results of the hypothesis 3 series 

testing. First, there is support for hypothesis 3a (main effects of appeal on country 

image) that a relationship exists between appeal type and country images as evidenced by 

significant main effects. However, the results provide only partial support as appeal 

types significantly influence two of three country image dimensions, namely, country and 

people competence and country character. In addition, country image perceptions differ 

for key appeal types for only country and people competence.
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Second, the results do not provide support for hypotheses 3b (appeal and country 

image for other-directed) and 3c (appeal and country image for inner-directed). There 

was no significant interaction of the inner-other directedness personality trait with appeal 

type on the country image dimensions.

Third, the results show that there are some product effects on country image 

through an interaction with appeal type and personality. The analysis showed that the 

interaction was significant for country character perceptions. Further analysis revealed 

that this interaction is only significant for inner-directed individuals. The lack of 

significance for the interaction for other-directed people provides no support for the 

product context hypotheses of 3d and 3e. Further, the direction of inner-directed results 

does not support the product context hypotheses of 3f and 3g. However, the results do 

indicate that the justice appeal is associated with higher country character perceptions for 

the hedonic product compared to the utility product for inner-directed people.

5.3.4 Testing Hypothesis 4 -  Country Image as an Intervening Variable

The previous hypotheses have established a set of two-way relationships (appeal 

to promotion effectiveness; appeal to country image and country image to promotion 

effectiveness). The objective of hypothesis 4 is to test the path of relationship of appeal 

type, country image and promotion effectiveness in a holistic manner within the context 

of personality and product type. The goal is to assess the possible mediating role of 

country image in the effect o f appeal type on promotion effectiveness. Figure 5.15 

presents an illustration of the relationship. The figure shows appeal type as the
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independent variable that has an indirect relationship with promotion effectiveness as the 

dependent variable with country image as the intervening variable. The relationship is 

situated within the context of personality and product type.

F ig ur e  5.15 C ha in  M o d e l  of  A ppea l  E ffe c ts

Product Type

Personality Hypothesis 
4 Series

Country Image Promotion
EffectivenessAppeal Character Competenci

The chain model was tested using a MANOVA analysis that had promotion 

effectiveness measures (promotion evaluation, product evaluation, and purchase 

intentions) as the dependent variables. Additionally, appeal type, product type and inner- 

other directedness personality trait were used as factors while the country image 

dimensions were covariates. The results of a MANOVA analysis of the relationship are 

presented in Table 5.18. This analysis reveals that main effects of inner-other 

directedness (F=6.8, p=.000), country and people competence (F=9.0, p= 000), and 

country character (F=4.2, p=.006). Previous hypotheses testing already found these 

relationships. The most noteworthy finding is that the appeal effect is no longer 

significant (F=1.6, p=.107). In previous hypotheses testing, the appeal main effect is 

always present. The results of testing the chain model seem to suggest that country
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image mediates the relationship between appeal type and promotional appeal 

effectiveness.

T a b l e  5.18 MANOVA R e s u l t s  f o r  A p p e a l  T y p e  a n d  C o u n t r y  I m a g e  
D im e n s io n s  t o  P r o m o t io n a l  A p p e a l  E f f e c t iv e n e s s

Effects F Hypothesis df Error df Sig.
Appeal 1.6 9 927 .107
Inner-Other Directedness 6.8 3 381 .000
Product 1.1 3 381 .339
Country and People Competence 9.0 3 381 .000
Country Character 4.2 3 381 .006
People Character 0.6 3 381 .618
Appeal x Inner-Other Directedness x 
Product x Country and People 
Competence

1.1 45 1133 .303

Appeal x Inner-Other Directedness x 
Product x Country Character

1.2 45 1133 .134

Appeal x Inner-Other Directedness x 
Product x People Character

1.1 45 1133 .283

Dependent Variables: Promotion Evaluation,
Product Evaluation, 
Purchase Intentions

N = 437

Although previous analysis determined a direct effect of appeal type to promotion 

effectiveness and appeal type to country image along with a relationship between country 

image and promotion effectiveness, this model demonstrates that country image performs 

a mediating role in the relationship of appeal type to promotion effectiveness. Further, 

the mediating role of country image is concentrated within two dimensions, namely, 

country and people competence and country character.
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5.3.5 Discussion of Results

In summary, this dissertation examined the relationships of appeal type, country 

images and promotional appeal effectiveness within the context of the inner-other 

directedness personality trait and product type. The analysis points to some key findings 

that can be highlighted through a review of the descriptive results and hypotheses testing 

results.

The descriptive analysis revealed that some differences exist in the country 

images of the two stimulus countries. The images of Colombia and Honduras are seen to 

be distinct based on a few key variables. By comparing the two countries, Colombia is 

viewed as wealthier and respondents believe they know more about the country while 

Honduras is perceived as having people that are more friendly, more trustworthy, have a 

stronger work ethic and are in more urgent need of assistance. Consumers do hold 

differentiated images of different LDCs.

The analysis of the hypotheses provides several key findings. Table 5.19 provides 

a summary of the hypotheses testing results for the three promotion effectiveness 

outcomes. Despite the lack of support for some hypotheses, important new findings have 

emerged from the analysis.
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T a b l e  5 .1 9  S u m m a r y  o f  H y p o t h e s e s  T e s t i n g  R e s u l t s

Dependent Variables
Promotion
Evaluation

Product
Evaluation

Purchase
Intentions

1 a - Overall appeal 
effectiveness differences

Partial support
(several appeals viewed similarly)

b -  Appeal and personality 
match on appeal effectiveness 
for other-directed

Supported No support Supported

c - Appeal and personality 
match on appeal effectiveness 
for inner-directed

No support

d-g -  Product effects on 
appeal to appeal effectiveness No support

2 a -  Overall country image on 
appeal effectiveness

Partial Support
(2 of 3 

dimensions)
Supported

Partial Support
(2 of 3 

dimensions)
b -  Personality and country 
image on appeal effectiveness 
competencies

No support

c - Personality and country 
image on appeal effectiveness 
for character

No support

d-g -  Product effects on 
country image to appeal 
effectiveness

No support

Country and 
People 

Competence

Country
Character

People
Character

3 a - Overall appeal on country 
image Supported

Partial support
(limited

differences)
No support

b -  Appeal and personality 
match on country image for 
other-directed

No support

c - Appeal and personality 
match on country image for 
inner-directed

No support

d-g -  Product effects on 
appeal to country image No support

Promotion
Evaluation

Product
Evaluation

Purchase
Intentions

4 Country image as an 
intervening variable Supported
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Hypothesis la  examined the relationship of appeal type to promotion 

effectiveness. This hypothesis was designed to be a foundation for the study of appeal 

effect and a base for hypotheses testing of personality and product interaction by 

demonstrating whether differences in the promotion effectiveness outcomes (i.e. 

promotion evaluation, product evaluation and purchase intentions) exist across appeal 

type (i.e. hedonic, utilitarian, altruism, justice). The analysis provides partial support for 

this expectation. While there were several differences found among the appeal types, 

there were also several measurement items that were viewed as similar for the four 

different appeal types. In particular, the promotion effectiveness measures for altruism 

and justice were not significantly different in all but one case. However, these results do 

not account for respondent variation based on the inner-other directedness personality 

trait and the two stimulus products. Therefore, it was expected that further differentiation 

was likely with the context of personality and product type.

Hypothesis 1 series also placed the relationship between appeal type and 

promotion effectiveness within the context of personality and product type. For 

hypothesis lb, the expectation was that promotion effectiveness outcomes would be 

higher for other-directed individuals when presented with an other-oriented appeal 

(altruism and justice) compared to a self-oriented appeal (hedonic and utilitarian). The 

significant interaction of appeal type with personality on promotion effectiveness 

suggests that trait theory is helpful in explaining the phenomenon by demonstrating 

where differences exist relative to personality type. Promotion effectiveness for two
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measures (promotion evaluation and purchase intentions) was higher for other-directed 

individuals presented with other-oriented appeals. The effect of appeal type on 

promotion evaluation and purchase intentions combined with the absence of an effect on 

product evaluations for other-directed people suggests that the stage that is normally 

expected to provide a link between promotion and product response is being bypassed. 

This result is similar to previous findings by Higie Coulter and Pinto (1995) who found 

affective-based guilt appeals influenced purchase intentions through ad-evoked anger.

For hypothesis lc, the expectation was that promotion effectiveness outcomes 

would be higher for inner-directed people when presented with a self-oriented appeal 

compared to an other-oriented appeal. The results do not support this hypothesis despite 

significantly different responses for purchase intentions. This result runs counter to 

previous personality and promotion research that demonstrated that matches between 

personality trait and appeal type can influence promotional preferences (Moon 2002) or 

purchase intentions (LaBarbera, Weingard and Yorkston 1998). However, there seems to 

be an alternative congruency effect at work here. For inner-directed individuals, 

purchase intentions are higher when there is a cognition-based promotional appeal 

(utilitarian and justice) rather than an emotion-based appeal (hedonic and altruism). 

While promotion and product evaluations were not significantly different across appeal 

types for inner-directed respondents, the cognition-based appeals were more effective for 

purchase intentions with inner-directed respondents.
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For hypothesis ld-lg , the expectation was that promotion effectiveness would 

depend upon appeal type, personality, and product type (designer jeans and athletic 

shoes). It was thought that the hedonic product (designer jeans) would be associated with 

higher promotion effectiveness outcomes for the emotion-based appeals (hedonic for 

inner-directed and altruistic for other-directed individuals). Similarly, it was expected 

that the utility product (athletic shoes) would have higher promotion effectiveness 

outcomes for the cognition-based appeals (utilitarian for inner-directed and justice for 

other-directed people). However, there was no support for hypotheses ld -lg  in the 

results. This suggests that the effects on promotion effectiveness are more invariant 

across product types than expected within the moderate range of product complexity.

Hypothesis 2 series testing investigated the relationship of country image to 

promotion effectiveness situated in the context of inner-other directedness personality 

trait and product type. First, Hypothesis 2a examined the main association of country 

image and promotion effectiveness. The results demonstrated support for the relationship 

with product evaluation but partial support for promotion evaluation and purchase 

intentions. Although there was overall significance for the three country image 

dimensions on promotion effectiveness outcomes, the significant differences in 

promotion evaluation and purchase intentions were associated with only two of three 

country image dimensions. Country and people competence was found to be 

significantly related to all three outcomes while country character and people character 

had an association with two outcomes. Although Heslop et al. (2004) in their study of 

developing country images did not explore country image influence in the context of
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promotional appeals, in the study here, country and people competencies were related to 

product and promotion evaluations. Country character was found to be directly related to 

promotion evaluation and product evaluation implying that purchase intentions are 

indirectly related through these. Additionally, people character was found to be directly 

associated with product evaluation and purchase intentions. These findings reflect 

previous country image research that demonstrated country and people beliefs are related 

to purchase intentions through product evaluations or by bypassing this evaluation 

(Heslop et al. 2004).

Hypothesis 2b explored the country image dimensions (country and people 

competence, country character, people character) and promotion effectiveness with inner- 

directed people. For inner-directed individuals, it was expected that promotion 

effectiveness outcomes would be higher when perceptions of country and people 

competencies are higher. There was no support for this hypothesis in the analysis as 

there was no significant interaction effect. While there was a positive association of 

country and people competence on promotion effectiveness for promotion evaluation, 

product evaluation and purchase intentions, the association did not depend upon the 

inner-other directedness personality trait. This result is contrary to what was expected 

based on previous research (Moon 2002; LaBarbera, Weingard and Yorkston 1998).

Hypothesis 2c investigated the relationship between country image dimensions 

and promotion effectiveness for other-directed individuals. For other-directed people, it 

was expected that promotion effectiveness outcomes would be higher when perceptions
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of country and people character are higher. Although the interaction effect o f country 

character on promotion effectiveness with the context of personality was significant, the 

relationships were not in the anticipated direction. Therefore, there was no support for 

hypothesis 2c. The positive relationship exists between country character and promotion 

effectiveness for those who are inner-directed rather than other-directed. This provides 

some support for Anholt’s (2005) assertion that culture can play an important role in the 

purchase of products from LDCs. Those who are more inner-directed may see that they 

can derive some value from products made in an appealing culture or by fascinating 

people. However, for other-directed people, their responses were not related to their 

evaluations of people’s character.

The interaction effect of people character with personality on promotion 

effectiveness was not significant. The moderately significant direct association of people 

character on promotion effectiveness occurs for product evaluation and purchase 

intentions but not promotion evaluations. Personality type was not related to the 

association of country’s people character with consumers’ product evaluation and 

purchase intentions. Therefore, hypothesis 2c is not supported. Again, despite some 

significant findings relating personality to consumer behaviour (e.g. Moon 2002; 

LaBarbera, Weingard and Yorkston 1998), Kassaijian and Sheffet (1991) point out that 

many studies find weak associations with personality traits.

Hypotheses 2d-2g examined the relationship between country image dimensions 

and promotion effectiveness in the context of personality and product. It was expected
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that appeal effectiveness outcomes would be higher with a utilitarian product and when 

country competencies are perceived to be high. Similarly, it was postulated that 

promotion effectiveness would be higher with a hedonic product when country or people 

character is perceived to be high. There were no direct or indirect product effects found 

in this study. Therefore, the significant relationships are considered robust across product 

types.

Hypothesis 3 series was designed to investigate the relationship of appeal type to 

country image within the context of the inner-other directedness personality trait and the 

two product types. Specifically, hypothesis 3a explored a main effect for appeal type on 

the country image ratings. The results showed that appeal types influenced country 

image on two of the three dimensions, namely, country and people competence and 

country character. Country and people competence beliefs were lowest when an altruism 

appeal is used. Similarly, country character perceptions were also lowest when the other- 

oriented altruism appeal is used. This was present despite finding that the inner-other 

directedness personality trait and its interaction with appeal type was not significant. 

This finding suggests that trait theory is not helping to describe differences in country 

image perceptions. Perhaps, Murray’s view of personality is apt to describe the role 

personality plays in influencing country images. Murray’s approach of personality is 

concerned with the underlying needs that drive a person. Therefore, the resonance of the 

appeal to underlying needs may be the cause for the appeal type’s main effects.
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Hypothesis 3b explored the relationship of appeal type to the country image 

dimensions for other-directed individuals. It was expected that country image 

perceptions would be higher for other-directed people when there was a match with 

other-oriented appeals (altruism and justice). The results did not support the hypothesis. 

There was no significant interaction.

Hypothesis 3 c explored the relationship of appeal type to country image 

dimensions with inner-directed people. It was expected that country image perceptions 

would be higher for inner-directed individuals when there was a match with inner- 

oriented appeals (hedonism and utilitarian). The results did not support hypothesis 3c.

Hypothesis 3d was intended to explore the relationship of appeal type to country 

image in the context of personality and product. The expectation was that a match 

between appeal and product types would be associated with higher country image 

perceptions for inner- and other-directed individuals. While the interaction was 

significant, the hypothesis was not supported. However, the justice appeal was 

associated with significantly higher perceptions of country character for designer jeans 

than for athletic shoes. The hedonic product type matches with emotional component of 

cognition-based justice appeal for inner-directed individuals.

The findings articulated in hypotheses 1,2 and 3 series provided guidance to 

determine the nature of relationships among appeal type, country image, appeal 

effectiveness, personality and product type. The results from that testing also provide
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insight into the form of these relationships. The analysis from testing hypotheses 1 and 3 

series provides substantiation that a model of appeal effects with two associations may 

exist as a bifurcated model presented in Figure 5.16. Hypothesis 1 testing showed a 

relationship exists between appeal type and promotion effectiveness within the context of 

personality. Additionally, hypothesis 3 series showed that a relationship exists between 

appeal type and country image but not in the personality or product context. The main 

effects found in the analysis of both hypotheses series shows that appeal types may 

simultaneously influence promotion effectiveness outcomes and country image. These 

results enable the bifurcated model but do not prove that it is the correct explanation. 

However, testing hypotheses 2 series revealed that country images can also influence 

promotion effectiveness. Therefore, two alternative model forms can explain these 

relationships -  a bifurcated model and a chain model. The chain model was developed as 

an alternative that views the relationships of appeal types, country image and promotion 

effectiveness in a holistic manner.

Hypothesis 4 represents the alternative chain model that is presented in Figure 

5.17. The expectation of the hypothesis was that country image as an intervening 

variable on the relationship between appeal type and promotion effectiveness. The 

results of testing support the hypothesis. Country image acts as a mediator in the 

relationship as the main effect of appeal type is no longer significant on promotion 

effectiveness when all three components (appeal type, country image and promotion 

effectiveness) are present i.e., the effect of appeal type on promotion effectiveness is fully 

mediated by country image. Therefore, it is not enough to consider the influence of
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appeal type in isolation as in the simple model of appeal effects. Nor is it enough to think 

of country image as a separate dependent variable in its relationship with appeal type as 

in the bifurcated model. The image of the country plays an important role in determining 

the effectiveness o f promotional appeals. In addition, two of three country image 

dimensions seem to play an important role in this relationship, namely, country and 

people competence and country character.

F ig u r e  5.16 B ifu r c a ted  M o d e l  o f  A ppeal  E ffec ts

Product Type

Personality
Hypothesis 

3 Series Country Image
Appeal Character Competenci

Hypothesis 
1 Series

Promotion
Effectiveness

Country and people competencies refer to the abilities of the country and its 

people to manufacture products or provide services. Previous research demonstrated that 

beliefs about the competencies of a country and its people influence consumer behaviour 

by affecting the evaluation of products (Heslop et al. 2004). In this research, perceptions 

about country and people competencies significantly influence the three promotion
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effectiveness outcomes, namely, promotion evaluation, product evaluation and purchase 

intentions.

F ig u r e  5 .17 F in al  C h a in  M o d e l  o f  A ppea l  E ffects

Product Type

Personality Hypothesis 
4 Series

'ountry Image
Promotion

Effectiveness
W  Country 

\Character
Appeal Competenci

Anholt (2005) argues that other-oriented appeals diminish consumers’ perceptions 

of the LDC products. Country and people competencies seem to act as a mechanism for 

affecting views of the product. The findings from testing hypothesis 3 series provide 

evidence to support Anholt’s view as altruism results in the lowest country and people 

competence beliefs. This is in contrast to the higher beliefs associated with the self

oriented appeals of hedonism and utilitarianism. However, the competence perceptions 

associated with the justice appeal are viewed as equal to the self-oriented appeals. 

Therefore, justice is an effective appeal and does not lead to lower country and people 

competence beliefs.

Similarly, country character also seems to function as a mechanism for decreasing 

promotion effectiveness outcomes. However, this relationship offers a weaker 

explanation. While testing of hypothesis 3 series demonstrated a similar interaction of
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country character and country and people competence with appeal type, only altruism had 

significantly differential effects. In this study, country character includes perceptions 

about the country’s culture and fascinating people. It is interesting to note that the other- 

oriented altruism appeal is associated with the lowest country character perceptions. 

Anholt (2005) suggests that culture can play an important role in positioning products 

from LDCs. However, cultural aspects o f country image do not seem to be as effective 

for altruism appeals as they are for self-oriented (hedonic and utilitarian) and justice 

appeals.

Overall, the justice appeal seems to be an effective other-oriented appeal. When 

the simple appeal effects model were assessed, the justice appeal resulted in strong 

purchase intentions for both inner- and other-directed individuals. Justice is better for 

inner-directed individuals but the same as altruism for other-directed individuals. When 

the relationship of appeal type to country image was examined, the justice appeal resulted 

in similar country image dimension ratings as the self-oriented appeals. The broad 

resonance of the justice appeal is likely because it is a more balanced appeal. The 

manipulation check provides some evidence to suggest that the justice appeal is 

cognition-based but with an emotional component. This is consistent with the view that 

cognitions and emotions can interact to explain behaviour (Rosenhan et al. 1981; 

Eisenberg 1986). Schoefer and Ennew (2005) found that a cognitive process used to 

assess justice may be followed by an emotional reaction. Further, emotional responses 

can differ for different appeal types and depending upon how people view the world 

(Mowen, Harris and Bone 2004).

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



6 CONCLUSIONS
195

The dissertation results provide benefits to three primary constituency groups. 

These benefits are discussed in the following sections pertaining to academics, 

practitioners, and policy makers.

6.1 Benefits for Academics

The purpose of this research is to explore the effectiveness of a justice appeal 

relative to three conventional categories of promotional appeal types. A second objective 

was to assess the relevance of country image dimensions to the promotion effectiveness 

outcomes. To this end, this research presents two key findings for the effectiveness of 

promotional appeal types plus additional discoveries when the context of country image 

is considered.

One key finding was that the justice promotion can have broad appeal especially 

when compared against the alternative other-oriented promotion, altruism. Altruism asks 

and expects people to help others even when the action would conflict with personal 

goals (Lepkowska-White, Brashear and Weinberger 2003). This approach only resonates 

with other-directed individuals and is associated with a weaker country image. Those 

who are more inner-directed cannot relate to an altruistic appeal. However, the justice 

appeal is effective for both inner- and other-directed individuals indicating that virtuous 

consumption may be a broad trend (Harris 2005). Those who are other-directed can 

relate to the justice appeal on the basis of helping others while those who are more inner-
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directed relate to the appeal because they can help others as well as helping themselves. 

Inner-directed people may recognize the value of justice appeals that by their nature, 

benefit everyone, including, themselves. Everyone desires a fair return for fair work. 

Inner-directed people can “buy into” this appeal because they agree this is what they wish 

for themselves. In this sense, justice does seem to be blind because it appeals to a broad 

base of people.

The appeals in this dissertation were crafted to reflect the expectancy-value 

formulation in the Protection Motivation Theory. Rogers (1975) suggests that action is 

based on an expectation that the action will lead to some consequence and that the 

consequence has some value. In particular, the justice promotion clearly has these 

components as it outlines the current injustice, the action that must be taken to correct the 

injustice, and the desired outcome. Therefore, the success of the justice appeal may be 

rooted in the expectancy-value formulation.

While this connection is explicit, the broad appeal of justice is also likely derived 

from the presence of an emotional component along with its cognitive orientation. The 

pretests and manipulation checks both confirmed that emotion plays a role in the 

communication and interpretation of a justice appeal. The presence in the promotion 

appeal of both thinking and feeling along with an outcome would have led Drolet and 

Aaker (2002) to predict justice’s broad appeal. They argue that simultaneous activation 

of both thinking and feeling, as well as motivational consequence improves the 

effectiveness of persuasion attempts.
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The presence of an emotional component in the justice appeal may have 

influenced other results. The non-significant effects for product evaluation and 

significant effects for the promotion evaluation and purchase intentions indicate that an 

alternate route o f appeals effects may exist for the justice appeal. Previous research on 

emotion-based appeals demonstrated that emotional responses to promotions directly 

affect evaluations without influencing product beliefs (Brown, Homer and Inman 1998) 

or directly influence purchase intentions (Higie Coulter and Pinto 1995). A similar effect 

may be occurring here whereby the emotional component of the justice appeal is enabling 

the respondent to make determinations about purchase intentions directly on the basis of 

a promotion evaluation without direct reference or inference to product beliefs.

A second key finding in this study is the presence of empirical support for 

congruency effects. While full support is lacking, there are significant matching effects 

among the variables that influence promotion effectiveness outcomes. For instance, 

those who were high on the other-directedness personality trait gave more favourable 

outcome ratings to other-oriented promotional appeals. While inner-directed individuals 

did not give higher ratings to self-oriented appeals, an alternative matching pattern exists. 

Those who were more inner-directed gave cognitively emphasized appeals better 

outcome ratings than promotions that were emotion-based.

Country images are complex so there is ample opportunity for differentiation 

among countries. While the country images of LDCs are often seen to be weaker than
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those of developed countries (Tse and Gom 1992; Cordell 1992; Ahmed and d’Astous 

1993; Chao 1993; Mohamad et al. 2000; Kaynak, Kucukemiroglu and Hyder 2000), little 

research has been done to distinguish among the images of different LDCs, particularly 

with examinations o f promotion effectiveness. In this study, Colombia was perceived to 

be the wealthier country and respondents reported a higher level of country familiarity. 

Honduras was viewed as a country with friendly and trustworthy people that have a 

strong work ethic. Honduras was also viewed as a country in need and requiring urgent 

assistance compared to Colombia. These aspects are the basis for overall differentiation 

of the two country images.

There are five country image dimensions revealed in this study, namely, country 

and people competence, country character, people character, neediness and product 

receptivity. Four dimensions roughly reflect recent research (Heslop et al. 2004; Orbaiz 

and Papadopolous 2003) while neediness is an additional dimension introduced in this 

study suitable to LDC images. The positive influence of higher beliefs about country and 

people character on promotion effectiveness outcomes is similar to findings by Heslop et 

al. (2004) that found country images can influence purchase intentions. However, this 

study explored country images in the context of promotional appeals and with the 

evaluation of the promotion as an outcome.

A new finding from the country image dimensions includes the role of culture. 

Anholt (2005) suggests that culture can play a role in enhancing the image of LDC’s 

products in developed country markets. This study provides some empirical support that
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fascinating people and appealing culture beliefs can assist the development of favourable 

perceptions of the country’s characteristics and promotion effectiveness outcomes. 

However, this effect was not limited to the hedonic appeal and was also important for 

utilitarian and justice appeals. The results of this dissertation demonstrate that Anholt 

(2005) does not present a complete picture when discussing the effects of other-oriented 

promotion appeals. Anholt (2005) argues that other-oriented appeals are altruistic and 

serve to diminish the image of the country and promotion responses. However, this 

dissertation showed that justice represents an alternative promotional appeal for LDCs 

that worked as well as the self-oriented appeals and better than the altruistic appeal. The 

justice appeal did not lead to lower country and people competence and country character 

beliefs as the altruistic appeal did. Country beliefs are important to the assessment of 

appeals because these beliefs were found to mediate the relationship of appeal type and 

promotion effectiveness.

6.2 Benefits for Practitioners

The primary benefit of the research to marketers is the potential to turn a liability 

into an asset. LDC product manufacturers often face a negative or weak country image 

when trying to sell their goods in a developed market (Tse and Gom 1992; Cordell 1992; 

Ahmed and d’Astous 1993; Chao 1993; Mohamad et al. 2000; Kaynak, Kucukemiroglu 

and Hyder 2000). The examination of justice as an important appeal type demonstrates 

that LDC producers can turn their weak position into one of strength. Anholt (2005) 

argues that other-oriented appeals contribute to diminished perceptions of value. 

However, his argument points to the application of charity in the central message as the
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root of perceived value erosion. But, this research suggests that the justice appeal can be 

very effective with both personality types studied.

In addition, this dissertation contributes to the collection of strategic options for 

LDCs when exporting their products to developed country markets. Figure 6.1 presents 

the strategic options for LDCs at the intersection of country image and brand image that 

was adapted from Jaffe and Nebenzahl (2001). This grid was presented earlier in the 

dissertation. However, the option of using a justice-based promotion approach and 

monitoring country beliefs have been added to the upper left hand comer of the grid. The 

justice appeal would be most suited to those producers from countries with relatively 

positive country images but with weak product brands. A positive country image would 

be a requirement for the effective deployment of a justice promotion appeal because it is 

necessary that the country be perceived as a credible source of products and possessing 

the ability to help themselves. The justice appeal is also more suitable with a weak brand 

image because the justice message could dilute the image of a strong brand. In addition, 

the focus of the justice appeal is not necessarily on the product itself, but on the 

circumstances that surround its production.

The results of this dissertation provide mixed support for Anholt’s (2005) view. 

The key finding here is that product evaluations are not central to the effectiveness of 

other-oriented appeals. The effectiveness of the justice appeal seems to work based on 

the promotion evaluation and purchase intentions. Therefore, the evaluation of a product 

associated with an altruistic or justice appeal is often similar to that of a self-oriented
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appeal. While altruism is very effective with other-oriented individuals for purchase 

intentions, justice is effective with both inner- and other-directed people.

F ig u r e  6.1 M o d ifie d  In te r sec t io n  o f  B r an d  and  C o u n tr y  Im a g e s  fo r  L D C s

Positive Country Image

Develop a justice-oriented promotional Emphasize positive aspects of country
campaign with strong emotion and image (Bilkey and Nes 1982; Tse and Gom
cognition components with a clear 1992)
outcome
Monitor country competencies and
character beliefs because of their
mediating role
LDCs have an opportunity to export
manufactured goods that are aligned with a
current raw material reputation (Bilkey and
N e s1982)
Positive initial impressions are associated
with a new brand from a favourable
country image (Tse and Gom 1992)
Leverage country image through a
government certification program (Choi
1992)

Weak Brand Strong Brand

Provide warranties (Bilkey and Nes 1982; Development and maintenance of a strong
Thorelli, Lim and Ye 1989; Cordell 1992; brand because it can offset poor country
Jo, Nakamoto and Nelson 2003) images (Gaedeke 1973; Ahmed and
Leverage DCs retailer image (Bilkey and d’Astous 1993; Jo, Nakamoto and Nelson
Nes 1982; Thorelli, Lim and Ye 1989) 2003)
Offer after sales service (Jo, Nakamoto and Decompose origin into location of design,
Nelson 2003) assembly and components to diminish
Encourage product experience (Tse and effect of a poor country image (Tse and
Gom 1992) Lee 1993)
Set lower prices (Tse and Gom 1992)
Focus production on lower risk goods
(Cordell 1992)
Produce components in an LDC and
assemble in a DC (Cordell 1992)

Negative Country Image

Source: adapted from Jaffe and Nebenzahl 2001
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A key finding for practitioners is the importance that country images play in 

mediating the relationship of appeal type to promotion effectiveness. Marketers from 

LDCs cannot ignore the role of country images because they interact with the central 

message of their promotions. In particular, marketers should be aware o f how their 

country is perceived by consumers in terms of competencies and country character. 

These are dimensions of the country image that significantly mediate the relationship of 

appeal type to promotion effectiveness. A country image that is weak in these areas may 

make a LDC marketer less effective. Further, the importance of fascinating people and 

appealing culture beliefs with intentions to purchase products from an LDC supports 

Anholt’s (2005) argument in this area. Therefore, marketers should portray relevant 

cultural aspects in a way that captures attention in a favourable light. Furthermore, it is 

important to maintain ongoing monitoring of country and people competence and country 

character perceptions because they play a mediating role in the relationship between 

appeal type and promotion effectiveness outcomes.

6.3 Benefits for Policy Makers

Policy makers can also benefit from the results of this research. The main 

contribution for policy makers is the improved understanding in the area of country 

images for LDCs. Developing countries often have weak or negative country images yet 

this weakness may be turned into an advantage. However, little research has explored the 

images associated with LDCs. For policy makers in Colombia and Honduras, this study 

provided descriptive results that outline how respondents perceived the two countries.
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The areas where the two countries were seen as different are particularly useful. 

Colombia was seen as having higher levels of competency rooted in beliefs about the 

country’s wealth. Colombia’s policy makers may wish to build upon this belief in 

promotional campaigns using either hedonic, utilitarian or justice appeals as a means to 

support their exporters.

Honduras was perceived to be a country of people who are friendly, trustworthy 

and possess a strong work ethic. This provides a good basis for policy makers to 

continue development of the country’s image by encouraging their businesses to provide 

strong customer service and ensuring that foreigners have positive encounters with 

various levels of government during their visit. However, the results of this study 

showed that the people character dimension of country image was not related to 

promotion effectiveness. Therefore, consumers may be willing to give everyone an 

opportunity as fellow human beings to be good people. The justice appeal accommodates 

this conclusion through beliefs about work ethic, as everyone deserves a reward 

commensurate with their inputs.

Just as practitioners can benefit from applying a justice appeal, LDCs can enhance 

the appeal’s effects through their country images. Despite the hardships faced by its 

population, a country may wish to profile this reality employing cognitive means to 

provide fertile ground for justice appeals of its manufacturers and other producers. To 

assist the effectiveness of LDC marketers, the country should focus on improving country 

and people competencies beliefs and country character perceptions. Both dimensions of
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country image were shown to influence the effectiveness of promotional appeals so 

building up the country image in these dimensions would help the LDCs’ marketers 

regardless of the appeal type used. Further, justice appeals may represent a new window 

of opportunity for LDCs to expand beyond initial successes of a commodity based 

country image. The promotion appeals should not focus too much on negative aspects of 

the country’s situation because this approach may decrease the country image. Instead, 

show how “justice” enables and improves life in the country. The emphasis is on the 

positive outcomes, not on the negative situation.

6.4 Limitations of the Research

Limitations in any research project are unavoidable. However, it is important to 

identify these restrictions when discussing the results. In the case of this research, five 

main limitations are identified relating to the methodology.

First, the choice of sampling students when the unit of analysis is general 

consumers carries some risk associated with the generalizability of the results. However, 

the study design attempted to lessen the effect of a non-traditional sample by choosing 

products for which the sampling frame is a major consumer. Students are very familiar 

with the proposed stimulus products and they are likely purchasers of these products. 

Furthermore, the investigation of justice as an appeal for LDCs may be better suited to 

younger participants as young people have grown up with the introduction of Fair Trade 

products and many actively campaign against the forces o f globalization.
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Second, some situational influences may have an impact on participants’ 

responses yet not be known to the researcher. However, identifying the major 

possibilities in the literature and accounting for the factors in the experimental design and 

collecting associated data in the measurement instrument help alleviate this concern. For 

instance, the demographic questions allowed for the collection of the subject’s gender. 

While there are mixed results in previous studies, gender was found to be not a 

significant factor in this study of promotion effectiveness.

Third, the experimental research design raises concern that laboratory stimulation 

and responses do not directly correspond to behaviour in the marketplace. While the 

classroom setting is not a precise replication of the marketplace, the research was 

designed to capture intentions rather than just the beliefs, feelings and evaluations of 

subjects to provide a better reflection of actual behaviour. This research is an initial 

exploration intended to determine the general importance of a justice appeal in an LDC 

context. Further, the point of the study was to explore the basic mechanisms of decision 

making. Many researchers have argued that such mechanisms operate regardless of 

whether the subject is a consumer or student. While field trials are a next step, this initial 

exploration was best done in a controlled environment with a limited range of population 

variables in play and with less distraction than would occur in a normal marketplace 

setting. In addition, this study was interested in the form and nature of the basic 

relationship and not the “effect sizes” so a non-typical respondent group was also 

acceptable. Furthermore, Liefeld (1993) demonstrates that there is less distortion than 

might be expected from using student samples.
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Fourth, the order of stimulus and response measures in the questionnaire may 

raise concerns for some over possible order effects. The order was determined after 

careful consideration. First, the decision was made to place the personality scale ahead of 

the promotion stimulus because personality is a critical classification for this study. 

Therefore, it was important to eliminate the possibility that the promotion stimulus could 

distort personality item responses. Then, the promotional stimulus was exposed to the 

subject. Country image measures were provided after exposure to the stimulus to assess 

the impact on country images. While the images of developed countries are strong and 

well entrenched in the consumer’s mind, the images of LDCs are weakly held. 

Therefore, it is possible that a promotional tag can influence their conceptions of the 

country. Indeed, the results show that the country image is influenced by the appeal type. 

Following the country image measures, response measures to the promotion stimulus 

were placed after the respondent was exposed to the stimulus as is typically done in 

advertising effectiveness research (Aaker and Williams 1998; Ruiz and Sicilia 2004). 

While it might seem ideal to have respondents return a day later to provide responses to 

the stimulus, this would not be appropriate for an assessment of the effectiveness of a 

promotional tag. In the case of promotional tags, consumers make immediate evaluations 

based on the promotional tag and any effects of the tag occur immediately as evidenced 

by the purchase decision.

Fifth, the difference in word length of the following appeal may provide a 

possible confounding effect. It is reasonable to argue that the shorter appeals (hedonic

R eproduced  with perm ission of the copyright owner. Further reproduction prohibited without perm ission.



207

and utility) would result in poorer ratings than the longer appeals (altruism and justice). 

Certainly, the results o f hypothesis 1 series would substantiate this claim given that some 

promotion effectiveness measures were lower for hedonic and utility compared to 

altruism and justice. However, these results were not consistent. This was not the case 

for product evaluation where the utility appeal receives ratings as high as the longer 

appeals. Further, this study was particularly interested in the interaction of personality on 

promotion effectiveness. Within these results, there doesn’t seem to be a word length 

confounding effect as there is no preference for the longer appeals.

6.5 Future Research

While providing insight into the relationship of appeal type, country image and 

promotion effectiveness in the context of personality and product type, this study raises 

several questions that require further research. First, can justice appeals be effective 

within a developed country context? Within developed countries there exists 

economically distressed regions or poverty stricken neighbourhoods. The justice appeal 

may be a useful tool for marketers associated with efforts to economically stimulate these 

depressed areas through activities like social enterprise. The justice appeal may resonate 

if  consumers perceive the location or area to be in need and if  these areas also have the 

competencies to help themselves.

Second, what differences may be found in the images of LDCs? This study found 

that the images of Colombia and Honduras were perceived as different overall and with 

respect to some specific measures. However, there are many more LDCs than the two
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used in this study and there needs to be a better understanding of the constellation of their 

images. Specifically, more needs to be known about how the images of LDCs differ and 

to determine whether a means of categorizing these images is possible.

Third, would a different set of products influence the relationship of appeal type, 

country image and promotion effectiveness? This study explored the effectiveness of 

LDC promotional appeals within the context o f two products used to represent hedonic 

(designer jeans) and utility (athletic shoes). However, the two products both represented 

a moderate range of product complexity. Future research should strive to determine the 

sensitivity of the results with products that are both high and low in complexity.

Fourth, what is the impact on relationships with promotion effectiveness of 

products that are more polarized on the hedonic-utility product type range? The results of 

this research suggest that the effects on promotion effectiveness are more invariant across 

product type than what was expected. This occurred despite a research design that 

successfully used two products that were more representative of either hedonic or utility. 

However, future research should examine the influence of varying product type on the 

effects of promotion effectiveness by using products with stronger distinctiveness in their 

representation o f hedonic and utility.

Fifth, what is the most effective form of justice in a promotional appeal? Rawls 

(1971) argued that there are three types of justice, namely, distributive, procedural and 

interactional. Distributive justice refers to the coordination of outcomes while procedural
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justice refers to the means of distribution and interactional justice refers to stability in the 

willingness of people to act on agreed rules. This study included the notions of 

distributive and procedural justice in the promotional appeal for justice. Further research 

should isolate the different types to test their resonance with promotion effectiveness 

outcomes.

Sixth, what is the most effective form of promotional type for a justice appeal? 

The justice appeal is cognition-based but also has a significant emotional component that 

seems to influence its broad resonance. While emotion-based or cognitive-based 

promotional appeals can be more effective through certain media (Olney, Holbrook and 

Batra 1991; Royne Stafford and Day 1995), it is not clear where a more balanced appeal 

would be most effective. Further research is required to determine the order of effects in 

advertising (television, radio, print, point of sale and Internet) and other promotional 

types.

Seventh, what is the influence of brand names on the effectiveness of a justice 

appeal? The association of a product with a major brand name might diminish the effects 

of the justice appeal as consumers might view the purchase as having a limited effect on 

correcting the injustice. Alternatively, there could be a negative relationship for some 

young consumers as some view global injustices as the result of business practices of the 

companies behind major brands.
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Although more work is required to answer the questions raised by this study, this 

dissertation makes a considerable contribution to developing an understanding of the 

value of the justice appeal and its mechanism of effects on consumers in promoting the 

products and images of developing countries.
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Please take a moment to review this basic information about:

Colombia

Geographic location -  Northern South America, bordering the Caribbean Sea, between 
Panama and Venezuela, and bordering the North Pacific Ocean, between Ecuador and 
Panama

Political system -  republic 

Population - 4 4  Million 

GDP per capita (PPP) - $7,900

Source: The World Factbook (2006)
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Section 1: A number of statem ents or questions with two alternative answers are given 
below. Please answer every item as it applies to you. Indicate your preference by 
circling the number closest to the statement that reflects you. Some of the alternatives 
may appear equally attractive or unattractive to you. Nevertheless, please make a real 
attempt to choose the alternative that is relatively more acceptable to you.
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1. If I had more time I would:
spend more evenings at home 1 2

doing the things I like to do

2. For physical exercise or as a sport, I would prefer:
softball, basketball, volleyball, or 1 2

a similar team sport

3 .1 believe:
being able to make friends is a 1 2

great accomplishment in and of
itself

4. It is more desirable:
to be popular and well liked by 1 2

everybody
5 .1 would consider it more embarrassing:

to be caught loafing on a job for 1 2
which I get paid

6. In my free time:
I’d like to read an interesting 1 2

book at home

7. As leisure-time activity, I would rather choose:
woodcarving, painting, stamp 1 2
collecting, photography, or a 

similar activity

8. One of the main things a child should be taught is:
cooperation 1 2

9. The persons whom I admire most are those who:
are very outstanding in their 1 2

achievements

1 0 .1 prefer listening to a person who:
knows his subject matter real 1 2

well but is not skilled in 
presenting interestingly

11. As far as I am concerned:
I see real advantages to keeping 1 2

a diary and would like to keep 
one myself

4 5 more often go out with my friends

4 5 skiing, hiking, horseback riding,
bicycling, or similar individual sport

4 5 one should be concerned more about
one’s achievements rather than 
making friends

4 5 to become famous in the field of one’s
choice or for a particular deed

4 5 losing my temper when a number of
people are around of whom I think a 
lot

4 5 I’d rather be with a group of my friends

4 5 bridge or other card game, or
discussion groups

4 5 self-discipline

4 5 have a very pleasant personality

4 5 knows his subject matter not as well
but has an interesting way of 
discussing it

4 5 I’d rather discuss my experiences with
friends than keep a diary

3

3

3

3

3

3

3

3

3

3

3
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Section 2: Please circle the appropriate number that indicates to what degree each 
item is reflective of your behaviour

1. My behaviour is usually an expression of False 1 2 3 4 5 6 7 True
my true inner feelings, attitudes and beliefs

2. At parties and social gatherings, I do not False 1 2 3 4 5 6 7 True
attempt to do or say things that others will like

3. In a group of people I am rarely the center False 1 2 3 4 5 6 7 T r u e
of attention

4 . 1 am not particularly good at making other False 1 2 3 4 5 6 7 True
people like me

5 .1 would not change my opinions (or the way False 1 2 3 4 5 6 7 True
I do things) in order to please someone else
or win their favour

6. At a party, I let others keep the jokes and False 1 2 3 4 5 6 7 True
stories going

7 . 1 feel a bit awkward in company and do not False 1 2 3 4 5 6 7 True
show up quite so well as I should
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Section 3: For each of the characteristics listed below, rate how descriptive each 
characteristic is of you using the scale from 1 to 5 as shown below.

Disagree Disagree Neither agree Agree Agree
strongly a little of disagree a little strongly

1 2 3 4 5

I see myself as someone who . . .

Is talkative

Tends to find fault with others 

Does a thorough job 

Is depressed, blue 

Is original, comes up with new ideas 

Is reserved

Is helpful and unselfish with others

Can be somewhat careless

Is relaxed, handles stress well

Is curious about many different things

Is full of energy

Starts quarrels with others

Is a reliable worker

Can be tense

Is ingenious, a deep thinker 

Generates a lot of enthusiasm 

Has a forgiving nature 

Tends to be disorganized 

Worries a lot

Has an active imagination 

Tends to be quiet 

Is generally trusting

Tends to be lazy

Is emotionally stable, not easily upset 

Is inventive

Has an assertive personality 

Can be cold and aloof 

Perseveres until the task is finished 

Can be moody

Values artistic, aesthetic experiences

Is sometimes shy, inhibited

Is considerate and kind to almost everyone

Does things efficiently

Remains calm in tense situations

Prefers work that is routine

Is outgoing, sociable

Is sometimes rude to others

Makes plans and follows through with them

Gets nervous easily

Likes to reflect, play with ideas

Has few artistic interests

Likes to cooperate with others

Is easily distracted

Is sophisticated in art, music, or literature
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Section 4: Imagine you are at a store where you would normally shop for designer 
jeans and you saw a pair that you would consider buying. It has the following 
information on an attached promotional tag. Please read the promotional tag below and 
provide your opinion on the following pages.

Support a poor young 
Colombian family now with 

every stride you make

Diego and Camila are children living in 
impoverished conditions and struggle 

to access clean water and food.
Their parents work hard in their local 

textile factory and need to keep their
jobs.

Every designer jean purchase you 
choose to make helps families like 

these live better.

It’s up to you. Choose to help 
Diego and Camila today!
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How would you describe the country and
Likeability of people

Industriousness

Education level

Fascinating people

Wealth

Friendliness

Trustworthiness

Work ethic

Appealing culture

Individualism

Political stability

Technology level of country

Stability of economy

Quality of life

Admirable in world politics 

Environmental/pollution controls 

Individual rights and freedoms 

In need of assistance 

Urgency of need

Alignment with your home country

Liking of the country

Your knowledge of Colombia

Overall, how would you rate Colombia? 

Have products I’d like to buy 

Would like to help support 

Willingness to buy their products

234
people of Colombia?

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High

Low 2 3 4 5 6 7 High
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What does the advertisement represent to you?
Enjoyment Low 1 2 3 4 5 6 7 High
Helpful Low 1 2 3 4 5 6 7 High
Equality Low 1 2 3 4 5 6 7 High
Charity Low 1 2 3 4 5 6 7 High
Pleasure Low 1 2 3 4 5 6 7 High
Effective Low 1 2 3 4 5 6 7 High
Fairness Low 1 2 3 4 5 6 7 High
Sympathy Low 1 2 3 4 5 6 7 High
Fun Low 1 2 3 4 5 6 7 High
Functional Low 1 2 3 4 5 6 7 High
Obligation Low 1 2 3 4 5 6 7 High
Concern Low 1 2 3 4 5 6 7 High
Exciting Low 1 2 3 4 5 6 7 High
Necessary Low 1 2 3 4 5 6 7 High
Duty Low 1 2 3 4 5 6 7 High
Compassion Low 1 2 3 4 5 6 7 High
Delightful Low 1 2 3 4 5 6 7 High
Practical Low 1 2 3 4 5 6 7 High
Thrilling Low 1 2 3 4 5 6 7 High
Entertaining Low 1 2 3 4 5 6 7 High
First, 1 would like to ask you some questions about the advertisement.
How would vou rate the advertisement on the following scales:
Likeable Low 1 2 3 4 5 6 7 High
Good Low 1 2 3 4 5 6 7 High
Interesting Low 1 2 3 4 5 6 7 High
Irritating Low 1 2 3 4 5 6 7 High

Now, 1 would like to ask you some questions about the product in the advertiseme

How would vou rate the product on the following scales:
Good Low 1 2 3 4 5 6 7 High
Likeable Low 1 2 3 4 5 6 7 High
Nice Low 1 2 3 4 5 6 7 High
Attractive Low 1 2 3 4 5 6 7 High
Worthy Low 1 2 3 4 5 6 7 High
Compared to competing products, how
would you rate the product? Low 1 2 3 4 5 6 7 High

Like to purchase Low 1 2 3 4 5 6 7 High
Willingness to buy Low 1 2 3 4 5 6 7 High
Intend to purchase Low 1 2 3 4 5 6 7 High
Would recommend to others Low 1 2 3 4 5 6 7 High
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Section 5: Finally, please tell me a little about yourself.

5.1 Were you born in Canada? Y e s ______  N o ________

If no, how many years have you lived in Canada? ___________

5.2 What countries, if any, have you lived in for greater than 6 months?

5.3 Please indicate your gender by circling the appropriate response:

Male Female

5.4 Please indicate your age by circling the appropriate range:

<20 years 21-30 31-50 51-65 >65 years

Thank you for participating in this study!
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APPENDIX B -  PROMOTIONAL APPEALS
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The table below presents the content of the promotional stimulus for one country 
(Honduras) as it varied across the appeal and product types.

Appeal Central Message Text Tagline
Hedonic - Jeans Look good and 

feel great in exotic 
Honduran designer 
jeans

Express yourself.

Have fun beyond the ordinary.

Take yourself to the 
extraordinary.

Your
fashionable
choice

Utility -  Jeans Comfortable, 
rugged and long 
wearing Honduran 
designer jeans

Designed to fit comfortably for 
everyday wear.

Honduran denim is highly 
breathable and strong.

Dense fibre weaving delivers a 
durable, long lasting product.

Your sensible 
choice

Altruism -  Jeans Support a poor 
young Honduran 
family now with 
every stride you 
make

Diego and Camila are children 
living in impoverished 
conditions and struggle to 
access clean water and food. 
Their parents work hard in 
their local textile factory and 
need to keep their jobs.
Every athletic shoe purchase 
you choose to make helps 
families like these live better.

It’s up to you. 
Choose to 
help Diego 
and Camila 
today!

Justice -  Jeans Ensure hard 
working 
Hondurans are 
justly rewarded

Facing a conventional market 
system that offers only pennies 
for every pair of jeans, 
working Hondurans have 
organized into democratically 
run cooperatives to offer the 
world designer jeans.
Your purchase guarantees that 
workers receive a fair price for 
their labour, the equivalent of a 
living wage that meets or 
exceeds the legal minimum 
wage, and that labour laws are 
adhered to.
The result for you is a product

Take
responsible 
action and 
make a world 
of difference
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you can be proud to wear 
because your purchase reflects 
how you think the world 
should be.

Hedonic - Shoes Indulge your feet 
in exotic
Honduran athletic 
shoes

Free your feet from the 
ordinary.

Make athletic activities more 
playful.

Take your feet to the 
extraordinary.

Your feet will 
look good 
and feel great

Utility -  Shoes Comfort and 
effective
performance with 
Honduran athletic 
shoes

Designed and built to help you 
perform at your highest levels.

Lightweight fabric contributes 
to the breathability of the shoe.

Air pockets in the sole help 
cushion your foot for every 
impact.

Your high
performance
shoe

Altruism -  Shoes Support a poor 
young Honduran 
family now with 
every stride you 
make

Diego and Camila are children 
living in impoverished 
conditions and straggle to 
access clean water and food. 
Their parents work hard in 
their local textile factory and 
need to keep their jobs.
Every athletic shoe purchase 
you choose to make helps 
families like these live better.

It’s up to you. 
Choose to 
help Diego 
and Camila 
today!

Justice - Shoes Ensure hard 
working 
Hondurans are 
justly rewarded

Facing a conventional market 
system that offers only pennies 
for every pair of shoes, 
working Hondurans have 
organized into democratically 
run cooperatives to offer the 
world athletic shoes.
Your purchase guarantees that 
workers receive a fair price for 
their labour, the equivalent o f a 
living wage that meets or 
exceeds the legal minimum 
wage, and that labour laws are 
adhered to.

Take
responsible 
action and 
make a world 
of difference
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The result for you is a product 
you can be proud to wear 
because your purchase reflects 
how you think the world 
should be.
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