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ABSTRACT
MODERATING ROLES OF INVOLVEMENT IN INFORMATION
PROCESSING ROUTES AND MESSAGE ACCEPTANCE FOR
DIFFERING NUMBERS OF AD REPETITIONS
By
Haksik Lee

The objectives of this dissertation were: 1) to
investigate how consumers' involvement level moderates the
information processing routes (cognitive processing route
and affective processing route) across different levels of
ad repetitions, and 2) to investigate how consumers'
involvement level moderates the message acceptance (the
result of information processing) across different levels of
ad repetitions. To test hypotheses established for the
objectives above, an experiment was conducted. An
advertisement for a subcompact car was embedded in a TV show
one, three, or five times using three video cassette tapes.
Subjects' involvement level was manipulated as high or low
level by providing different treatment scenarios. The
findings were as follows.

First, it was found that consumers' brand attitudes are
mediated by ad attitudes as well as brand cognition at any
tested level of ad repetition. It was partially supported

that consumers' brand attitudes are influenced by brand
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beliefs when they are in the high involvement situation more
than when in the low involvement situation, while consumers'
brand attitudes are influenced by ad attitudes when they are
in the low involvement situation more than in the high
involvement situation. Second, it was found that as
repetition level increased, low involvement consumers' brand
attitudes become more favorable while high involvement
consumers' brand attitudes become less favorable or did not
change significantly. Finally, it was found that low
involvement consumers' brand attitude formation is mediated
by their ad-related responses across different repetition
levels.

These findings provide theoretical contributions and
have managerial implications. From a theoretical
perspective, the findings confirmed the proposition, in the
context of ad repetition, that consumers' involvement level
moderates information processing routes. The proposition
that involvement level moderates consumers' attention level
was also confirmed. As managerial implications, the
findings imply that depending on the characteristics of
target market, different types of ads may be desirable
(information oriented ads versus affect oriented ads).
Repetition of the same commercial in a TV show may not be

desirable for high involvement consumers.
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CHAPTER ONE

INTRODUCTION

The General Problem Area

The learning hierarchy in communication effects
postulates that the change in individuals' cognitive
structure leads to a change in attitude toward the brand and
then to a change in purchase intention (cognition - affect -
conation). Traditionally, researchers have used this high
involvement cognitive information processing paradigm when
investigating how consumers' attitudes and purchase
intentions toward the brand are influenced by advertising.

However, the low involvement theory postulates that
when individuals are in a low involvement situation, they do
not have sufficient motivation to cognitively process the
content of a message; therefore, the low involvement theory
postulates that the memory of brand name or any other simple
cue(s) of the brand would make the individuals have purchase
intentions toward the brand withéut influencing attitudes
(cognition - conation - affect). But in the low involvement
hierarchy, the cognition is a simple memory of a brand name
or of one or a few simple cue(s) of the brand, while in the
learning hierarchy, the cognition is the individuals'

beliefs about the brand along the attributes of the brand.



While the two hierarchies above postulate that either
cognition-based attitude toward the object or cognition
itself would lead to behavioral intention and behavior, a
new perspective challenging (or supplementary to) these
traditional cognition-based perspectives has been offered in
the 1980's. Some psychological researchers have contended
that attitudes toward an object can be formed without
cognitively perceiving the object. 1In the consumer behavior
context, it has been found that consumers' brand attitudes
and purchase intentions can be influenced by attitude toward
the advertisement itself. It has also been found that
involvement level moderates the influence of ad attitudes on
brand attitudes to some degree.

The effect of message repetition on the message
acceptance has also been an important area in social
psychology and consumer behavior research. The inverted-uU
relationship between repetition and message acceptance has
theoretically been proposed and supported by several
studies. However, there have also been some studies which
do not support this proposition. Regarding the different
effects of varied commercials versus repetition of one
commercial, some studies have found that varied commercials
are more effective than the simple repetition of one
commercial.

After involvement theory was first introduced into
advertising research and consumer behavior research in the

mid-1960's, it has grown to be a major construct in helping
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to understand consumer behavior. Since involvement level is
believed to significantly moderate advertising effects, the
involvement construct is employed as an important moderating
variable of advertising effect in this dissertation.

The objectives of this dissertation are: 1) to
investigate how involvement level moderates the information
processing routes (cognitive processing route and affective
processing route) across different levels of ad repetitions,
and 2) to investigate how involvement level moderates the
message acceptance (brand attitudes formation) across

different levels of ad repetitions.

Research Issues

Three research issues are raised in relation to the
objectives of this dissertation. The first issue is related
to information processing routes. 1In a high involvement
situation, since the individuals are very interested in the
stimulus (the stimulus is very relevant to the individuals),
the individuals are expected to give a great deal of
attention to the message, and are likely to cognitively
process the content of the message. Borrowing Petty and
Cacioppo's (1981b) notion, encoding is conducted with a
highly elaborate effort. 1In relation to issue involvement,
Petty and Cacioppo (1979) found that the correlation between
cognitive response measures and attitudes were considerably
higher under the high issue involvement condition than under

the low issue involvement condition (0.69 versus 0.29).
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Hence, the cognitive processing of information is expected
to be the major cause of the formation of brand attitudes in
the high involvement situation. 1In a low involvement
situation, since the individuals have little or no interest
in the stimulus, individuals are expected to give little
attention to the message, and are not likely to cognitively
process the message content. Encoding would be conducted
with a low-elaborate effort. 1In this case, the brand
attitudes are less likely to be influenced by brand beliefs.

More recently, there is growing evidence that attitude
toward the brand can be influenced not only by brand
beliefs, but also by attitude toward the ad supporting the
brand (Lutz, MacKenzie, and Belch 1983; MacKenzie, Lutz, and
Belch 1986; Mitchell and Olson 1981). It has also been
found that this phenomenon tends to appear more clearly in
the case of low involvement than in the case of high
cognitive involvement (Park and Young 1983, 1986). Gardner
(1985) reports that brand beliefs are more significant
mediators of brand attitudes under a brand set condition
than under a nonbrand set condition. Therefore, it can be
said that brand attitudes can be formed or changed even in
the low involvement situation. This notion contradicts
Krugman (1965) and Ray et al. (1973), that in the low
involvement situation, brand attitudes cannot be formed or
changed; instead, cognitions (memory of brand name, etc.)
lead directly to conation. This apparent contradiction

results from the fact that Krugman and Ray et al.
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disregarded the possibility of the formation or change of

individuals' brand attitudes from only their ad attitudes

without sufficient brand knowledge and cognitions.

While some researchers attempted to assess the
moderating role of involvement in the mediating effects of
ad attitudes and brand beliefs on brand attitudes, few have
attempted to assess this phenomenon in the context of
advertising repetition. Therefore, the first issue is
raised as follows.

Issue I. Will consumer involvement moderate the effects of
brand-related beliefs and ad attitudes on brand
attitudes for any number of ad repetitions?

The second issue concerns message acceptance. There
have been several studies which supported the inverted-U
relationship between the number of message exposures and
message acceptance, following Berlyne's two factor theory
(e.g., Cacioppo and Petty 1979/1980; Calder and Sternthal
1980; and Gorn and Goldberg 1980). In relation to different
types of goods or commercials, Ray, Sawyer,and Strong (1971
reported that repetition continued to increase purchase
intention in the case of low-price "convenience" goods ads
or "non-grabber" ads, but not in the case of high-price
"shopping" goods ads or "grabber" ads. More recently, Batra
and Ray (1986) found that repetition led to relatively more
gains in brand attitudes and purchase intentions when the
ads were evoking a low number of cognitive responses
compared to when the ads were evoking a high number of

cognitive responses. Here, one may infer that low-price
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convenience goods and non-grabber ads are likely to bring on

a lower level of involvement, compared with high- price

shopping goods and grabber ads. It is also expected that

low involvement consumers would have less cognitive
responses than high involvement consumers. Based on this
reasoning, the second issue can be raised as follows.

Issue II. Will consumer involvement moderate brand
attitudes formation for differing numbers of ad
repetitions?

The third and last issue also concerns information
processing routes. There have been several findings that
cognitive responses mediate brand attitudes (Belch 1982,
Olson, Toy, and Dover 1978, Toy 1982, Wright 1973). 1In
addition, Cacioppo and Petty (1979, experiment 1 of 1980)
and Calder and Sternthal (1980 - product B) found that the
pattern of cognitive responses was quite consistent with
that of attitude change over different levels of repetition.
However, there also exists some research (Belch 1982,
experiment 2 of Cacioppo and Petty 1980, Calder and
Sternthal 1980 - product A) reporting that attitudes and
cognitive responses were not perfectly parallel over
different levels of repetition. While many researchers have
found a mediating effect of cognitive responses on brand
attitudes, Batra and Ray (1985) found that affective
responses have strong mediating influences on brand
attitudes. In this case, it is expected that affective
responses influence brand attitudes through ad attitudes

while cognitive responses influence brand attitudes through
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brand cognitions (brand beliefs). If the relative strength
of influence of brand cognition versus ad attitudes on brand
attitudes varies with message recipients' involvement level,
it may be true that the relative strength of influence of
cognitive responses versus affective responses on brand
attitudes varies with message recipients' involvement level.
Therefore, it would appear that the pattern of change in the
cognitive responses over repetition levels does not parallel
the pattern of attitude change if consumers affectively
processed the stimulus. If so, it is reasonable and
desirable to consider all types of "spontaneous responses"
including cognitive responses and affective responses for
study of this area. Based on this reasoning, the last issue
is raised as follows.

Issue III. Can the directional change in brand attitudes
over different levels of repetition be better
explained if the mediating role of whole
"spontaneous responses" in brand attitudes

formation are investigated instead of the
mediating role of only cognitive responses?

Plan of the Dissertation

Chapter Two provides a review of the background
literature for this study. Traditional information
Processing concepts will be discussed first. Then, the
conceptualizations of the involvement construct will be
reviewed. Next, the literature review will deal with the
effects of ad attitudes and message repetition on brand
attitudes and purchase intentions. This review of

literature will be the basis for establishing hypotheses at
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the end of Chapter Two. Chapter Three contains a
description of the methodology to test the hypotheses.
Chapter Four reports the results of data analyses, and

Chapter Five follows with conclusions.






CHAPTER TWO

LITERATURE REVIEW

This chapter reviews literature concerning traditional
information processing paradigm, involvement, effects of ad
attitudes on brand attitudes, and effects of message
repetition on brand attitudes. Finally, the research
hypotheses of this dissertation are established in relation

to the issues raised in Chapter One.

Information Processing Paradigm

Traditionally, it has been postulated that individuals'
behavior following persuasive messages must be preceded by
attitude formation and attitudes must be preceded by
cognition. Under this postulation, a model of communication
effects was proposed by McGuire (1968). In this model, an
individual is to expend considerable cognitive effort in
actively processing the content of the message and go
through multiple stages before persuasion can occur. These
stages are attention, comprehension, yielding, retention of
message, and action.

McGuire (1978) later described this information

processing paradigm as a stochastic process, and
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hypothesized that for a given message, there is a
probability that each stage would occur during exposure to
the message. The probability that a given message would be
successful depends on the probability that each stage would
occur. This idea was applied to advertising to aid in
understanding the development and evaluation of effective
advertising campaigns.

Similarly, Percy and Rossiter (1980) have suggested
that the successful processing of an advertising message
requires three steps: attention, decoding, and encoding.
Attention is the allocation of processing capacity to the
stimulus. Decoding is an awareness, and/or comprehension of
message content which follows attention. Encoding is the
step in which the individual interprets the message content
in his own way and forms an attitude toward the object in
the message. Encoding is the step of yielding and retention
in McGuire's information processing paradigm.

According to this information processing model,
comprehension (decoding) is a necessary but not a sufficient
condition for the communication to persuade the receiver.
More important is how the receiver interprets the message
content and assigns a personal meaning to it. This is the
stage of yielding and retention (encoding). The yielding
stage has been embraced by cognitive response theory
(Greenwald 1968; Wright 1973) and the retention stage has
been presented in terms of attitude formation and change

(Fishbein 1963; Fishbein and Ajzen 1975; Lutz 1975).
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Multi-attribute Models for Attitude Formation and Change

Theory about the relationship between attitude and
behavior was developed prior to cognitive response theory.
G. W. Allport (1935) proposed that "an attitude is a mental
and neural state of readiness, organized through experience,
exerting a directive or dynamic influence upon the
individual's response to all objects and situations with
which it is related." This definition portrayed an attitude
primarily as a mental state which responds in a particular
way, and its emphasis was on its behavioral implications.
Krech and Crutchfield (1948) defined an attitude as enduring
organization of motivational, emotional, perceptive, and
cognitive processes with respect to some aspect of the
individuals' world. This definition includes cognitive and
emotional components for conceptualizing attitudes. Rokeach
(1968) defined an attitude as a learned predisposition to
respond to an object or class of objects in a preferential
or evaluative manner. This definition conceptualized
attitudes as having not only a behavioral component but also
an affective and evaluative component.

Recently a more comprehensive conceptualization of the
attitude construct seems to be prevalent. Freedman, Sears,
and Carlsmith (1978) stated that "an attitude is an enduring
system with a cognitive component, an affective component,
and a behavioral tendency. The cognitive component consists
of the beliefs that the individual has about the situation

or object; the affective component consists of the emotional
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feelings connected with the situation or object; and the
behavioral tendency is what Allport (1935) referred to as
the readiness to respond in a particular way" (p. 238). As
reviewed so far, each of the traditional definitions of
attitudes in social psychology contains a different
conception of what an attitude is or emphasizes a somewhat
different aspect of it.

How attitudes are formed or changed has been studied
primarily under the name of "expectancy x value" or "multi-
attribute" models in social psychology. The first work in
this area seems to have been done by Rosenberg (1956).
Fishbein (1963) also developed an attitude model (attitude
toward the object). But, later, Fishbein came to realize
that attitude toward the object itself (AO) was a limited

concept, and attitude toward engaging in behavior (A ) was

act
more important. Hence, Fishbein and Ajzen (1975) modified
and extended the original Ao model into the Behavioral
Intention (BI) model. This model uses the construct
"behavioral intention", which occurs before "behavior".

The model also contends that an individual's behavior is
influenced not only by his attitude toward the act but also
by social norms.

The introduction of the socio-psychological attitude
model into marketing thought promoted a great deal of
research and debate among scholars (Bass 1972; Bass and
Talarzyk 1972; Cohen, Fishbein, and Ahtola 1972; Sheth 1972;

Sheth and Talarzyk 1972). Since these studies are beyond
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the scope of this dissertation, the review of these studies
will not be made here. The article by Wilkie and Pessemier
(1973) compares these studies, and is an excellent review
for the use of multi-attribute models. Additionally, Ryan
and Bonfield (1975) provided a good review of empirical
tests of the Fishbein model which were made before 1975.

Multi-attribute models were developed to help explain
and predict how individuals form or change an attitude
toward an object when exposed to a persuasive communication.
Reviews of research utilizing the Extended Fishbein Model
(BI model) in both the social psychology (Ajzen and Fishbein
1973) and the consumer behavior literature (Ryan and
Bonfield 1975) demonstrated that the model offers
satisfactory predictive validity; i.e., it is possible to
predict behavioral intentions and behavior with the BI
model.

Using Fishbein's conceptualization of "attitude toward
act", Lutz (1977) indicated that if the multiplicative
summation of cognitive elements (I Biai) can be viewed as an
index of the cognitive structure underlying A-act, a change
in an individual's belief about a brand attribute (Bi) or a
change in an individual's evaluation of a brand attribute
(ai) should lead to a change in A-act. Lutz (1977) showed
that cognitive elements are related to attitudes which, in
turn, are causally related to Behavioral Intention, as

indicated by arrows in the following schema: A single B, or

i
a; — Bkak — I Biai - Aact — BI.
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Cognitive and learning theories like those of Rosenberg
and Fishbein have stressed beliefs and evaluation as
necessary components of attitudes. As such, attitudes have
been conceptualized by them as being based on beliefs toward
attributes of an object (how good or bad the product is in
terms of each attribute) and subjective judgment of each
attribute (good or bad). In brief, multi-attribute models
demonstrate how individuals' attitudes (affect) are formed

by the mediating effects of cognitive elements.

Cognitive Response Theory

Cognitive structure models which attempt to explain and
predict attitudes have their theoretical roots in cognitive
learning theory, with primary emphasis on beliefs as the
fundamental cognitive elements. The premise of these models
is that individuals actively process information when
exposed to a persuasive communication, resulting in attitude
formation or attitude change. 1In this case, the individuals
compare external information with an existing structure of
beliefs and values, while being exposed to the persuasive
communication. This is the premise of another area of
research, namely, the mediating role of cognition for
message acceptance (attitude formation and change).

Attitude research about direct thought processes during
exposure appeared in the late 1960's under the name of
cognitive response theory (Greenwald 1968). Cognitive

response theory postulates that spontaneous and simultaneous
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thoughts arising in consumers' minds while encoding incoming
information mediate message acceptance. Cognitive response
theory, originally developed in the field of communication
research, was introduced into the field of marketing by
Wright (1973) to study advertising effects.

Wright (1973) identified counterargument, source
derogation, and support argument as distinct modes of
response to the advertising stimulus. He showed that
counterarguments are activated when incoming information is
perceived to be discrepant from the individual's
precommunication belief system. Derogation of the source
appears when the source is viewed as biased. Finally,
support arguments were meant as activated when incoming
information is relatively consistent with the individual's
precommunication beliefs. 1In this study, Wright (1973)
found that (1) individuals relied heavily on their
evaluative mental responses to message content to arrive at
an attitudinal position after exposure, (2) counterarguments
proved to be significantly stronger mediators of acceptance
among subjects receiving the audio message treatment than
among those receiving the print version, (3) support
arguments and source derogations became important in
modeling acceptance only when situational variables
permitted extensive processing (print mode and high
involvement condition), and (4) cognitive responses had a

greater effect on attitudes than on behavioral intentions.
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The major merit of the cognitive response model
compared to the cognitive structure measure is that the
cognitive response model makes it possible for each subject
to determine his own salient attributes while the cognitive
structure model forces each subject to use the attributes
predetermined by the researcher. However, the cognitive
response model has a weakness in that the method of data
collection may force the subject to cognitively process the
information and thus eliminate low involvement processing
(Wright 1974; Ward 1974). To summarize the two cognitive
models, the cognitive response model postulates that
individuals' responses to the message rather than message
content itself play a role in forming or changing attitudes.
The cognitive structure model postulates that individuals'
knowledge in the form of beliefs influenced by the
persuasive message contents would form or change attitudes.
A broad review of cognitive response literature is not
attempted in this dissertation, however, an exhaustive
review of this field has been provided by Roberts and
Maccoby (1973) and Wright (1974).

As reviewed so far, the two streams of research
monitoring communications effects (cognitive structure model
and cognitive response model), which have focused on
mediating cognitive variables as underlying explanations of
communications effects, were developed separately. Yet,
there have been attempts to combine both approaches to

capitalize on the strengths of two approaches. For example,




17
Lutz and Swasy (1977) proposed a joint cognitive structure /
cognitive response model, which basically represents a blend
of the most recent cognitive structural model at that time
(Fishbein and Ajzen 1975) and a common form of the cognitive
response model (Wright 1973; 1974). Lutz and Swasy's
combined cognitive structure / cognitive response model
postulates that responses to persuasive communication can be
seen as interacting with the formation of new beliefs or
changes in pre-existing beliefs, to make an impact on
cognitive structure and to lead to a post-communication
attitude. They could not clarify, however, whether
acceptance of message beliefs leads to or follows from
cognitive responses (counterargument and support argument).
In a similar vein, they pointed out that impact on cognitive
structure may either precede or follow post-communication
attitude.

Olson, Toy, and Dover (1978) hypothesized that
cognitive responses to a persuasive message mediate the
effects of the message on elements of cognitive structure.
They studied the relationship between cognitive responses
(counterargument and support argument as major interest) and

cognitive structure elements (I biei' A BI), and

o' Pact’
found that both counterarguments and support arguments are
related to a wide range of cognitive variables including
beliefs, attitudes, and purchase intentions. Like Lutz and
Swasy (1977), they also could not specify the causal

relationship between cognitive responses and cognitive
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structure elements. They presumed that cognitive responses
precede and thus influence the formation of cognitive
structure elements.
Belch (1982) examined the effects of repeated exposure
on cognitive response (counterargument, support argument,
source derogation, and source bolstering) and message

acceptance (Aa and BI). Two major findings were that (1

ct
the repetition (one, three, or five exposures) does not
significantly influence cognitive responses and message
acceptance, and that (2) the strength of the relationship
between cognitive responses and message acceptance measures
does not significantly vary with levels of exposure. Other
results of this study were that (1) the cognitive response
models are significantly related to the message acceptance
measures across all three exposure conditions, and

(2) cognitive responses mediate post-message attitudes and
purchase intentions.

The first attempt to specify the causal relationship
between cognitive responses and cognitive structure elements
was made by Toy (1982). He postulated that the impact of
cognitive responses on postcommunication cognitive structure
is quite clear when subjects have little or no knowledge
concerning the communication object, since the individuals
have no clearly formed beliefs concerning it. But this is
not necessarily true when subjects have an existing belief

structure about the object of the communication.
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To monitor such an effect, Toy (1982) compared
cognitive structure measures between preexposure and
postexposure. He found significant changes between two
cognitive structures. Since cognitive responses are
expected to occur before postcommunication cognitive
structure change, if the correlations between cognitive
responses (especially support arguments or counterargument
and post- minus pre- communication measures of cognitive
structure could be found, it would be the evidence of the
mediating role of cognitive response for cognitive structure
change. The correlations represented the relationship but
the magnitude of the correlations was relatively low and
only seven of the 48 correlations were significant (p <.05),
concluding weak support the hypothesis. However, the
mediating role of cognitive response on cognitive structure
is generally accepted in consumer behavior research. Toy
also found that the more discrepant the information, the
more counterarguments and less support arguments were
exhibited. Finally, it was reported that counterarguments
were negatively correlated and support arguments positively

correlated to beliefs, attitudes, and behavioral intentions.

Summary

In short, the cognitive response / cognitive structure
approach has made it possible to study information
processing in the perspective of process rather than status.

This has shed light on new avenues for research which will
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improve understanding of information processing. Part of
this dissertation is related to the effects of brand

cognitions (beliefs) on brand attitudes.

Conceptualizations of Involvement

As discussed so far, traditional information processing
theory was based on the premise that cognitive processing of
information and attitude formation or change should precede
behavior. A major challenge to this perspective was
initiated in the 1960's (Krugman 1965) and more
theoretically supported in the 1970's (Ray et al. 1973;
Rothschild and Ray 1974; Swinyard and Coney 1978). Krugman
argued, in his much quoted article (1965), that TV viewers
usually are not very much interested in advertising, thus do
not cognitively process the information. However, over many
repetitions, the messages eventually filter through
cognitive structure.

But in this case, because no active information
processing exists, product attributes would be neither
salient nor differentiated. 1Instead, only the brand name or
brand concept becomes more salient. Therefore, the
cognition would fall short of brand attitude formation or
change. The individual would behave based on brand saliency
rather than affect (attitude) toward the brand. This

perspective is called low involvement processing while the
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traditional perspective is called high involvement
processing.

Low involvement theory has challenged the supreme role
of cognitive theory in our thinking. One of the issues in
involvement theory has been conceptualization of the
construct. The involvement construct is an important
moderating variable in the present research, therefore, a
review of definitions of this construct established in

social-psychology and marketing literature follows.

Process Oriented Conceptualizations

In some definitions involvement is a process oriented
construct, and in others it is a state oriented one.

Krugman (1965, 1967), using a process approach,
conceptualized involvement as the number of connections
and/or personal references per minute, that an individual
makes between the content of the message and his own life.
Additionally, Krugman explicitly excluded the amount of
attention, interest, or excitement in relation to the
stimulus (state oriented conceptualization) in his
conceptualization of involvement.

Krugman's definition assumes that involvement results
from information processing and decision making. Thus, only
cognitive information processing and extensive information
search would cause high involvement. However, if a consumer
is highly involved with purchase of a product and is an

expert in that product category (well developed cognitive
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structure exists), it is conceivable that this person will
not engage in thoroughly cognitive information processing
and extensive problem solving. Thus, "heightened cognitive
processing should be considered a possible result of high
involvement, not the cause of it" (Antil 1984, p.205). Some
other researchers conceptualized the involvement construct
as process related (e.g., Houston and Rothschild 1978; Ray

et al. 1973; Petty and Cacioppo 1981).

State Oriented Conceptualizations

By contrast, some researchers defined involvement as a
state rather than a process. Involvement as a state
variable has its root in social psychology. Sherif and
Cantril (1947) originally defined involvement as the degree
to which an object or idea is centrally related to the value
system of an individual. This construct was originally
called ego involvement. Following Sherif and Cantril, Day
(1970) defined involvement as "the general level of interest
in the object or the centrality of the object to the
person's ego-structure" (p. 45).

This state oriented conceptualization of involvement
was further elaborated by Mitchell (1979). Mitchell stated
that "involvement is an individual level, internal state
variable that indicates the amount of arousal, interest or
drive evoked by a particular stimulus or situation.
Involvement, therefore, has two dimensions, intensity and

direction. Intensity concerns the level of arousal,
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interest or drive and direction concerns the evoking
stimulus object and/or situation. In addition, the
direction component may concern situations and stimulus
objects at different levels of generality. Consequently, we
may discuss involvement with respect to a product category,
a particular brand and the purchase of a product for a
particular reason" (p. 194).

Houston and Rothschild (1978) broke involvement into
three types: situational involvement, enduring involvement,
and response involvement. Situational involvement is
related to the ability of a situation to elicit individual
concern. In consumer behavior, two categories of stimuli
were identified for situational involvement. First are
product or service related variables such as cost (e.g.
economic or time cost.), elapsed time of consumption, and
the complexity of a product. The second category is social
psychological stimuli such as the presence or absence of
relevant others. Thus, the situational involvement is
basically related to the inherent nature of a product.

Enduring involvement reflects the strength of the
preexisting relationship between an individual and the given
situation. 1In consumer behavior, prior experience with the
situation (purchase experience and consumption experience)
is expected to influence enduring involvement. Enduring
involvement is also influenced by the individual's value
system. This type of involvement is consistent with ego-

involvement, developed by Sherif and his colleagues in
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social judgment theory (Sherif and Hovland 1964). Response
involvement was proposed to be influenced by situational
involvement and enduring involvement. It refers to the
complexity or extensiveness of the overall consumer
information processing or decision process.

Thus, it can be said that situational involvement and
enduring involvement are state oriented conceptualizations,
and response involvement is a process oriented
conceptualization. Later, Rothschild (1984) clarified this
idea by stating that "involvement is a state of motivation,
arousal or interest. This state exists in a process. It is
driven by current external variables (the situation; the
product; the communications) and past internal variables
(enduring; ego; central values). Its consequences are types

of searching, processing and decision making" (p. 217).

Importance

Several researchers conceptualized involvement as
importance. The first introduction of purchase importance
into comprehensive theoretical structure in consumer
behavior was made by Howard and Sheth (1969). Later,
Rothschild and Ray (1974) and Lastovicka and Gardner (1979)
identified importance as one of two underlying components of
involvement. Antil (1984) defined involvement as "the level
of perceived personal importance and/or interest evoked by a
stimulus within a specific situation" (P.204). Harrell

(1986) defined involvement as "the perceived importance or
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concern of a particular aspect of a person's world to that
person" (p. 136).

Sometimes purchase importance has been confused with
ego involvement, since purchase importance can be a result
of ego involvement. However, other factors such as
perceived risk can cause high purchase importance. For
example, the purchase of automobile tires might not be ego
involving; however, this purchase might be quite important

due to functional risk (Muncy and Hunt, 1984).

Commitment

Some researchers used commitment in describing
involvement. For example, Freedman (1964) defined
involvement as commitment to a position or concern with a
specific stand in an issue. This conceptualization was
originated from Sherif and Cantril's (1947) self-identity.
Thus, Sherif, Sherif, and Nebergal; (1965) posited that ego
involvement is the arousal of the individual's commitment to
a position on the given issue. Sherif, Sherif, and
Nebergall operationalized this concept of involvement by
identifying a latitude of acceptance, a latitude of
rejection, and a latitude of noncommitment. A highly
involved individual would accept only a very few positions
(brands) and also reject a number of positions (brands),
since the person is committed to a definite opinion about
the issue (a specific brand in that product category). A

low involved individual would find more acceptable positions
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or would have no opinion about the issue (Assael 1981, p.
94).

Robertson (1976) specifically defined commitment as the
strength of the individual's belief system with regard to a
product or brand. Lastovicka and Gardner (1979) used two
components to measure involvement; importance and
commitment. But it seems that they confused commitment with
involvement. Commitment is a construct related to a
particular position on an issue. Involvement is a construct
related to the issue itself (i.e. a product category) rather
than a particular position (i.e. a brand). Commitment may
be another expression of brand loyalty in consumer behavior.
Thus, it is thought that commitment is not synonym with, or

a component of, involvement.

Summary

Involvement construct has been conceptualized as a
process, state, importance, or commitment. Researchers have
defined involvement in the way their own research can be
conducted. The involvement construct is employed as an
important moderating variable of advertising effects in this

dissertation.

Effects of Attitude Toward Ad on Attitude Toward Brand
It was generally accepted that attitude toward an

object would be influenced by only cognition toward the
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object. Both the cognitive structure model and the
cognitive response model have been developed on this
premise. The effects of advertising in a consumer behavior
context were also studied following this cognition-based
information processing paradigm. A challenging perspective
against this relationship between cognition and attitude was
made by Zajonc in psychology. Zajonc (1980) and Zajonc and
Markus (1982) have argued that affect (feeling) may arise
even before cognition (thinking). Preference (liking one
more than others) would involve cognitive and affective
components. According to the traditional view, the
affective component must be preceded by cognitive component.
Zajonc and his colleagues have argued that under some
circumstances, affective responses may be fairly independent
of cognition.

Another alternative proposition to explain attitude
formation without being based on beliefs about the object is
the classical conditioning approach to attitude formation
(Staats and Staats 1967). This approach posits that
attitude toward an object (the conditioned stimulus) may be
formed in a favorable way or unfavorable way by pairing the
object with a positively or negatively evaluated stimulus
(the unconditioned stimulus). This idea is related to the
affect-referral as a choice heuristic in the consumer
behavior context. When consumers have no favorable or
unfavorable attitude about a brand, if the brand is

advertised on TV in a very favorable ad environment (such as
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a beautiful scenery, an attractive smile, pleasant music,
etc.), the consumers may have a favorable attitude toward
the brand without forming beliefs about the brand. The
attitude toward the brand seems to be related to affective
reactions to the executional elements of the advertisement.

Hence, more recently, information processing
researchers in consumer behavior research have begun to
consider the new construct "attitude toward advertisement"
as a supplementary factor for brand beliefs to understand,
explain, and predict attitudes toward brands, especially
when they study the advertising effect on brand attitude
formation and change. This section reviews the most
important studies in this area.

One of the first studies in this area belongs to
Mitchell and Olson (198l1). Their proposition begins with
questioning Fishbein's attitude theory that beliefs are the
only mediator of attitude formation and change. If
Fishbein's theory is correct, removing the effects of
message on beliefs also would remove the significant message
effect on attitude. They proposed, therefore, that if
advertising content creates brand attitudes without parallel
effects on brand beliefs, such results would constitute a
strong disconfirmation of the beliefs - cause - attitudes
proposition.

In their experiment, they showed subjects four
experimental advertisements for facial tissues and measured

cognitive element variables (bi and ei), attitude toward
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each advertisement (Aad), attitude toward each brand (Ao),
attitude toward the act of purchasing and using each brand
(Aact)' and behavioral intention to purchase each brand

(BI). They found that Ao and Aac can be explained by both

t
belief structure (I biei) and Aad much better than by I bie

i
alone (comparing Rz's). It was also found that A 4 Can
explain brand attitude better than I biei (comparing beta
coefficients). This finding was also supported by analysis
of covariance. They concluded that contrary to Fishbein's
attitude theory, the product attribute beliefs are not the
sole mediator of attitude formation. Rather, attitude
toward the advertisement also mediates advertising effects
on brand attitude.

Petty and Cacioppo (1981b) proposed that there were two
routes of attitude change with so-called the Elaboration
Likelihood Model (ELM). The basic tenet of the ELM is that
different methods of inducing attitude change depend on the
degree of the elaboration likelihood of the communication
situation (i.e., the probability of message- or issue-
relevant thought occurring). When the elaboration
likelihood is high, the central route to persuasion should
be particularly effective, but when the elaboration
likelihood is low, the peripheral route should be relatively
more effective. 1In relation to involvement, the ELM
suggests that when involvement level is high, the
elaboration likelihood is expected to be high, and when

involvement level is low, the elaboration likelihood is
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expected to be low. Previous research in social psychology
had supported that under high involvement conditions people
appear to form their attitudes through the issue relevant
arguments in the message (central route); under low
involvement conditions, attitudes appear to be more affected
by simple acceptance and rejection cues in the message than
by arguments (peripheral route).

Petty, Cacioppo, and Schumann (1983) attempted to test
this proposition in the context of consumer behavior. For
the experiment, a total of 160 subjects were divided into 8
groups; 20 subjects were randomly assigned to each of the
cells in a 2 (involvement: high or low) x 2 (argument
quality: strong or weak) x 2 (endorser's status: celebrity
or noncelebrity) factorial design. Here the argument
quality was a proxi-variable for central cue and the
endorser's status was a proxi-variable for peripheral cue.

After exposed to advertisements (booklets), subjects'
purchase intentions and overall impression of the product
were measured (But brand cognition was not measured) .
Summary of findings of this study were;

1. The nature of the product endorser had a significant
impact on product attitudes only under low
involvement, but not under high involvement.

2. The impact of argument quality on brand attitudes
and purchase intentions was significantly greater
under high than low involvement.

3. The correlation between brand attitudes and purchase

intentions for low involvement subjects was 0.36;
and for high involvement subjects it was 0.59.
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In short, the results support the findings of social
psychology that low involvement subjects are more likely to
form their attitudes via the peripheral route, and high

involvement subjects are more likely to form their attitudes

via the central route.

Based on the Petty, Cacioppo, and Schumann's (1983)
study, Lutz, MacKenzie, and Belch (1983) proposed that if
attitude toward the ad (Aad) and brand cognitions (Cb) are
to influence attitude toward the brand (Ab), changes in Ab
governed by Cb would be seen as a central route process,
while the influence of A g o0 Ay would be seen as a
peripheral process. Further, they proposed that recipients'
level of motivation in relation to the communication and
ability to process the information would relatively
determine processing type between central and peripheral
processing (a strong Cb - Ab relationship or a strong Aad -

A, relationship).

b
An embedded TV advertisement (Shield toothpaste) was
exposed to the subjects, and they were asked to list

cognitive responses (Cb and C They were also asked to

ad)’
respond to the dependent measures (such as Ab and PI)
pertaining to their evaluations of the commercial. Finally
the subjects were asked to indicate (using 7-point scales)
how knowledgeable they were about the product class and how
important they perceived the purchase decision regarding

toothpaste to be. A chi-square test of independence between

knowledge and importance was rejected, implying that the
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subjects who were very (or not very) knowledgeable about the
product class were significantly more likely to perceive the
product class as being very (or not very) important. So,
among 4 groups (2 levels of knowledge x 2 levels of
importance) only the high knowledge / high importance group
and the low knowledge / low importance group were used in
the analysis.

Using LISREL's maximum likelihood technique (Joreskog
and Sorbom 1981), the parameter estimates for the model,
which was constructed to find the relationship between
variables (Aad' Cb' Ab, etc.), were calculated. The
findings only partly support the hypotheses. First, Aad
appeared to be a significant mediator of Ab in both high
knowledge / high importance group and low knowledge / low
importance group. As hypothesized in HI1, Aad appeared to
dominate Cb in influencing Ab in the Low/Low group.
However, contrary to H2, Aad was also a stronger influence
than Cb in