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Chapter 1. Introduction 

According to several authors, such as Luna and Gupta (2001) and Hornikx and O'Keefe (2009), 
persuasive messages should be adapted to the audience in order to be effective. Of all the possible 
bases of persuasive message adaptation, adaptation to the audience’s values might be the most 
important, since they are peoples guiding principles in life (Hornikx & O'Keefe, 2009). Cultural 
values are widely accepted as crucial drivers of consumer behaviour and consumption choice 
(Luna & Gupta, 2001; Park & Rabolt, 2009). Culture has a profound influence on many aspects 
of human values, cognitions, attitudes and behaviour (Singh, Nijssen, & Holzmüller, 2006). 
Culture can be seen in a variety of human interactions, including but not limited to language, 
nonverbal communications, religion, time, space, colour, numbers, materialism, manners and 
customs, aesthetics, status consciousness, and food preferences (Kaynak & Herbig, 2014). The 
complexity of culture is reflected in the multitude of definitions of culture and the lack of a 
consensus about the crucial components of this definition (Samuel Craig & Douglas, 2006; Taras, 
Rowney & Steel, 2009). Taras et al. (2009, p. 359) propose a definition based on common 
elements in several definitions: “Culture is a group’s shared set of distinct basic assumptions, 
values, practices, and artefacts that are formed and retained over a long period of time”. One of 
the best known definitions is the one by Hofstede (2001, p. 25): “Culture is the collective 
programming of the mind that distinguishes one group of people from another”. 
 
Hence, since marketing is aimed at satisfying the varying needs or wants of a firm’s customers, 
and these needs and wants are often influenced by cultural values, an international marketer 
should seek to understand the cultural values of the target groups to which he/she is attempting to 
market (Kaynak & Herbig, 2014). Consequently, a lot of research has been conducted on the 
influence of cultural values on consumer responses to advertising (e.g., Jiang & Wei, 2012; 
Mikhailitchenko, Javalgi, Mikhailitchenko & Laroche, 2009; Okazaki & Taylor, 2013; Taylor, 
2005). Cross-cultural values research in marketing has largely attempted to explain consumer 
preference and behaviour as a function of the different importance in values and attempted to 
directly compare these across cultures (de Mooij & Hofstede, 2010; Watkins, 2010).  
 
This dissertation investigates the effects of cultural values on consumer responses to marketing 
communication efforts. It studies cultural dimensions that are important to take into account 
when developing advertisements for both profit and social-profit causes and brands, and how 
these values influence responses to advertisements. Based on theoretical considerations and 
empirical studies, I explore which executional advertising techniques are effective in which 
cultural groups and countries and why, as suggested by Taylor (2005). The central focus in the 
studies and hence the overall research question of the dissertation is: what is the moderating 
role of cultural values on how individuals respond to different forms of marketing 
communication, studied from different perspectives.  
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The main research question of this PhD is addressed by means of five empirical chapters that 
consist of studies that are conceived as “stand alone” research papers. Culture influences 
consumer behaviour through its manifestation of values, symbols, heroes and rituals (Hofstede, 
2001). This dissertation will look into two different elements of marketing communication as 
manifestation of culture: symbols and heroes (i.e., the reference person in the ad). The first two 
research chapters look at the effect of different symbols in a message on evaluative outcomes. 
Chapter 2 looks into the symbols of perceived brand globalness, while Chapter 3 examines the 
symbols of a fear appeal. The last three chapters focus on the reference persons in the 
advertisement. Chapter 4 examines the important of perceived credibility of a reference person in 
a fear appeal. Chapter 5 looks into the effect of using a stereotypical portrayal of a reference 
person in an ad. Lastly, Chapter 6 examines the effect of the importance of group belonging and 
singularity of the reference person in a charity appeal. In all chapters, moderating effects of 
cultural values are added and examined on evaluative outcomes. This structure will be explained 
in more detail in the third part of the theoretical background.   
 
In Chapter 2, I look into the antecedents of perceived brand globalness. Perceived brand 
globalness is the perception of consumers that a brand is marketed in multiple countries and is 
generally recognized as global in these countries (Steenkamp, Batra, & Alden, 2003). A brand 
may assert or imply its 'globalness' even if it is not available worldwide, through marketing 
communications that use brand names, endorsers, advertising themes, packaging and other 
symbols widely associated with a 'modern', urban lifestyle (Alden, Steenkamp & Batra, 1999). 
However, these assumptions are not empirically tested and it is not clear which advertising 
elements are important for perceived brand globalness (Batra, Ramaswamy, Alden, Steenkamp, 
& Ramachander, 2000). Based on the consumer culture positioning theory (Alden et al., 1999), I 
hypothesize that perceptions of brand globalness can be triggered by four cues: a brand name, a 
brand logo, a spokesperson, or advertising copy (i.e., website suffix, availability statement, 
slogan). I examine which of these cues is most important in increasing perceived brand 
globalness through a conjoint analysis. Two moderators are added: product category involvement 
and consumer culture.  
 
In Chapter 3, I examine the cross-cultural differences in consumer responses to a health risk fear 
appeal. One of the predominant theories in the fear appeal literature is used, the Extended Parallel 
Processing Model, which explains how fear appeals are processed. Recently, there has been a 
growing awareness that, to make health communication, which commonly uses fear appeals, as 
effective as possible, researchers and practitioners should consider the cultural and personal 
values of the target audience (Gallopel-Morvan, Gabriel, Le Gall-Ely, Rieunier & Urien, 2011; 
Hastall & Knobloch-Westerwick, 2013). This chapter investigates the moderating influence of 
uncertainty avoidance, anxiety in general life, and chance belief locus of control on the 
processing of a health risk fear appeals.  
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Chapter 4 explores the relationship between perceived message source (spokesperson) credibility 
and message compliance. Compliance with a health message increases when using a credible 
message source (Schouten, 2008; Umeh, 2012). However, more research is needed to unravel the 
mechanisms through which source credibility influences message compliance (Umeh, 2012). 
Health messages often use fear appeals to increase message compliance (Witte, 1994). The 
Protection Motivation Theory (Rogers, 1975) indicates that higher levels of perceived threat and 
perceived efficacy increase compliance. This chapter examines source credibility as an 
antecedent of the Protection Motivation Theory responses. I argue that perceived threat and 
efficacy will mediate the relationship between source credibility and message compliance. 
Further, the processing of health risk messages is likely influenced by cultural values. Two 
moderators, power distance and uncertainty avoidance, are used to examine this.  
 
Chapter 5 explores cross-cultural differences in consumer responses to male and female gender 
role stereotyping in advertising. In advertising, gender role stereotyping is highly prevalent 
(Eisend, 2010; Verhellen, Dens & de Pelsmacker, 2014). However, there is little research that 
actually studies consumer responses to this phenomenon in terms of outcome variables such as 
attitude toward the ad and the advertised brand (Verhellen et al., 2014), and the moderating role 
of cultural values (Orth & Holancova, 2004). I examine the moderating influence of four cultural 
variables, i.e., Hofstede’s masculinity, Hofstede’s power distance, GLOBE’s assertiveness values 
and feminine role orientation, on consumer responses to gender role stereotyping in advertising.  
 
Chapter 6 examines the effect of two framing techniques in a charity appeal, namely singularity 
of the advertising model(s) (whether a single model vs. a group is depicted) and model group 
belonging (whether the depicted models are part of message recipients’ in-group vs. out-group). 
Additionally, the moderating effects of six Schwartz’s values (i.e., conservation, self-
enhancement, openness-to-change, hedonism, universalism, benevolence) are examined. Based 
on data collected in France, I test the effects of model group belonging (in-group vs. out-group), 
model singularity (individual vs. group) and Schwartz values (low vs. high) on attitude toward 
the charity, interest in extra information about the charity and intention to donate money to the 
charity.  
 
In conclusion, these five chapters and the combination of methods in these studies aim to look 
into the moderating role of cultural values on how individuals respond to different forms of 
marketing communication. The next part is the theoretical background, which explain the 
importance of cultural values and three cultural value systems, how cultural values link to 
advertising through the congruity theory, and the framework in which the five chapters of this 
dissertation are used. Here, the chapters are explained in detail. The second part is the 
methodological section, which explains several key decisions made in the design of the studies. It 
explains why I measured cultural values on an individual level, why certain countries and cultural 
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values were selected in each chapter, and how to make sure that the data is equivalent in the 
different countries were the data collections took place. Finally, I summarize the intended key 
contributions of this dissertation.  

1. THEORETICAL BACKGROUND 

First, I explain what cultural values are, and three frameworks of cultural values: Hofstede, 
GLOBE and Schwartz. Next, cultural values are linked with advertising appeals, based on the 
congruity theory. Lastly, a framework of cross-cultural behaviour is presented, which brings the 
different forms of marketing communication and cultural value systems together. In this 
framework, the five chapters of this dissertation are situated.  

1.1 Cultural values 

The conceptual definition of values consist of five features: A value is a (1) belief (2) pertaining 
to desirable end states or modes of conduct, that (3) transcends specific situations, (4) guides 
selection or evaluation of behaviour, people, and events, and (5) is ordered by importance relative 
to other values to form a system of value priorities (Schwartz, 1994).  
 
I take a values-based approach to understanding consumer behaviour for three reasons. First, 
because values are central to a person’s cognitive structure, it is widely recognized that values 
provide a powerful theoretical basis for understanding consumer responses and behaviour (e.g., 
Jiang & Wei, 2012; Mikhailitchenko et al., 2009; Okazaki & Taylor, 2013; Taylor, 2005). 
Second, the structure and content of values has been thoroughly elucidated and empirically tested 
in many countries around the world (Hofstede, 2001; House, Hanges, Javidan, Dorfman & Gupta, 
2004). To test attitudes in a cross-cultural setting, and thus cross-country setting, we need 
globally validated theories (Steenkamp & de Jong, 2010). Third, values tend to be highly stable 
over time, which increases their usefulness as theoretical explanation and for managerial 
purposes (Hofstede, 2001; Steenkamp & de Jong, 2010). 
 
Schwartz (1994) further defines values as desirable transsituational goals, varying in importance, 
that serve as guiding principles in the life of a person or other social entity. Implicit in this 
definition of values as goals is that (1) they serve the interests of some social entity, (2) they can 
motivate action-giving it direction and emotional intensity, (3) they function as standards for 
judging and justifying action, and (4) they are acquired both through socialization to dominant 
group values and through the unique learning experiences of individuals (Schwartz, 1994). The 
latter point indicates that value-systems can be examined at the level of the society, specific 
groups or organizations within society, as well as at the level of the individual (i.e. personal 
values) (Samuel Craig & Douglas, 2006). I group the value system in three categories: cultural 
values, idiosyncratic values and consumer domain specific values.  
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Cultural values include cultural elements that individuals have in common with the group(s) they 
belong to (Luna & Gupta, 2001). While values are unique to individuals, at a higher level of 
aggregation, members of the same culture are likely to share similar cultural values acquired in 
the process of socialization (Watkins, 2010). They are collectively held beliefs that are generally 
shared among people living in the same country about abstract goals and modes of conduct that 
transcend specific situations and behavioural domains (Steenkamp & de Jong, 2010). These 
cultural values are developed through a socialization process, which enables the individual to 
participate actively and properly within his/her group or society (Luna & Gupta, 2001). The 
process starts from the beginning of an individuals’ contact with the outside world, the moment 
of birth (Keller & Otto, 2009). Family values, societal culture and regional sub-culture are the 
environmental factors that form the structure of cultural values. The active participation of an 
individual in a society depends on the adaptation of his/her behaviour to the social norms of that 
society or group. Hofstede and McCrae (2004) called this process “collective programming of the 
mind”. Individuals’ contact with other nations’ cultural manifestations though travelling, mass 
media, immigrant exposure (Alden, Steenkamp & Batra, 2006) can, in addition to their native 
cultural values, form the structure of their societal value systems. Idiosyncratic values are unique 
to individuals (Luna & Gupta, 2001), and are less abstract than cultural values. They are 
individually held beliefs that abstract goals and modes of conducts that promote these goals 
transcend specific situations and behavioural domains (Steenkamp & de Jong, 2010). Consumer 
domain-specific values reflect the notion that people acquire more narrowly circumscribed values 
through experiences in specific domains of consumer activity and that these consumer domain-
specific values are needed to fully understand and explain consumer attitudes and behaviour 
(Steenkamp & de Jong, 2010). 
 
The studies in the dissertation use cultural values as a basis for hypotheses development, since 
such studies are useful in building theory on culture’s impact on consumer behaviour (Taylor, 
2005). Determining the influence of cultural values on consumer behaviour is not easy, as culture 
is a complex and broad construct that is difficult to accurately measure. In order to simplify its 
operationalization, researchers have suggested using cultural frameworks (Imm Ng, Anne Lee & 
Soutar, 2007). Valid frameworks defining dimensions of national cultural variation are crucial in 
creating a nomological framework that is capable of integrating diverse attitudinal and 
behavioural phenomena, and provides a basis for developing hypotheses explaining systematic 
variation between cultures in attitudes and behaviour (Steenkamp, 2001). Such frameworks are 
necessary to move international marketing research beyond exploratory, qualitative comparisons, 
which are difficult to validate or replicate (Steenkamp, 2001). The premise of the frameworks is 
that the values preferred by a group of people separate them from other groups and thus cultures 
can be compared with each other using values as a standard (Luna & Gupta, 2001). Therefore, 
they can be used as foundations of marketing segmentation (Okazaki & Mueller, 2007).  
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Nevertheless, using dimensions to capture the multidimensional culture construct has not been 
without criticism (Soares, Farhangmehr & Shoham, 2007). This approach has been criticized for 
its failure to fully capture all relevant aspects of culture. Culture is not an independent variable, 
but is influenced by numerous other factors, such as geography and climate, politics, religion and 
history (Watkins, 2010). Because culture is so entwined with all facets of human existence, it is 
often difficult to determine how and in what ways its impact is manifested (Samuel Craig & 
Douglas, 2006). The description of countries using only a number of dimensions is seen as 
insufficient, and there is the concern that important dimensions may be missing. While this 
criticism is valid, the benefits of this approach for international marketing and cross-cultural 
research outweigh its limitations (Milner, Fodness & Speece, 1993). The three most important 
frameworks that have been developed in the last decades are the Hofstede (1984), the GLOBE 
(2004) and the Schwartz (1992) frameworks, which are discussed below.  

1.1.1 Hofstede’s framework  
Hofstede is one of the pioneers of cross-cultural studies. Based on a data collection of work-
related behaviours and values of employees in a large multi-national company (i.e. IBM) between 
1967 and 1973 in 66 countries, he developed four dimensions of national culture: power distance, 
uncertainty avoidance, masculinity/femininity and collectivism/individualism. The framework 
was updated in 2001 and two other dimensions were added: long-term orientation and 
indulgence. The definitions of the dimensions are included in Table 1.1. These dimensions are 
assumed to represent the collective patterning of the mind, and to establish fundamental value 
orientations that underlie differences in managerial practices, organizational patterns and 
decision-making (Samuel Craig & Douglas, 2006). 
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Table 1.1: Definition of Hofstede’ values 

Power distance: The extent to which the less powerful members of organizations and institutions 
accept and expect that power is distributed unequally. The basic problem involved is the degree 
of human inequality that underlies the functioning of each particular society. 
Uncertainty avoidance: The extent to which a culture programs its members to feel either 
uncomfortable or comfortable in unstructured situations. Unstructured situations are novel, 
unknown, surprising, and different from usual. The basic problem involved is the degree to which 
a society tries to control the uncontrollable.  
Masculinity vs. femininity: The distribution of emotional roles between the genders, which is 
another fundamental problem for any society to which a range of solutions are found; it opposes 
“though” masculine to “tender” feminine societies. 
Individualism vs. collectivism: The degree to which individuals are supposed to look after 
themselves or remain integrated into groups, usually around the family. Positioning itself 
between these poles is a very basic problem all societies face. 
Long term orientation vs. short term normative orientation: The extent to which a culture 
programs its members to accept delayed gratification of their material, social, and emotional 
needs. 
Indulgence vs. restraint: Indulgence stands for a society that allows relatively free gratification of 
basic and natural human drives related to enjoying life and having fun.  Restraint stands for a 
society that suppresses gratification of needs and regulates it by means of strict social norms. 
 
Engelen and Brettel (2011) conducted a content analysis of 99 articles focusing on the 
comparative cross-cultural marketing research from 1990 to 2008. They found that the percentage 
of studies that build upon the Hofstede dimensions have increased continually with the cultural 
dimension of individualism, which plays a part in 52% of all studies, having the strongest role. 
Hofstede’s framework remains one of the most widely used in marketing and consumer 
behaviour studies for several reasons (Engelen & Brettel, 2011; Soares et al., 2007; Steenkamp, 
2001; Yoo, Donthu & Lenartowicz, 2011).  
 
First, its cultural dimensions cover and extend major conceptualizations of culture developed 
through decades (Yoo et al., 2011). Griffith, Magnusson, Wilson, Zdravkovic, Xin Zhou and 
Westjohn (2008) argue that the Hofstede (2001) dimensions are still the main key attributes of 
culture and that more recent cultural frameworks provide only limited advancements compared to 
Hofstede’s original framework. Additionally, it makes sense to continue using Hofstede’s 
cultural dimensions as long as we can find a way to adjust them for changes over time, since it is 
unrealistic to replicate or redo any of the existing project every ten years (Tang & Koveos, 2008). 
Second, Hofstede’s dimensions were empirically developed. While many other cultural 
constructs remained in the conceptualization stage, Hofstede (1980) identified the cultural 
dimensions using a survey of about 100,000 IBM employees. However, since Hofstede’s 
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framework was developed on the basis of a sample of IBM employees, its generalizability to 
different data sets is important. Hofstede (2001) noted approximately 90 significant and 
independent correlations of variables or indicators with his four dimensions, including cross 
validations with different samples, country GNP per capita and income inequality (Imm Ng et al., 
2007). To further validate the dimensions, Hofstede (2001) replicated and extended his study to 
include a total of 50 nations, finding the same dimensions. Additionally, social sciences and 
cross-cultural studies have heavily replicated Hofstede’s framework (Engelen & Brettel, 2011; 
Soares et al., 2007; Steenkamp, 2001; Yoo et al., 2011). The framework has been used to explain 
differences in the concepts of self, personality and identity. This, in turn, can explain variations in 
branding and communications strategies, and consumer responses to these strategies (de Mooij & 
Hofstede, 2010). Thus, although the framework was developed in a work-related context, it has 
been used in marketing and advertising studies ever since, which underlines the applicability of 
these cultural dimensions to cross-cultural research in marketing (Soares et al., 2007). Lastly, the 
simplicity of the scales for categorizing and measuring cultural dimensions makes them 
appealing to both academics researchers and business people (de Mooij & Hofstede, 2010). 
Hofstede’s framework stands outs because of its clarity, parsimony, and resonance with managers 
(Kirkman, Lowe & Gibson, 2006). 
 
On the other hand, several researchers have criticized Hofstede’s dimensions. First, the 
description of countries�using only four or five dimensions is seen as insufficient, and there is 
concern that�important dimensions may be missing (Imm Ng et al., 2007; Okazaki & Mueller, 
2007). Second, the lack of equivalence of meaning of values in each of the cultures has been 
criticized, as well as the measurement items of the dimensions (Okazaki & Mueller, 2007; 
Steenkamp, 2001). While Hofstede focuses on the national level of measurement, virtually all 
items in his instrument refer to individual preferences and experiences (Taras et al., 2009). Third, 
country scores are based on matched samples of IBM employees, which are not necessarily 
representative of their countries. This may apply especially to less-developed countries, for which 
Hofstede did not collect data in the first phase (Steenkamp, 2001). The age of his data, which was 
mainly collected between 1968 and 1972, is also criticized. Lastly, Hofstede measured work-
related behaviours and values among employees of IBM, and so the transfer of his results to other 
groups (such as consumers) or other areas (for example, marketing and advertising) are 
considered speculative by some (Okazaki & Mueller, 2007). Work-related values might not 
completely overlap with priorities of people in other roles (e.g. consumers) (Steenkamp, 2001).  

1.1.2 GLOBE’s framework 
A more recent cultural framework, the GLOBE Project, appears to offer researchers an 
alternative to the Hofstede framework (Okazaki & Mueller, 2007). As part of the GLOBE 
Project, over 160 researchers surveyed 17,000 middle managers in three industries, financial 
services, food processing, and telecommunications, in 62 countries (House et al., 2004). As a 
result, they found nine cultural dimensions: uncertainty avoidance, power distance, in-group 
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collectivism, institutional collectivism, gender egalitarianism, assertiveness, future orientation, 
performance orientation, and human orientation (Table 1.2). These dimensions are measured in 
terms of two manifestations of cultures; modal practices and modal values of collectives (House, 
Quigley & de Luque, 2010). Modal practices are measured by “what is” or “what are” questions, 
assessing the current state of the dimensions. They primarily reflect the “as is”. On the other 
hand, modal values are expresses in response to questionnaire items concerning judgments of 
“what should be”, which are intended as a measure of the respondents’ values concerning the 
practices reported by the respondents. They primarily reflect the “should be” and, as such, the 
cultural values.  

Table 1.2: Definitions of GLOBE’s values 

Power distance: The degree to which members of a collective expect power to be distributed 
equally. 
Uncertainty avoidance: The extent to which a society, organization, or group relies on social 
norms, rules, and procedures to alleviate unpredictability of future events. 
Assertiveness: The degree to which individuals are assertive, confrontational, and aggressive in 
their relationships with others. 
Gender egalitarianism: The degree to which a collective minimizes gender inequality. 
Institutional collectivism: The degree to which organizational and societal institutional practices 
encourage and reward collective distribution of resources and collective action. 
In-group collectivism: The degree to which individuals express pride, loyalty, and cohesiveness 
in their organizations or families. 
Future orientation: The extent to which individuals engage in future-oriented behaviours such as 
delaying gratification, planning and investing in the future. 
Performance orientation: The degree to which a collective encourages and rewards group 
members for performance improvement and excellence. 
Humane orientation: The degree to which a collective encourages and rewards individuals for 
being fair, altruistic, generous, caring, and kind to others. 
 
GLOBE partly draws on Hofstede’s work, but although the labelling may be similar, correlation 
analyses show that they are quite clearly differentiated (Okazaki & Mueller, 2007). The last two 
columns in Table 1.3 indicate the correlations between Hofstede’s and GLOBE’s dimensions, as 
reported by GLOBE.  
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Table 1.3: Correlations between Hofstede’s and GLOBE’s values 

Hofstede values GLOBE values As is values Should be values 
Power distance Power distance 0.61**  -0.03 
Uncertainty avoidance Uncertainty avoidance -0.61**  0.32** 
Masculinity vs. femininity  Assertiveness 0.42** -0.12 

Gender egalitarianism  -0.16  0.11 
Individualism vs. collectivism  Institutional collectivism 0.15  -0.55** 

In-group collectivism -0.82** -0.20 
Long term orientation vs. short 
term normative orientation 

Future orientation No information 
given 

No information 
given 

Note. ** means p < .001 
Source: (Hofstede, 2001; House et al., 2004)  

1.1.3 Schwartz’s framework 
Schwartz (1992) identified ten values in understanding and differentiating cultures from each 
other: universalism, benevolence, conformity, tradition, security, power, achievement, hedonism, 
stimulation, and self-direction (Table 1.4). 
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Table 1.4: Definition of Schwartz’s values  

Power: Social status and prestige, control or dominance over people and resources (social 
power, authority, wealth, preserving my public image) 
Achievement: Personal success through demonstrating competence according to social standards 
(successful, capable, ambitious, influential) 
Hedonism: Pleasure and sensuous gratification for one-self (pleasure, enjoying life, self-
indulgent)  
Stimulation: Excitement, novelty, challenge in life (daring, a varied life, an exciting life) 
Universalism: Understanding, appreciation, tolerance, and protection for the welfare of all 
people and for nature (broadminded, wisdom, social justice, equality, world at peace, a world of 
beauty, unity with nature, protecting the environment) 
Benevolence: Preservation and enhancement of the welfare of people with whom one is in 
frequent personal contact (helpful, forgiving, honest, loyal, responsible)  
Tradition: Respect, commitment, and acceptance of the customs and ideas that traditional 
cultural or religion provide the self (humble, accepting my portion of life, devout, respect of 
tradition, moderate)  
Conformity: Restraint of actions, inclinations and impulses likely to upset or harm others, and 
violate social expectation or norms (politeness, obedient, self-discipline, honouring parents and 
elders) 
Security: Safety, harmony, and stability of society, of relationships, and of self (family security, 
national security, social order, clean, reciprocation of favours) 
Note. Single value items in parentheses 

Figure 1.1: Schwartz's framework 
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These ten value types can be arranged in a circular order (Figure 1.1). Schwartz (1992) indicates 
that the five value types that serve primarily individual interests (power, achievement, hedonism, 
stimulation, self- direction) form a contiguous region opposed to another contiguous region 
formed by the three value types that serve primarily collective interests (benevolence, tradition, 
conformity). Universalism and security serve both types of interests and are therefore 
hypothesized to be located on the boundaries between these regions.  
 
Further, the values are organized into four higher-order value types. The circular structure 
captures the notion that the pursuit of different value types can be compatible or in conflict, 
depending on how close the value types are (Steenkamp & de Jong, 2010). Conflict increases in 
proportion to the distance between value types, with value types in opposing positions from the 
centre of the structure being in greatest competition (Steenkamp & de Jong, 2010). As Figure 1.1 
shows, one dimension contrasts ‘openness-to-change’ and ‘conservation’ value types. This 
dimension captures the conflict between values that emphasize independence of thought, action, 
and feelings and readiness for change (self-direction, stimulation) and values that emphasize 
order, self- restriction, preservation of the past, and resistance to change (security, conformity, 
tradition) (Schwartz, 2012). The second dimension contrasts ‘self-enhancement’ and ‘self-
transcendence’ value types. This dimension captures the conflict between values that emphasize 
concern for the welfare and interests of others (universalism, benevolence) and values that 
emphasize pursuit of one's own interests and relative success and dominance over others (power, 
achievement). Hedonism shares elements of both openness-to-change and self- enhancement 
(Schwartz, 2012). This circular structure is culturally universal, although individuals and groups 
differ substantially in the relative importance they attribute to the values (Schwartz, 2012). That 
is, individuals have different value “priorities” or “hierarchies.” (Schwartz, 2012). 

1.2 Values and advertising: Congruity theory  

Congruity theory proposes that people value information or depictions that are congruous with 
their existing cultural schemata (Ko, Seo & Jung, 2015; Osgood & Tannenbaum, 1955). The 
reason is that advertising serves as a vehicle to transfer meanings or values from the culturally 
constituted world to consumer goods (McCracken, 1986). Consumers’ cognitions, attitudes and 
behaviour toward marketing strategies are functions of the match and congruency between their 
cultural value system and values conveyed by these marketing strategies (Luna & Gupta, 2001). 
Advertising messages that are adapted to the cultural values system should be perceived as more 
relevant (Lavine & Snyder, 1996); more important (Lee, Aaker & Gardner, 2000); will be 
elaborated more thoroughly (Petty, Cacioppo & Schumann, 1983); and will have a positive 
impact on attitude formation and behaviour. Thus, adapting persuasive appeals to the audience’s 
values would seem to be an important element of successful persuasion. 
 
Hornikx and O'Keefe (2009) conducted a meta-analysis of 67 studies that compared the 
persuasiveness of advertising appeals that vary in the degree to which they invoke the audience’s 
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important cultural values. They looked at studies that included one of the three following cultural 
values: masculinity, uncertainty avoidance, and/or collectivism. They coded for four regions: 
Europe, Central and South America, North America, and Asia-Pacific. Overall, they found a 
positive effect on ad and brand attitudes when the appeal was adapted to the cultural value, but 
the effect sizes were small. The biggest effects were found for collectivism and for the U.S. and 
Asia-Pacific.  
 
These results appear to cast doubt on a common assumption about the role of audience values in 
reactions to persuasive messages (Hornikx & O'Keefe, 2009). Value-adapted appeals are only 
slightly more persuasive than un-adapted appeals, and, in some circumstances, value adaptation 
confers no dependable advantage. Indeed, empirical studies that examine the effect of cross-
cultural advertising strategies on consumer responses are inconclusive, and sometimes 
contradictory (Luna & Gupta, 2001). In some cases, consumers prefer ads that depict norms and 
roles consistent with local culture values (e.g., Taylor, Miracle & Wilson, 1997), while in others 
they prefer appeals that do not match their value orientation (e.g., Aaker & Williams, 1998).  
 
One of the reasons could be “the value paradox” (de Mooij, 2010b). This paradox indicates that 
consumers like to see “aspirational” values in ads, and not the ones they have. This links back to 
the desirable (what people think ought to be desired, general norms of a society) and the desired 
(what people actually desire, what people want for themselves). An example is innovation in an 
uncertainty avoidant country: while people desire innovation, they also like traditional and 
conservative behaviour (de Mooij, 2010b). Another reason could be the novelty of the appeals. 
Aaker and Williams (1998) found that an individualistic country (the U.S.) preferred appeals 
relying on other-focused emotions instead of ego-focused emotions, while a collectivistic country 
(China) preferred ads with ego-focused emotions. The novelty of these appeals increased the 
amount of elaboration, which generated positively valenced thoughts, which led to more 
favourable attitudes. Thus, there are several reasons why appeals that do not match with the 
cultural values could lead to better attitudes.  
 
The mixed results obtained regarding the relationship between cultural values and individuals’ 
response to advertising strategies and executions warrant further research in this area. This 
dissertation will look into the congruity effect, and see when cultural values moderate consumer 
responses to marketing communications. I will examine this under different conditions, based on 
the theory of cross-cultural consumer behaviour.  

1.3 A framework of cross-cultural consumer behaviour  

Luna and Gupta (2001) presented a framework that integrates the cultural value system, 
consumer behaviour and marketing communication. The framework is presented in Figure 1.2 
and will be used to positioning the following chapters.   
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Figure 1.2: A model of the interaction of culture and consumer behaviour  

 
 
As the framework suggests, culture affects consumer behaviour, which itself may reinforce the 
manifestations of culture (Luna & Gupta, 2001). Marketers' actions serve as a vehicle to transfer 
meanings or values from the culturally constituted world to consumer goods (McCracken, 1986, 
1988), so marketing communications are represented in the framework as a moderator of the 
effect of culture on consumer behaviour (Luna & Gupta, 2001). At the same time, marketing 
communications may also affect a culture's manifestations through advertising and consumer 
behaviour, independent from culture (Luna & Gupta, 2001).  
 
The cultural value system exists of four elements, values, symbols, heroes and rituals, which are 
manifestation of cultures at different levels of depth, with values at the heart of the system. This 
is also referred to as “the cultural onion diagram” (Hofstede, 2001, p. 11). Cultures are 
physically/tangibly manifested in cultural symbols, heroes and rituals, while the values mostly 
come only in intangible manifestation (Hofstede, 2001). 
 
Symbols are words, gestures, pictures, and objects that often carry complex meanings recognized 
as such only by those who share the culture (Hofstede, 2001). Hence, a society's symbols may not 
exist in different cultures, or their meaning may be different (Luna & Gupta, 2001). The words in 
a language or jargon belong to this category, as do dress, hairstyle, Coca-Cola, flags, and status 
symbols. The symbols most frequently studied by consumer researchers are language and 
consumer products (Luna & Gupta, 2001). Heroes are persons, alive or dead, real or imaginary, 
who possess characteristics that are highly prized in a culture, and thus serve as models for 
behaviour (Hofstede, 2001). Luna and Gupta (2001) extended this concept to include reference 
groups and opinion leaders. Heroes may influence consumer behaviour through their association 
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with certain products and brands (e.g., Michael Jordan and Nike sports apparel). Rituals are 
collective activities that are technically unnecessary to the achievement of desired ends, but that 
within a culture are considered socially essential, keeping the individual bound within the norms 
of the collectivity, such as greeting, paying respect, and social/religious ceremonies (Hofstede, 
2001). Rituals are important for consumer behaviour because they involve the consumption of 
goods and services (Luna & Gupta, 2001). Marketers' actions moderate the reciprocal 
relationship between rituals and consumer behaviour through advertising, which models 
ritualistic behaviour and helps it spread (Luna & Gupta, 2001). As explained by Luna and Gupta 
(2001), values have a central role amongst the other manifestations of culture. Symbols generally 
express cultural values. Through consumption rituals, consumer goods become symbols of 
cultural values. At the same time, symbols reinforce values, or may even shift them. Heroes are 
an embodiment of cultural values. Heroes are chosen because they are individuals or groups that 
represent what members of a cultural group believe in. Rituals are for the most part an 
affirmation of values.  
 
Consumer behaviour consists of cognitions, affect and behaviour (Luna & Gupta, 2001). 
Cognition includes any construct or process that refers to memory structures or self-construal. 
Affect refers to the attitude/intention formation process and its outcomes: attitudes toward an 
entity, either material (e.g., products) or abstract (e.g., an ethnic group). Thus, these are 
evaluative outcomes. Behaviour includes individual choices and behaviour patterns, such as 
media usage or food shopping.  
 
We focus on two different elements of marketing communication: symbols and heroes. The first 
two chapters focus on symbols, while the last three chapters focus on heroes (i.e., 
spokespersons). Additionally, we focus on evaluative outcomes as consumer behaviour in all 
chapters. All the dependent variables refer to the attitude/intention formation process and its 
outcomes. Table 1.5 shows an overview of the different chapters, which are discussed below. The 
moderating effects of the cultural values are the overarching factor in each chapter, which is 
shown in Figure 1.3. 

1.3.1 Chapter 2: Which cues cause consumer to perceive a brand as more global? A 
conjoint analysis  

The effect of language as a symbol of culture on ad-induced attitudes has received some 
attention, but further research is necessary (Luna & Gupta, 2001). Chapter 2 looks into the 
symbols in an advertisement to increase perceived brand globalness, and whether this is 
moderated by consumer culture positioning and product category involvement.  
 
The purpose of this chapter is to look into the antecedents of perceived brand globalness. 
Perceived brand globalness is the perception of consumers that a brand is marketed in multiple 
countries and is generally recognized as global in these countries (Steenkamp, Batra, & Alden, 
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2003). This leads to various positive effects such as enhanced brand esteem, credibility, prestige, 
quality and purchase likelihood (Dimofte, Johansson & Ronkainen, 2008; Holt, Quelch & Taylor, 
2004; Steenkamp, Batra & Alden, 2003). These positive effects are more pronounced for 
consumers with an accessible global identity, while consumers with an accessible local identity 
could prefer local brands due to local brand iconness (Özsomer, 2012; Zhang & Khare, 2009). A 
brand may assert or imply its 'globalness' even if it is not available worldwide, through marketing 
communications that use brand names, endorsers, advertising themes, packaging and other 
symbols widely associated with a 'modern', urban lifestyle (Alden et al., 1999). However, these 
assumptions are not empirically tested and it is not clear which advertising elements are 
important for perceived brand globalness. Hence, there is a need to examine how perceptions of 
globalness are formed through marketing communications (Batra, Ramaswamy, Alden, 
Steenkamp, & Ramachander, 2000). 
 
Based on the consumer culture positioning theory (Alden et al., 1999), I hypothesize that 
perceptions of brand globalness can be triggered by four cues: a brand name, a brand logo, a 
spokesperson, or advertising copy (i.e., website suffix, availability statement, slogan). A conjoint 
analysis is conducted to determine the relative importance of these four cues to trigger perceived 
brand globalness. Respondents saw eight ads, varying in advertising cues, for which they had to 
evaluate perceived brand globalness. Based on these scores, I compute the relative importance of 
each of the cues in determining perceived brand globalness. The data is collected in the 
Netherlands because the country scores rather low on both attitude toward global products and 
attitude toward local products (Steenkamp & Jong, 2010), thus avoiding an initial bias toward 
either a global or a local positioning. 
 
I conduct conjoint analyses for two products differing in product category involvement 
(chocolates vs. computer) with 200 consumers. Based on the Elaboration Likelihood Model 
(Petty & Cacioppo, 1986b), I expect that the processing of ads is different for high and low 
involvement products. Additionally, based on cluster analysis, I divide respondents into two 
groups: local vs. global consumer culture individuals. The segments are formed based on 
respondents’ scores on the acculturation to global consumer culture, consumer ethnocentrism, 
belief in global citizenship, and consumer world-mindedness. I compare the results of the 
conjoint analysis for these two clusters.  
 
The findings indicate that advertising copy is the most important cue in determining perceived 
brand globalness. The spokesperson and the brand logo determine perceived brand globalness 
more strongly for a low-involvement product, whereas the brand name is more important for a 
high-involvement product. Further, the spokesperson and the brand logo are relatively more 
important for global consumer culture individuals, while local consumer culture individuals find 
the brand name and advertising copy relatively more important. 
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1.3.2 Chapter 3 and Chapter 4 
Chapters 3 and 4 look at fear appeals, each from a different angle. Chapter 3 focuses on the 
symbols of a fear appeal, while Chapter 4 focuses on the spokesperson in a fear appeal.   
 
A fear appeal is an advertising format in which an individual is typically exposed to persuasive 
communications that depict the noxious consequences accruing to a specified course of action 
(Rogers, 1975). Recommendations are then presented that can avert the danger if the individual 
adopt the appropriate attitudes and acts upon them (Rogers, 1975). There are three key 
independent variables in a fear appeal: evoked fear, perceived threat, and perceived efficacy 
(Witte & Allen, 2000). Evoked fear is defined as a negatively valenced emotion, accompanied by 
a high level of arousal (Witte & Allen, 2000). Perceived threat has two underlying dimensions: 1) 
perceived severity, the beliefs about the significance of the threat and 2) perceived susceptibility, 
an individuals’ beliefs about their risk of experiencing the threat (Witte, 1994). Perceived 
efficacy also consists of two dimensions: 1) perceived response efficacy, which are cognitions 
about the effectiveness of the message’s recommendations in deterring the threat, and 2) 
perceived self-efficacy, which is an individual’s belief about his or her ability to perform the 
advocated response to avert the threat (Witte, 1994).  
 
Evoked fear was the primary focus of research from 1953 to about 1975 (Witte & Allen, 2000). 
Perceived threat and perceived efficacy were first identified as important variables by Rogers in 
the Protection Motivation Theory (Rogers, 1975; Witte & Allen, 2000). The Protection 
Motivation Theory and fear-focused theories are integrated in the Extended Parallel Processing 
Model. This model tries to explain why fear appeals sometimes fail, and fear is reincorporated as 
a central variable in the model (Witte & Allen, 2000). The three independent variables, threat, 
efficacy and fear, lead to three possible types of responses: danger control, fear control, and no 
response (Witte, 1992). Danger control will arise when an individual perceives both threat and 
efficacy to be high. It is a cognitive process where the perceptions of efficacy and threat will be 
more important than the fear, which will lead to message acceptance (i.e., intention to adopt the 
recommend behaviour). Fear control occurs when the perceived threat is high, but perceived 
efficacy is low. This emotional process leads to message rejection (i.e., the degree to which 
persons minimized the message and to which they perceived it as manipulation) since individuals 
will be led by fear instead of perceptions (Witte, 1994). If perceived threat is low, people will not 
experience fear and will have no response to the message. In Chapters 3 and 4, I will examine 
whether and how cultural values influence the processing of such fear appeals in the context of 
health risk messages.  

1.3.2.1 Chapter 3: Have no fear: how individuals differing in uncertainty avoidance, 
anxiety and chance belief process health risk messages  

In Chapter 3, I examine the cross-cultural differences in consumer responses to a health risk fear 
appeal. The purpose of this chapter is to uncover to what extent different elements of a fear 
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appeal evoke different reactions for individuals with different cultural values. One of the 
predominant theories in the fear appeal literature is the Extended Parallel Processing Model, 
which explains how fear appeals are processed. The theory identifies three central constructs: 
perceived threat, perceived efficacy, and evoked fear (Witte, 1992). Recently, there has been a 
growing awareness that, to make health communication, which commonly uses fear appeals, as 
effective as possible, researchers and practitioners should consider the cultural and personal 
values of the target audience (Gallopel-Morvan et al., 2011; Hastall & Knobloch-Westerwick, 
2013). This chapter investigates the influence of uncertainty avoidance, anxiety in general life, 
and chance belief locus of control on the processing of a health risk fear appeals.  
 
I manipulate the level of perceived threat (low vs. high) and the level of perceived efficacy (low 
vs. high) in a fear appeal message. The subject of the message is a fictitious threat: the PSZ-
mosquito. A sting could lead to infection of the skin. I collect data in Belgium and Ireland, two 
countries that have been shown to differ significantly in their degree of uncertainty avoidance, 
one of Hofstede’s cultural dimensions. I test several models based on the Extended Parallel 
Processing Model using multi-group comparisons in structural equation modelling. 
 
The results indicate that groups differing in chance belief process health risk messages in a 
similar way. However, perceived efficacy determines message outcomes more strongly for low-
anxiety and low-uncertainty-avoidance groups than for high-anxiety and high-uncertainty-
avoidance groups. Perceived threat has a stronger impact on evoked fear for high-anxiety 
individuals than for low-anxiety individuals, while it has a stronger impact on message 
acceptance for low-anxiety individuals than for high-anxiety individuals. 

1.3.2.2 Chapter 4: Power distance, uncertainty avoidance and the effects of source 
credibility on health risk message compliance  

This chapter explores the relationship between perceived message source (spokesperson) 
credibility and message compliance. Compliance with a health message increases when using a 
credible message source (Schouten, 2008; Umeh, 2012). However, more research is needed to 
unravel the mechanisms through which source credibility influences message compliance (Umeh, 
2012). Health messages often use fear appeals to increase message compliance (Witte, 1994). 
The Protection Motivation Theory (PMT) (Rogers, 1975) indicates that higher levels of perceived 
threat and perceived efficacy increase compliance. This chapter examines source credibility as an 
antecedent of the PMT responses. I argue that perceived threat and efficacy will mediate the 
relationship between source credibility and message compliance. Further, the processing of health 
risk messages is influenced by cultural values. Two moderators, power distance and uncertainty 
avoidance, are used to examine this. The same stimuli as in Chapter 3 are used, adding a patient 
(low credibility) or a doctor (high credibility) as the message source. Based on an experiment in 
Ireland (n = 406) and Belgium (n = 410), I test two moderated mediation models, one with power 
distance and one with uncertainty avoidance as a moderator.  
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The results indicate that a source that is perceived as more credible increases message 
compliance. Perceived message efficacy and message threat mediate this relationship. Perceived 
source credibility increases perceived efficacy and perceived efficacy increases message 
compliance. Perceived source credibility increases perceived threat and, in turn, perceived threat 
decreases message compliance. This mechanism is further moderated by the degree of power 
distance and uncertainty avoidance. The effect of source credibility on perceived efficacy and 
indirectly on message compliance is stronger for individuals with lower power distance and 
higher uncertainty avoidance. Additionally, the direct relationship between source credibility and 
compliance is stronger when power distance increases. On the other hand, the indirect effect of 
perceived source credibility on message compliance through perceived efficacy decreases when 
power distance increases. When uncertainty avoidance increases, perceived source credibility has 
a more positive influence on perceived efficacy, which has a positive effect on message 
compliance.  

1.3.3 Chapter 5: Consumer responses to male and female gender role stereotyping in 
advertising: A cross-cultural comparison 

Chapter 5 aims to explore cross-cultural differences in consumer responses to male and female 
gender role stereotyping in advertising. Gender role stereotypes refer to beliefs about the 
psychological traits, behaviours, and occupational status that are regarded as differentially 
appropriate for men or women (An & Kim, 2007; Shaw, Eisend & Tan, 2014). In advertising, 
gender role stereotyping is highly prevalent (Eisend, 2010; Verhellen et al., 2014). However, 
there is little research that actually studies consumer responses to this phenomenon in terms of 
outcome variables such as attitude toward the ad and the advertised brand (Verhellen et al., 
2014), and the moderating role of cultural values (Orth & Holancova, 2004).  
 
I examine the influence of four cultural variables, i.e., Hofstede’s masculinity, Hofstede’s power 
distance, GLOBE’s assertiveness values and feminine role orientation, on consumer responses to 
gender role stereotyping in advertising. I conduct the study in Sweden and Germany because 
these two countries vary substantially in their cultural background, especially in terms of 
masculinity (Hofstede, 2001). Using linear regression models, I estimate the effects of the 
perceived degree of stereotyping, male/female gender role portrayal, the cultural values (i.e., 
masculinity, power distance, assertiveness values and feminine role orientation), measured at the 
individual level, and their interactions, on attitude toward the ad and the brand.  
 
The results show that, in general, perceived stereotyping contributes positively to ad and brand 
attitude, and this effect is enhanced for more masculine, more power distant, more assertive and 
less feminine role oriented individuals. In addition, consumers respond more negatively to 
perceived female stereotyping compared to male stereotyping, and this is especially true for more 
power distant and more assertive individuals.  
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1.3.4 Chapter 6:  Who do we help? How Schwartz values influence responses to different 
frames in charity appeals 

The effect of spokesperson ethnicity on the effectiveness of advertising has been explored in 
several studies (e.g., Deshpandé & Stayman, 1994). One significant result from this research is 
that the more consumers are aware of their own ethnicity/culture, the more effective will be a 
spokesperson from the consumers' ethnic/cultural group (Luna & Gupta, 2001). This research is 
extended in Chapter 6. 
 
Chapter 6 investigates the effect of two framing techniques in a charity appeal, namely 
singularity of the advertising model(s) in the advertisement (whether a single model vs. a group is 
depicted) and model group belonging (whether the depicted models are part of message 
recipients’ in-group vs. out-group). Adopting the other’s perspective seems a necessary 
prerequisite for developing empathy, which in turn increases the willingness to help (Kogut & 
Ritov, 2005; Oceja, Ambrona, López-Pérez, Salgado & Villegas, 2010). Previous research has 
indicated that the model singularity and model group belonging both influence the ease with 
which a message recipient adopts the other’s perspective. Concretely, there is evidence that it is 
easier for message recipients to adopt the other’s perspective when that “other” is part of the 
message recipient’s in-group (instead of an out-group) (e.g., Levine, Prosser, Evans & Reicher, 
2005). Also, adopting the other’s perspective is easier when there is only one (identifiable) victim 
(instead of a group) (e.g., Kogut & Ritov, 2007). The question of how charities should best 
design and frame their fundraising messages is of critical importance and under-researched 
(Chang & Lee, 2011; Ein-Gar & Levontin, 2013; Fisher, Vandenbosch & Antia, 2008; White & 
Peloza, 2009).  
 
This chapter examines how six Schwartz values (i.e., conservation, self-enhancement, openness-
to-change, hedonism, universalism, benevolence, conservation) moderate message recipients’ 
responses (i.e., attitude toward the charity, interest in additional information about the charity and 
intention to donate money to the charity) to charity appeals using these two framing techniques. 
Schwartz’s (1992) value framework has provided useful insights into socially conscious 
consumer behaviour (Doran, 2010; Pepper, Jackson & Uzzell, 2009), readiness for out-group 
social contact (Sagiv & Schwartz, 1995), attitude toward immigration (Davidov & Meuleman, 
2012; Schwartz, 2010) and favouritism towards the in-group (Feather, 1994).  
 
Based on data collected in France (n = 172), we test the effects of model group belonging of the 
model(s) (in-group vs. out-group), singularity of the model(s) (individual vs. group) and 
Schwartz values (low vs. high) on the attitude toward the charity, interest in extra information 
about the charity and intention to donate money to the charity. The charity that was used was 
YouBridge, a charity that focuses on bridging the digital gap that is not currently active in 
France.  
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Regarding the interaction between the Schwartz values and the singularity of the models, I find 
that message recipients that score high on hedonism, a more individualistic value, respond better 
to a single model than to a group depiction. Conversely, valuing universalism and conservation, 
which are collectivistic values, leads to better outcomes for a group depiction over a single 
model. Concerning the interaction with group belonging, for the high self-enhancement message 
recipients, the in-group models lead to better outcomes than the out-group models. Finally, for 
low benevolence individuals, model group belonging and singularity of the model(s) have no 
influence on outcome variables, while high benevolence individuals have a more positive attitude 
toward the charity when the appeal depicts a group of in-group people, in comparison with a 
group of out-group people. For a single model, model group belonging also has no influence for 
high benevolence individuals. 
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Table 1.5: Research overview 

Ch. Countries Independent variables Dependent 
variables 

Cultural 
variables 

Topic of the 
message 

2. The 
Netherlands 

Spokesperson, brand 
logo, brand name, 
advertising copy 

Perceived brand 
globalness 

Global 
consumer 
culture 

Chocolate, 
computer 

3. Ireland and 
Belgium 

2 (threat: low, high) x 2 
(efficacy: low, high)  
 

Message 
acceptance, 
message 
reactance 

Uncertainty 
avoidance, 
anxiety in 
general life, 
chance belief 
locus of 
control 

PSZ-
mosquito  

4. Ireland and 
Belgium 

2 (credibility of the 
spokesperson: high, 
low) x 2 (threat: low, 
high) x 2 (efficacy: low, 
high)  

Message 
compliance 

Uncertainty 
avoidance, 
power distance 

PSZ-
mosquito  

5. Germany 
and 
Sweden 

3 (degree of gender 
stereotyping: counter-
stereotypical, neutral, 
stereotypical) x 2 
(gender role portrayal: 
male, female)  

Attitude toward 
the ad, attitude 
toward the brand 

Masculinity, 
power 
distance, 
assertiveness 
values, 
feminine role 
orientation 

Soda  

6. France  2 (model group 
belonging: in-group, 
out-group) x 2 (model  
singularity: individual,  
group) 

Attitude toward 
the charity, 
interest in extra 
information, 
intention to 
donate money 

Schwartz 
values: 
conservation, 
self-
enhancement, 
openness-to-
change, 
hedonism 
universalism, 
benevolence 

YouBridge  
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Figure 1.3: Framework of the studies in the dissertation  

 
  

Moderators  

Perceived brand 
globalness 

Group belonging 
Model singularity 

Stereotypical 
portrayal of the 
model  

Credibility of the 
model in a fear 
appeal 

Fear appeal: threat 
and efficacy 

Brand logo, brand 
name, spokesperson, 
advertising copy 

Message 
acceptance  
Message reactance 

Message 
compliance 

Attitude toward 
the ad 
Attitude toward 
the brand 

Attitude toward 
the charity 
Interest in extra 
information 
Intention to 
donate money 

Global consumer culture 
Product involvement 

Uncertainty avoidance (GLOBE)  
Anxiety in general life 
Locus of control: Chance belief 

Uncertainty avoidance 
(Hofstede) 
Power distance (Hofstede) 
 

Masculinity (Hofstede) 
Power distance (Hofstede) 
Assertiveness (GLOBE) 
Feminine role orientation 
Sweden vs. Germany  

Schwartz’s values  
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3. METHODOLOGY 

Cross-cultural research brings a complexity and diversity of challenges unique to this type of 
research. One decision that has to be made is whether cultural values should be measured at the 
individual or at the country level. This is discussed in the first section. Second, the countries and 
the cultural values that are going to be included have to be selected, which is discussed in the 
second section. Lastly, every step, from data collection to analyses, has to be equivalent in the 
different cultural settings.  

3.1 Measuring cultural values at the individual level 

Dimensions of the cultural frameworks can both be used to measure the characteristic of a 
country or a cultural group and of an individual. This raises the question what the relationship 
between the two levels of measurement is. Two kinds of relationships between country levels and 
individual levels can be distinguished: isomorphic and non-isomorphic relationships (Fischer, 
Vauclair, Fontaine & Schwartz, 2010). Isomorphism indicates that individual-level and country-
level value structures are the same, thus value differences between individuals and between 
countries can be explained in terms of the same dimensions (Fischer et al., 2010). In other words, 
the psychological nature of individuals, and not countries, determines the structure of values. The 
second kind of relationship, non-isomorphic, means that individual-level and country-level value 
structures are different (Fischer et al., 2010). This would arise if the individual-level value 
structure is primarily determined by individual-level variables (human nature, requirements of 
interaction, etc.) and the country-level value structure is primarily determined by factors that 
apply at the country level (institutional characteristics, economic system, etc.) (Fischer et al., 
2010).  
 
Hofstede (2001) indicates that his dimensions apply only to countries, and not to individuals; the 
factors that he found did not replicate at the individual level. Thus, he argues that there is a non-
isomorphic relationship between country-level values and individual-level values. In contrast, 
GLOBE argues that measuring individual-level values is a robust way of measuring cultures, and 
thus country-level values (Okazaki & Mueller, 2007). Although GLOBE provides data on the 
country level, rather than on the individual level, individuals are socialized through the values 
that are held and the behaviours that are practiced in their cultures, and therefore they are likely 
to adopt the values that are shared by members of their country (Okazaki & Mueller, 2007). 
Lastly, Schwartz recognises that individual values may carry different meaning across countries, 
but has found evidence of universal values (Watkins, 2010). Of Schwartz’s original 56 value 
items, 45 have “nearly equivalent” meanings across countries; the following values did not: 
social recognition, intelligent, self-respect, inner harmony, true friendship, a spiritual life, mature 
love, meaning in life, detachment, sense of belonging and healthy (Watkins, 2010). 
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I follow the reasoning of GLOBE and Schwartz, namely that values are attributes of individuals 
as well as of the populations to which individuals belong (Fischer et al., 2010). Hence, I argue 
that cultural values should be measured at the individual level. While culture is defined at the 
national level (e.g., masculinity), whether an individual show such a cultural orientation 
consistent with the national culture needs to be measured (e.g., Does this person show a 
masculine orientation?). This concern is even more true when a country consists of a 
heterogeneous population with different cultural backgrounds (Yoo et al., 2011). de Mooij and 
Hofstede (2010) state that cultural indices proposed by cultural frameworks are the products of 
aggregated data that represent a mix of different people within the borders of a geographical 
nation. However, a nation may consist of sub-cultural groups that show variations in different 
cultural values. Moreover, as Akaka and Alden (2010) mention, cultures are dynamic. Given 
today’s heterogeneity and mobility of the members of a nation and worldwide communication 
channels, assigning the country-level culture score to every member of the society becomes less 
meaningful (Yoo et al., 2011). Thus, it is not advisable to rely upon previously established 
country indices which may have been developed decades ago. Hence, measuring cultural values 
at the individual level has the advantage of providing a cross-country manipulation check on the 
cultural dimensions, and it also allows researchers to assess how different the respondents are on 
the cultural dimension in question (Taylor, 2005).  
 
Additionally, by measuring individual cultural orientation, individual attitudes and behaviours 
can be linked to individual-level cultural orientations, because the data about cultural values, 
attitudes, and behaviours come from the same primary sources (individuals’ responses), without 
using Hofstede’s metric (secondary source) and linking it to individual attitudes and behaviour 
(primary data) (Yoo et al., 2011). Attitudes toward advertisements can be determined by cultural 
values, which may differ from one person to the other. Using nationwide cultural indices may in 
that case lead to “ecological fallacy”: Indeed, it may be expected that different preferential 
patterns for advertisements are reflected by individual-level cultural differences rather than 
overall cultural differences of the countries they live in. Hence, by measuring individual cultural 
orientations and not equating them to the national culture, researchers can avoid the ecological 
fallacy that occurs when ecological or country-level relationships are interpreted as if they are 
applied to individuals (Yoo et al., 2011). 

3.2 Choice of cultural dimensions and countries  

Throughout this dissertation, countries are selected based on Hofstede’s, GLOBE’s and Schwartz 
country scores, although the cultural values are measured at the individual level as explained in 
3.1. Sivakumar and Nakata (2001) argue to base country selection on theoretically relevant 
characteristics of countries, which are anticipated to influence the topic that is being studied. 
Thus, country scores are used as the basis for sample selection. In each study, pairs of countries 
are identified in which there is a substantial difference on the relevant cultural values (Taras et 
al., 2009). Maximizing the variance in relevant cultural values helps to ensure that observed 
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effects on the dependent variable are more likely to be attributable to the independent variable 
(Sivakumar & Nakata, 2001). Figure 1.4 shows a map with the countries were data was collected, 
together with their country score on the relevant cultural values.  
 
The choices of cultural dimensions studied is based on the relevance of the dimensions to the 
research questions of the given chapter (Taras et al., 2009).  
 
For Chapter 2, the data collection took place in the Netherlands because the country did not show 
a preference for either global or local products (attitude toward global products: -0.3, attitude 
toward local products: -1.2) (Steenkamp & de Jong, 2010). This was important since the chapter 
studies the antecedents of perceived brand globalness, and I wanted to avoid a priori bias towards 
local or global products. The cultural value that is added as a moderator is consumer culture. The 
global consumer culture group are individuals who are positively predisposed toward the effects 
of globalization, recognize the commonalities rather than dissimilarities among people around the 
world, and are interested in global events (Steenkamp & de Jong, 2010; Zhang & Khare, 2009). 
The local consumer culture group consists of individuals who have faith in and respect for local 
traditions and customs, are interested in local events, and recognize the uniqueness of local 
communities (Steenkamp & de Jong, 2010). To measure consumers’ affinity with global vs. local 
consumer culture, different constructs have been used (Gammoh, Koh & Okoroafo, 2011; 
Nijssen & Douglas, 2011). I define consumers as belonging to a local or a global segment based 
on four cultural constructs: acculturation to global consumer culture, consumer ethnocentrism, 
belief in global citizenship and consumer world-mindedness.  

The topic of Chapters 3 and 4 is the processing of fear appeals, and in Chapter 4 the role of 
source credibility is explored. For these chapters, data were collected in Ireland and Belgium, 
because their differing scores on uncertainty avoidance (Ireland: 35/100, Belgium: 94/100), 
which is most relevant for a fear appeal and power distance (Ireland: 28/100, Belgium: 65/100), 
which is relevant for the credibility of the spokesperson. In Chapter 3, uncertainty avoidance is 
measured with the GLOBE measurement. This was done to include a less tested measurement, 
since the Hofstede dimensions do get critique (see 1.1.1 Hofstede’s framework). Uncertainty 
avoidance can further be divided in two parts: the need for rules and regulations, and a general 
feeling of anxiety. The two other moderators are consistent with these two sub-dimensions of 
uncertainty avoidance, namely chance belief locus of control and anxiety in general life. These 
are not cultural values that are in a cultural framework, but they do show variation across cultures 
(Arrindell et al., 2004; Wrightson & Wardle, 1997). Chapter 4 focuses on the processing of fear 
appeals, together with the influence of the credibility of the spokesperson. Hofstede’s uncertainty 
avoidance (due to internal consistency problems with the GLOBE’s uncertainty avoidance scale 
in Chapter 3) and Hofstede’s power distance are selected as the most relevant cultural 
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dimensions.  

For Chapter 5, data were collected in Germany and Sweden, because the countries vary 
substantially on the Hofstede’s masculinity dimension (Germany: 66/100, Sweden: 5/100) 
(Hofstede, 2001). This dimension was chosen since the chapter is about gender stereotyping, and 
masculinity is one of the most relevant cultural dimension for this topic. The other cultural values 
chosen were Hofstede’s power distance and GLOBE’s assertiveness values. Feminine role 
orientation, which relates to the manifestation of women’s autonomy and consciousness of their 
societal role (An, 2013), is also added. This value is traditional not in the cultural frameworks, 
but also shows cross-country variations (Ford, LaTour, Honeycutt & Joseph, 1994). I have added 
this value to replace GLOBE’s gender egalitarianism, of which the internal consistency of the 
items was too low. Further, because culture is highly multi-dimensional and complex (Taras et 
al., 2009), it is worthwhile to look at other, less conventional, values.  
 
Chapter 6 is conducted in France. Schwartz (2006) developed cultural profiles of 76 countries on 
seven cultural orientations. Culture in France strongly emphasizes intellectual autonomy (i.e., 
broadmindedness, curiosity), egalitarianism (i.e., social justice, equality), affective autonomy 
(i.e., pleasure) and moderately emphasizes harmony (i.e., unity with nature, world at peace) and 
mastery (i.e., ambition, daring). It is low in embeddedness (i.e., social order, obedience, and 
respect for tradition) and hierarchy (i.e., authority, humble). However, the main reason for 
selecting France was the relatively low presence of Indian inhabitants. The Indian models 
depicted the out-group in the stimuli, while Caucasian models represented the in-group. I wanted 
to select a different ethnicity that is not very common in France, because they would most likely 
be perceived as an out-group.   
 
An extra motivation for the choices of the cultural dimensions is that the field as a whole has 
tended to ignore three of the five Hofstede’s dimensions and concentrate upon the two correlated 
dimensions of individualism and power distance (Smith, 2006). Since individualism is the 
dimension most studied in prior research (Taras, Kirkman & Steel, 2010), I did not include any 
studied related to this cultural dimension. Cultural dimensions that are less studied are selected, 
namely masculinity (Chapter 2) and uncertainty avoidance (Chapter 3 and 4) (and power 
distance, chapter 4). One of the reasons for a lack of studies on these values could be that the 
processing of fear appeals (Chapter 3 and 4) and stereotypical appeals (Chapter 5) have also 
received little attention in cross-cultural advertising research.  
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Note. MAS: Masculinity index, UAI: Uncertainty avoidance index, PDI: Power distance index, 
AGP: Attitude toward global products, ALP: Attitude toward local products 

3.3 Equivalence  

The diversity in contextual and cultural environments poses challenges for comparable research 
designs for collecting cross-cultural data. Insufficient consideration of cultural bias in the 
development of research designs and during data collection endangers the quality of research 
findings (Hult et al., 2008). To establish the cross-cultural reliability and validity of constructs, 
several different types of equivalence must be addressed (Watkins, 2010). The most relevant for 
this dissertation are translation equivalence, data collection equivalence and measurement 
equivalence, which are discussed below. For a complete overview of data equivalence in cross-
cultural research, see Hult et al. (2008). 

Belgium (Chapter 3 and 4) 
UAI: 94/100 
PD: 65/100 
 

Ireland (Chapter 3 and 4): 
UAI: 35/100 
PD: 28/100 
 

Sweden (Chapter 5) 
MAS: 5/100 

Germany (Chapter 5) 
MAS: 66/100 

The Netherlands (Chapter 2) 
AGP: -0.3 
ALP: -1.2 

France (Chapter 6) 
High on intellectual autonomy 
High on egalitarianism 

Figure 1.4: Country selection 
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First, translation equivalence should be established, which ensures that questionnaire items are 
translated appropriately so that items tap into the same latent constructs in different populations 
(Mullen, 1995). Achieving translation equivalence is a complicated process and involves not only 
translating vocabulary but also ensuring grammatical/syntactical, experiential and conceptual 
equivalence (Watkins, 2010). To ensure translation equivalence, I used back-translation for all 
questionnaires, which is widely applied to check for translation accuracy (Hult et al., 2008). In 
this process, bilingual experts translate the instrument from Language A to Language B and then 
back again to Language A (Schaffer & Riordan, 2003). The purpose of this double translation is 
to allow experts to examine each survey item on both versions to establish meaning conformity 
(Schaffer & Riordan, 2003). The original language of the scales was English, since the scales 
were retrieved from academic journals. The questionnaires were translated to Dutch (Chapter 2, 
3, and 4), German (Chapter 5), Swedish (Chapter 5) and French (Chapter 6), and back to English. 
If inconsistencies were found, items were reworded.  
 
Next, data collection equivalence refers to whether the sources of data, the methods of eliciting 
data and the resulting samples are comparable across cultures. The data collection needs to follow 
similar procedures among cultures (Hult et al., 2008). The data in this dissertation is collected 
through an electronically administered survey in the six countries. Since I have to reach 
“consumers”, the populations are widely available. The Internet is widespread in the countries 
under research, thus there is an availability of online panels that are reasonably representative for 
the targeted population. A professional market research company (i.e., Lightspeed GMI) 
collected the data to ensure that the samples were representative of the population for key 
characteristics, namely age and gender of the respondents. The data collections per chapter were 
conducted at the same time. An additional benefit of my data collection is that it includes 
respondents of all ages, instead of a student sample. Researchers should be aware that the 
similarities between students could potentially mask certain cultural differences that would have 
otherwise been observed if nonstudent samples had been used (Schaffer & Riordan, 2003). All 
the respondents have experience with measurement instruments and with general testing 
procedures, since they are part of a global panel. This eliminates the important differences across 
cultures in terms of the familiarity people have with filling out surveys (Schaffer & Riordan, 
2003). 
 
The degree to which self-reported questionnaires can provide valid data to measure constructs 
remains questionable. First, there may be a substantial difference between the perceptions of the 
respondents and reality (Taras et al., 2009). Further, language of the survey, differences in 
response styles, and differences in interpretation of the scale anchors are all threats to validity of 
the data obtained through self-report (Taras et al., 2009). Lastly, self-reported values are 
subjective products of mental constructive processes and therefore subject to various biases and 
errors. Some of these potential biases include: cultural differences in the construction of meaning; 
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social comparison processes in judgements about values (i.e., people often make judgements 
about their own values in relation to their beliefs about others – their responses are relative ones) 
and deprivation-based preferences (i.e., that people express stronger preferences for something 
they lack or believe themselves deficient in) (Watkins, 2010). The survey methodology in 
particular, which does not allow for easy clarification of these issues, is particularly open to these 
biases. However, self-report questionnaires have been virtually the only way to collect data to 
quantify culture (Taras et al., 2009). Self-report questionnaires remain the most popular method 
of quantifying culture, because they are low cost, fast, convenient for respondents and flexible in 
design (Taras et al., 2009). Alternative assessment methods, such as observation or experiment 
are much more resource-demanding.  
 
Measurement equivalence addresses the comparability of the operationalization of the constructs  
(Mullen, 1995; Salzberger, Holzmüller & Souchon, 2009). Measures are comparable if and only 
if measurement equivalence has been demonstrated.  
 
Before we can assess measurement equivalence, confirmatory factor analysis within each country 
should be performed. All models should have good fit indices, which means (Hair, Black, Babin, 
Anderson & Tatham, 2006): (1) The comparative fit index (CFI) should be greater than .90, (2) 
Turkey-Lewis Index (TLI) should be great than .90, and (3) The root mean squared error of 
approximation (RMSEA) should be smaller than .10. Next, I assess whether the factor loadings 
and the latent variable correlations are consistent with expectations for composite reliability, 
convergent and discriminant validity. The composite reliability (CR) should be above the 
threshold of 0.70 (Hair et al., 2006). To establish convergent validity, the averaged variance 
extracted (AVE) should be greater than .50 (Hair et al., 2006). If this is not the case, the latent 
construct is not well explained by its observed items. For discriminant validity, three conditions 
should be met (Hair et al., 2006): (1) The maximum shared variance (MSV) should be smaller 
than the average variance extracted (AVE), (2) The average shared variance (ASV) should be 
smaller than the average variance extracted (AVE), (3) The square root of the average variance 
extracted (AVE) should be greater than inter-construct correlations. If this is not the case, the 
observed items correlate more highly with items outside their latent construct than with the items 
within their latent construct. 
 
After confirming composite reliability, convergent and discriminant validity, I proceed with the 
next step and assess the data for measurement invariance using multi-group CFA approach of 
Steenkamp and Baumgartner (1998). Multi-group CFA is the most comprehensive and popular 
approach to assess the structural similarity of a construct across cultures (Hult et al., 2008; 
Watkins, 2010). I used AMOS Graphic throughout this dissertation to test for measurement 
invariance, as illustrated by Byrne (2004). Depending on the goal of the cross-national research, 
different types of equivalence are required.  
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If the purpose is to explore the basic meaning and structure of the construct cross-nationally, in 
order to establish whether a construct can be conceptualized in the same way across countries, the 
minimum requirement is that the same pattern of (zero and nonzero) factor loadings is found in 
the different countries Steenkamp and Baumgartner (1998). This is called configural equivalence. 
Thus, a multi-group model with no constraints is tested on the fit indices and the pattern of factor 
loadings. Parameters are estimated for all groups at the same time and no equality constraints are 
imposed at the parameters. If a loading is cross-nationally significant, evidence is found that the 
item is related to the underlying construct in each country, although the specific magnitude of the 
effect of the construct may differ. The only conclusion is that the factor structure is similar, but 
not necessarily equivalent across groups (Byrne, 2004). Metric invariance is desirable but not 
strictly necessary for this purpose (Steenkamp & Baumgartner, 1998). Metric and scalar 
invariance for at least two items per construct is required if the goal is to conduct comparisons of 
means across countries (Steenkamp & Baumgartner, 1998). Metric invariance implies that 
corresponding items have equal loadings across countries on the underlying latent variable, which 
can be tested by constraining factor loadings to be the same across countries. First, the invariance 
of all factor loadings (i.e., all elements of the factor-loading matrix) is tested. Given findings of 
non-invariance at this level, the invariance of all factor loadings in each subscale (i.e., all 
loadings related to the one particular factor) separately is tested. Given evidence of non-
invariance at the subscale level, the invariance of each factor loading (related to the factor in 
question) separately is tested. Scalar invariance implies that cross-national differences in the 
means of the observed items are due to differences in the means of the underlying construct(s) 
(Steenkamp & Baumgartner, 1998). This is tested by imposing additional constraints on the 
intercepts of the factor loadings. Finally, when the purpose of the study is to relate the focal 
construct to other constructs in a nomological net, full or partial metric invariance has to be 
satisfied because the scale intervals of the latent constructs have to be comparable across 
countries (Steenkamp & Baumgartner, 1998). 
 
All the chapters use experiments since experiments examining a single executional variable in 
multiple markets help to gradually build knowledge (Taylor, 2005). Previous cross-cultural 
research has used a lot of content analyses (Taylor, 2005), but these analyses do not allow for 
insight on causes of consumer response, which is the goal of this research. By conducting 
experiments on an individual level, I know which cultural values are important, which cannot be 
deducted from a cross-country comparison. Experimentation is a superior tool in demonstrating 
causality and interaction effects among variables as it allows for manipulation of variables and 
identification of the limits of culture’s influences much more readily (Griffith & Yaprak, 2008).  

4. INTENDED CONTRIBUTIONS  

Overall, my dissertation contributes to the current research in cross-cultural consumer behaviour 
in that it relates cultural values to symbols and heroes in advertising, and studies their effects on 
evaluative responses of consumers. It contributes to the on-going debate on the effectiveness of 
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cross-cultural communication strategies (e.g., Griffith & Yalcinkaya, 2010; Wilken & Sinclair, 
2011; Zou & Volz, 2010), perception of brand globalness (e.g., Özsomer & Altaras, 2008; Roy & 
Chau, 2011; Steenkamp et al., 2003), consumer culture (e.g., Akaka & Alden, 2010; Gammoh et 
al., 2011; Zhou, Teng & Poon, 2008) and cultural values (Hofstede, 2001; Hofstede & McCrae, 
2004). By doing so, this dissertation has the intention to make five key contributions.  
 
The first contribution is testing the broader cross-cultural applicability of several well-known 
theories. In the last decade, the marketing field was dominated by U.S. researchers who 
conducted studies mainly in the U.S. (Engelen & Brettel, 2011). This has shaped traditional 
academic marketing knowledge (Engelen & Brettel, 2011). Cultural values are a powerful means 
to examine the generalizability of marketing theories and to reveal their boundary conditions 
(Engelen & Brettel, 2011). By examining the influence of cultural variables in a broader cultural 
context, a better understanding of these theories is formed. Studies that incorporate culture in 
theoretical frameworks substantially advance marketing as an academic discipline (Engelen & 
Brettel, 2011). In all chapters, I investigate cultural dimensions of different cultural frameworks 
to study the responses to different advertising strategies. I look at both profit and social-profit 
organizations. In this way, I not only validate theories in different cultural contexts but also in 
different types of organizations. Although they are also presented with challenging 
circumstances, the marketing communications of a social-profit organization is an under-reached 
topic (Dolnicar & Lazarevski, 2009).  
 
Second, I collect data in six countries: the Netherlands (Chapter 2), Belgium and Ireland (Chapter 
3 and 4), Sweden and Germany (Chapter 5) and France (Chapter 6). National culture is the 
primary base for sample selection. In each study, I identified pairs of countries in which there is a 
substantial difference on relevant cultural dimensions, as measured by Hofstede’s or GLOBE’s 
culture scores. Increasing the variance in culture value measures helps to ensure that observed 
effects on the dependent variables are more likely to be attributable to the cultural variables 
(Sivakumar & Nakata, 2001).  
 
Third, the studies in the dissertation represent empirical attempts to reveal the effects of cultural 
values on consumer behaviour, more particularly, the response of consumers to advertising 
stimuli. Little experimental research has explicitly compared consumer responses to different 
advertising strategies in a cross-cultural context. By conducting experiments, I can isolate the 
moderating effects of cultural values and see which cultural values are important to take into 
account. This is an important contribution to the literature, since this information cannot be 
retrieved from cross-country comparisons or content analyses, methods that are commonly used 
in cross-cultural research at this point.  
 
Fourth, most previous studies have considered cultural characteristics as a general characteristic 
of an entire country (Machida, 2012; Nijssen & Douglas, 2011; Vida, Dmitrovic & Obadia, 
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2008). However, cultural differences need to be empirically examined with measures that are 
relevant for the level of analysis, rather than simply based on national culture scores as is 
currently the general practice in the management discipline (Venaik & Brewer, 2013). Yoo et al. 
(2011) and Paul, Roy and Mukhopadhyay (2006) suggest that aggregate cultural indices from 
nations can be used in studies in which the unit of analysis is the country. At the same time, they 
argue that measuring cultural characteristics at the individual level is a more precise way of 
detecting attitudinal and behavioural differences. Hence, all chapters measure cultural values at 
the individual level.  
 
The fifth contribution is that I use relatively new scales to measure the Hofstede and GLOBE 
dimensions on an individual level, and thus test the suitability of the scales. As suggested by 
Taras et al. (2010), I did not use the Value Survey Module scale of Hosted to measure the 
Hofstede’s dimensions but the scales of Yoo et al. (2011), which were specifically designed to 
assess Hofstede’s cultural dimensions at the individual level. Further, the GLOBE framework is 
relatively new and not a lot of research has used the scales. 
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Chapter 2. Which cues cause consumer to perceive a brand as more 
global? A conjoint analysis  

1. ABSTRACT 

The purpose of this paper is to investigate how the globalization (vs. localization) of different 
cues (advertising copy, brand name, spokesperson, brand logo) influences consumers’ perceived 
brand globalness. The authors conducted conjoint analyses for two products differing in product 
category involvement (chocolates vs. computer) with 200 consumers from the Netherlands. 
Additionally, based on cluster analysis, the authors divide respondents into two groups: local vs. 
global consumer culture individuals and the authors compare the results of the conjoint analysis 
for these two clusters. Advertising copy is most important in determining perceived brand 
globalness. The spokesperson and the brand logo determine perceived brand globalness more 
strongly for a low-involvement product, whereas the brand name is more important for a high-
involvement product. Further, the spokesperson and the brand logo are relatively more important 
for global consumer culture individuals, while local consumer culture individuals find the brand 
name and advertising copy relatively more important. The most important cue to position a brand 
as global is the advertising copy. Brand managers of a low-involvement product and/or targeting 
global-minded consumers should concentrate on the spokesperson and the brand logo to position 
their brand. Managers of a high-involvement product and/or targeting local-minded people 
should focus on the brand name. While a number of researchers have emphasized the importance 
of perceived brand globalness for international consumer behaviour, the present study is the first 
to the authors’ knowledge to investigate the relative importance of different cues in creating 
perceptions of brand globalness.  

2. INTRODUCTION AND PURPOSE  

It is a prominent reality that markets are becoming more globalized (Özsomer & Altaras, 2008). 
The demand for global brands is strong, especially among particular consumer segments (Akaka 
& Alden, 2010). Studies show that consumers often see global brands as key symbols of quality, 
prestige, a global myth for being trendy and modern and even a stamp for social responsibility 
(Dogerlioglu-Demir & Tansuhaj, 2011; Gammoh et al., 2011; Holt et al., 2004; Steenkamp et al., 
2003). As a result, the brand equity of global brands is often superior to that of local brands (Zou 
& Volz, 2010). Roy and Chau (2011) and Steenkamp et al. (2003) found that global brands are 
generally preferred over local brands. Brand managers could therefore strengthen their brand 
equity by explicitly positioning their brand as global (Gammon et al., 2011). What is crucial for a 
successful global positioning is an understanding of how consumers’ perceptions of globalness 
are formed (Akaka & Alden, 2010). If brands wish to position themselves as global, which 
elements should they manipulate to influence consumers’ perceptions? Research on the 
antecedents of consumers’ perceptions of brand globalness is extremely scarce. Although it has 
been suggested that perceived brand globalness can be achieved through the use of global signals 
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(e.g. brand name, symbols, themes, brand logo, spokesperson) in marketing communications 
(Alden et al., 1999), it is unclear which of these symbols most strongly influence consumers’ 
perceptions (Swoboda, Pennemann & Tauble, 2012). We aim to fill this gap in the literature by 
investigating the relative importance of different advertising and branding cues in determining 
perceived brand globalness. Based on semiotics theory, Alden et al. (1999) proposed three 
categories of cues in advertising that could associate a brand with global, local or foreign 
consumer culture: language, aesthetic styles and story themes. By means of a conjoint analysis, 
we test the relative importance of four cues (i.e. spokesperson, advertising copy, brand logo and 
brand name) drawn from two categories of Alden et al.’s (1999) positioning framework. The 
purpose of this paper is to test which of these cues more strongly impacts a brand’s perceived 
globalness. To our knowledge, it is the first application of conjoint analysis in the context of 
international advertising. Previous conjoint analyses in the international marketing context have 
mainly focussed on the importance of a country-of-origin cue in comparison with other product 
attributes (Ahmed, Johnson, Yang, Fatt, Teng & Boon, 2004; Bruning, 1997; d’Astous & Ahmed, 
1999) and on cross-cultural differences in consumers’ preferences for different product attributes 
in automobiles and colour televisions (Diamantopoulos, Schlegelmilch & Du Preez, 1995; 
Ettenson, 1993).  
The second purpose of the present study is to investigate to what extent the relative importance of 
the antecedents of brand globalness is influenced by the product category. To that end, we 
conduct the above-mentioned conjoint analysis for two products differing in product category 
involvement (computers and chocolate). Based on the elaboration likelihood model (ELM) (Petty 
& Briñol, 2008; Petty, Cacioppo & Goldman, 1981),  we propose that the four cues under study 
will have a different importance for low- and high-involvement products.  
The third objective is to explore the influence of consumers’ cultural characteristics on the 
formation of perceived brand globalness. A number of authors have already established that 
differences in cultural values influence consumer perceptions of advertising (e.g., Kates & Goh, 
2003; Liang, Runyan & Fu, 2011). Prior research indicates that consumer culture is an important 
moderator to consumer’s responses to global (vs. local) advertising (Gammoh et al., 2011; 
Nijssen & Douglas, 2011). We will therefore compare the relative importance of cues between 
two consumer groups; the global consumer culture vs. the local consumer culture group. The 
global consumer culture group are individuals who are positively predisposed toward the effects 
of globalization, recognize the commonalities rather than dissimilarities among people around the 
world, and are interested in global events (Steenkamp & de Jong, 2010; Zhang & Khare, 2009). 
The local consumer culture group consists of individuals who have faith in and respect for local 
traditions and customs, are interested in local events, and recognize the uniqueness of local 
communities (Steenkamp & de Jong, 2010). Even though a number of studies have investigated 
to what extent local and global consumers prefer local vs. global brands or local positioning vs. 
global positioning advertisements (Akaka & Alden, 2010; Alden et al., 1999; Okazaki, Mueller & 
Taylor, 2010), to our knowledge, no research exists that has investigated the extent to which 
these consumers use certain advertising and branding cues differently in determining perceived 
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brand globalness. However, previous research provides circumstantial evidence that local and 
global consumers might evaluate advertising and branding cues in a different way (Aaker & 
Maheswaran, 1997; de Mooij & Hofstede, 2010; Liang et al., 2011). 
Both practitioners and academics are interested in understanding how consumers perceive global 
brands and how consumer perceptions of global brands are shaped (Özsomer, 2012). The results 
of this study should allow brand managers to more efficiently use advertising and branding cues 
to achieve a global brand positioning. In addition, it will contribute to the academic 
understanding of the determinants of perceived brand globalness, which in turn has been shown 
to affect consumers’ attitude toward the brand and purchase intentions (Gammoh et al., 2011; 
Steenkamp et al., 2003). This is examined through a conjoint analysis, which can determine how 
people value different advertising and branding cues. Additionally, we examine whether the 
importance of different cues is influenced by product characteristics and/or by consumer 
characteristics.  

3. THEORETICAL BACKGROUND  

3.1 Perceived brand globalness  

The term “global brand” has been defined in two ways (Özsomer & Altaras, 2008). The first 
school of thought defines a global brand as a brand with high-actual reach and availability 
(Dimofte, Johansson & Bagozzi, 2010). In this respect, only a relatively small number of brands 
are truly global (Nijssen & Douglas, 2011; Sinclair & Wilken, 2009). The second school of 
thought focuses on consumer perceptions (Alden et al., 2006; Özsomer, 2012; Steenkamp et al., 
2003). In these studies, brand globalness is defined as the extent to which the brand is perceived 
as global, which is a perception that can be formed only if consumers believe the brand is 
marketed in multiple countries and is generally recognized as global in these countries 
(Steenkamp et al., 2003). A brand may assert or imply its “globalness” even if it is not available 
worldwide, through marketing communications that use brand names, endorsers, advertising 
themes, packaging and other symbols widely associated with a modern, urban lifestyle (Alden et 
al., 1999). The present paper follows the latter line of reasoning. We focus on perceived brand 
globalness as our key dependent variable.  
Perceived brand globalness is an important variable in explaining international consumer 
behaviour. Numerous studies point out that it has a positive effect on perceived brand quality 
(Dimofte et al., 2010; Dimofte et al., 2008; Holt et al., 2004; Özsomer, 2012; Steenkamp et al., 
2003). Perceived brand globalness stimulates consumer perceptions of brand superiority, even 
when the quality and value are not objectively superior (Dimofte et al., 2008; Özsomer & Altaras, 
2008). Further, global brands receive more esteem (Johansson & Ronkainen, 2005), are perceived 
as symbols of cultural ideals (Holt et al., 2004), enjoy a higher social status (Dimofte et al., 2010) 
and generally have an advantage over local brands (Holt et al., 2004). In sum, previous research 
has shown that perceived brand globalness is a key variable that has a positive effect on several 
important outcome variables. However, what remains unclear is what determines perceived brand 
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globalness. To identify possible antecedents of perceived brand globalness, we use Alden et al.’s 
(1999) consumer culture positioning theory, which is discussed below.  

3.2 Consumer culture positioning 

Alden et al. (1999) identify three positioning strategies for brands in an international context. 
First, marketers can use a “global consumer culture positioning” by associating their brand with a 
widely understood and recognized set of global symbols, such as a global celebrity. On the other 
hand, marketers may opt to select a more “local consumer culture positioning” in which the brand 
is associated with the local consumer culture (e.g. Budweiser’s association with small-town 
American culture in its U.S. advertising) (Alden et al., 1999; Özsomer, 2012). A third positioning 
strategy is “foreign consumer culture positioning,” where the brand is associated with a specific 
foreign culture (e.g. Gucci positions itself across the globe as an Italian brand). As only 3.8 % of 
the advertisements use a foreign consumer culture positioning (Alden et al., 1999), we only focus 
on global and local consumer culture positioning in the present study, further referred to as global 
and local positioning.  
Based on semiotics theory, Alden et al. (1999) identify a positioning framework that focus on the 
use of verbal (language), visual (aesthetic styles) and thematic (story themes) cues to associate a 
brand with global or local consumer culture. The verbal dimension relates to the language of the 
advertising copy and brand name. One way for a brand to communicate global positioning is to 
use English words in its communications (Alden et al., 1999). As English is the primary language 
of international business, the mass media and the internet, it signals internationalism to many 
consumers (Alden et al., 1999). In contrast, brand managers wanting to emphasize local 
positioning might use the local language. Additionally, the content of advertising, such as the 
brand slogan, can support the local relevance through adaptation (e.g. “Merrill Lynch is Bullish 
on America”) or signal globalness (e.g. Citibank: “the whole world in one bank”) (Kates & Goh, 
2003).  
The aesthetic or visual dimension relates to the use of (famous) spokespersons and brand logos. 
While certain characteristics of a spokesperson can be associated with local culture prototypes 
(e.g. a Bollywood actor in an Indian advertisement), other characteristics can reflect a global 
positioning and give the brand a more global image (e.g. Michael Jordan for Nike). A second 
visual aspect is the brand logo. The appearance of some logos is tied less to specific cultures (e.g. 
Nike’s swoosh, AT&T’s abstract globe), while others may be more symbolic of a specific 
cultural tradition (e.g. Le Petit Marseillaise’s little boy with a striped Breton shirt and beret, 
Qantas’ kangaroo) (Alden et al., 1999). 
In the present study, two verbal cues, namely, the advertising copy and the brand name, and two 
visual cues, the spokesperson and the brand logo, are tested as possible antecedents of perceived 
brand globalness. Alden et al. (1999) have asserted that each of these four cues is used to 
communicate both local positioning and global positioning in advertising worldwide. Alden et al. 
(1999) also propose a third dimension, which refers to story-related themes. However, one of the 
important characteristics of a cue in a conjoint analysis is that it should be easily communicated 



Cross-cultural differences in consumer responses to marketing communications and branding 

 40 

and put into practice (Hair et al., 2006). As the current study uses printed ads, the theme would be 
difficult to convey and would also confound with the advertising copy and visuals. Therefore, we 
did not include any cues relating to adverting themes in this study.  
Previous research has looked into which cues are important for a successful global approach. For 
example, Yin (1999) found that foreign companies advertising in China estimated that the three 
most important cues to manipulate were the language of the ads, the product attributes and the 
models or spokespersons. Zhou and Belk (2004) used a reader-response approach and found that 
a global appeal is largely triggered by the product category, an ad’s symbolic meaning and the 
model used. Based on a content analysis, Nelson and Paek (2007) found that the brand name and 
the spokesperson are most likely to be standardized in advertising, while the advertising copy is 
not often standardized. These results confirmed the findings from an earlier content analysis by 
Harris and Attour (2003). However, none of these studies have investigated the extent to which 
these different cues trigger perceived brand globalness. Figure 2.1 shows our conceptual 
framework. Four cues are considered as antecedents of perceived brand globalness. First, we try 
to answer the following research question:  
RQ1: What is the relative importance of the advertising copy, the brand name, the spokesperson 
and the brand logo in an advertisement in evoking perceived brand globalness?  
Additionally, we examine whether the relative importance of these antecedents is moderated by 
product category involvement and consumer culture.  

Figure 2.1: Conceptual framework 

 

3.3 The role of product category involvement 

Based on the ELM (Petty & Briñol, 2008; Petty et al., 1981), the relative importance of the four 
cues under study should differ between low- and high-involvement products. The ELM predicts 
that high-product category involvement leads consumers to use a systematic information 
processing strategy (central route) in which message-based cognitions are important. Attitude 
change is driven by the careful consideration of, and idiosyncratic responses to central cues, 
which are relevant arguments supporting the advocated position (Areni, 2003). In the present 
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study, the advertising copy and the brand name are considered as central cues. Previous research 
has indicated that verbal claims and product attributes are relatively more important for people 
who are highly involved or motivated (Garretson & Burton, 2005). This indicates that the 
advertising copy in our study can be considered as a central cue, which will more strongly 
influence the perceived brand globalness for high-involvement products. Second, we also 
consider the brand name to be a central cue. A brand name represents a cognitive structure, a 
network of associations built on organized knowledge about the brand (Braun-LaTour & LaTour, 
2004). For a new brand name, as is the case in this study, by definition, no previous network of 
associations exists (Campbell & Keller, 2003). As a result, categorization based on the brand 
name will be inhibited because of the absence of a brand category in consumers’ minds. 
Categorization theory (Fiske & Pavelchak, 1986) then predicts that consumers will revert to more 
piece-meal processing as a basis for forming an evaluation. As a result, new brands should 
engender more central processing (Campbell & Keller, 2003; Dens & De Pelsmacker, 2010), and 
thus the brand name could be considered a central cue.  
Low-product category involvement leads consumers to using a heuristic processing strategy 
(peripheral route), based on simple decision rules (e.g. how-do-I-feel-about-it?) (Chaiken, 1980). 
Low-involvement individuals do generally not elaborately consider the message content. Instead, 
they use non-content elements, often called peripheral cues, associated with the message as a 
basis for attitude formation (Lien, 2001). Factors such as expertise, credibility, likeability or 
attractiveness of the spokesperson have been found to serve as peripheral (Lien, 2001; Petty & 
Cacioppo, 1986a). Further, research has shown that the impact of pictures without product-
relevant information is greater under low involvement (Lien, 2001; Miniard, Bhatla, Lord & 
Dickson, 1991). Since the brand logo used in our advertisements does not contain product 
information, this cue is also considered as peripheral.  
A general assumption of the ELM is that a trade-off exists between central and peripheral 
processing (Lien, 2001). As argument scrutiny increases, central cues become more important 
determinants of persuasion, and peripheral cues become less important determinants. We 
therefore hypothesize the following:  
H1: To evoke perceived brand globalness: (a) advertising copy has a greater relative importance 
for high-involvement products than for low-involvement products; (b) the brand name has a 
greater relative importance for high-involvement products than for low-involvement products; (c) 
the spokesperson has a greater relative importance for low-involvement products than for high 
involvement products; (d) the brand logo has a greater relative importance for low-involvement 
products than for high-involvement products.  

3.4 The role of consumer culture  

We also investigate to what extent the relative importance of cues differs between global 
consumer culture and local consumer culture segments. Culture-specific variations in cue 
diagnosticity may influence how consumers from different cultures derive brand globalness, 
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based on advertising and branding cues (Aaker & Maheswaran, 1997; de Mooij & Hofstede, 
2010; Liang et al., 2011). 
The “global consumer culture” segment (hereafter referred to as global segment) includes 
individuals who are positively predisposed toward the effects of globalization, recognize the 
commonalities rather than dissimilarities among people around the world, and are interested in 
global events (Steenkamp & de Jong, 2010; Zhang & Khare, 2009). Global consumers attempt to 
find meaning in their lives as consumers through the consumption of products that are generally 
recognized as international and transcending individual national cultures (Steenkamp & de Jong, 
2010). These consumers use global brands to create an imagined identity that they share with 
like-minded people (Hannerz, 1990; Holt et al., 2004). Their ownership and use of global brands 
function as a passport to global citizenship (Strizhakova, Coulter & Price, 2008). They are 
attracted to the “shared consciousness” and the cultural meanings produced by globalization 
(Holton, 2000; Steenkamp & de Jong, 2010). The “local consumer culture” segment (local 
segment) consists of individuals who have faith in and respect for local traditions and customs, 
are interested in local events, and recognize the uniqueness of local communities (Steenkamp & 
de Jong, 2010). Local consumers value products that are indigenously conceived and controlled 
and products that are comparatively rich in distinctive local content (Steenkamp & de Jong, 
2010). 
To measure consumers’ affinity with global vs. local consumer culture, different constructs have 
been used (Gammoh et al., 2011; Nijssen & Douglas, 2011). We define consumers as belonging 
to a local or a global segment based on four cultural constructs: acculturation to global consumer 
culture, consumer ethnocentrism, belief in global citizenship and consumer world-mindedness. 
Acculturation to global consumer culture encompasses personal dispositions toward globalization 
and foreign cultures (cosmopolitanism, openness toward the lifestyles and consumption symbols 
of other countries, as well as an outright identity with global consumer culture), the influences of 
media and marketing (specifically, global/foreign mass media exposure and exposure to 
multinational marketing activities), foreign traveling attitudes/ experiences, as well as English-
language fluency and use (Cleveland, Laroche & Hallab, 2013). Consumer ethnocentrism 
represents the belief held by consumers about the appropriateness of purchasing foreign-made 
products (Shimp & Sharma, 1987). For some, foreign brands constitute economic and cultural 
threats (Cleveland et al., 2013). Biases toward locally-produced products signify resistance 
toward globalization (Steenkamp et al., 2003). Third, belief in global citizenship measures the 
belief in brands as a passport to global citizenship, defined as a person’s perception that global 
brands create an imagined global identity (Strizhakova et al., 2008). The last construct, consumer 
world-mindedness, indicates the willingness to adapt to and try products from other countries and 
cultures and the openness to other cultures and lifestyles (Nijssen & Douglas, 2011). By 
combining different constructs, we identify consumers’ inclination toward global or local 
consumer culture in a complete and nuanced way.  
Previous research provides circumstantial evidence that local and global consumers might 
evaluate advertising and branding cues in a different way. Content analyses of existing ads reveal 
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that the advertising copy (i.e. headline, body copy and slogan) is the element that is most often 
adapted to local culture (Harris & Attour, 2003; Nelson & Paek, 2007). Kates and Goh (2003) 
also indicate that the manipulation of the slogan is crucial to gain local relevance. Native 
language ads are more likely to elicit self-referent thoughts about family, friends, home or the 
homeland and to evoke a sense of belonging and closeness (Krishna & Ahluwalia, 2008; Noriega 
& Blair, 2008). This could indicate that practitioners expect consumers to place a relatively great 
importance on advertising copy to signal globalness or localness. Because the advertising copy is 
usually adapted, their working hypothesis seems to be that especially local consumers will rely 
on advertising copy to determine their perceived brand globalness. Second, the brand name is an 
element that is frequently manipulated to study consumers’ responses toward global and local 
brands (e.g., Akram, Merunka & Akram, 2011; Sichtmann & Diamantopoulos, 2013; Steenkamp 
et al., 2003). For low ethnocentric consumers (a characteristic of global consumers), a global 
brand name leads to more positive perceptions of prestige and quality (Akram et al., 2011; 
Steenkamp et al., 2003). Similarly, Rajabi (2014) found that a global brand name stimulates self-
brand congruity for global consumers. Noriega and Blair (2008) indicate that adapting the brand 
name to the local language increases self-referent thoughts about family, friends, home or 
homeland, but make no distinction between local or global consumers.  
With respect to visual cues, research indicates that the presence of ethnic cues in advertisements 
(e.g. a local model or celebrity) can match with the ethnic identity of individuals, which is one of 
fundamental dimensions of the self-concept (Carrus, Nenci & Caddeo, 2009). Others have found 
that global celebrities are associated with status, modernity, cosmopolitan sophistication and 
technology (Zhou & Belk, 2004) and can increase the prestige of the brand (Steenkamp, 2014). 
To our knowledge, explicit comparisons between local and global consumers are lacking in this 
area. Finally, global brands have a perceived social cachet and can be particularly attractive as 
self-expressive markers and identity forgers (Dimofte et al., 2010). Therefore, a global brand logo 
may be particularly relevant for global consumers who want to signal their membership of the 
worldwide consumer segment.  
Since previous research provides little guidance to formulate directional hypotheses on the 
relative importance of each of the cues under study for local and global consumers, we pose the 
following research question:  
RQ2: Is there a difference between local and global segments in the relative importance of the 
advertising copy, the brand name, the spokesperson, and the brand logo in evoking perceived 
brand globalness, and does this depend on product category involvement?  

4. METHOD  

4.1 Conjoint analysis: Attributes and levels  

We conduct two separate conjoint analyses for two products: chocolates (low involvement) and 
computers (high involvement) (based on Dens & De Pelsmacker, 2010). The objective of 
conjoint analysis is to determine how much each of a number of attributes (advertising and 
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branding cues) contributes to overall perception or preference. This makes conjoint analysis a 
suitable technique to answer our research questions. The technique consists of showing 
participants a controlled set of advertisements, varying in cues. By analysing how respondents 
score each of these advertisements, the implicit valuation (utilities or part-worth’s) of the 
individual cues making up the advertisements can be determined.  
Following the semiotics framework, we manipulate four attributes (see Table 2.1 for an 
overview; see Appendix 1 for the stimuli). The first attribute is the advertising copy, which 
consists of the slogan, the website suffix and an availability statement. Because these three 
elements were combined into a single attribute, multiple levels of the attribute are advised in 
order to avoid inter-attribute correlation (Hair et al., 2006). Therefore, we defined three levels of 
this attribute: local, mixed and global positioning. The local positioning contains a Dutch slogan 
(“The best chocolate thanks to the best local ingredients” and “The power of a network. Across 
the Netherlands.”), a local website suffix “.nl” and states that the product is “available in the 
Netherlands.” The global positioning consists of a global slogan (“The best chocolate thanks to 
the best ingredients around the world.” and “The power of a network. Across the world”), a 
global website suffix “.com” and states “available across the world.”. The mixed level combines 
a local slogan with a global website suffix and global availability. The second attribute is the 
brand name, for which we define two levels: local positioning (a Dutch brand name with an 
explicit reference to the Netherlands, the country under study, “Chocolade van Oranje” and “NL 
Computer”) and global positioning (an English brand name, “Candy Colors” and “Worldwide 
Computers”). The third attribute, the spokesperson, was manipulated at two levels: local 
positioning (national celebrity, Lieke van Lexmond) and global positioning (international 
celebrity, Penelope Cruz). Both spokespersons are well-known actresses. In addition, a pre-test 
showed that these two women do not differ significantly in terms of attractiveness, 
trustworthiness, likeability, expertise and fit with the product (Table 2.2). This way, we wanted to 
control for spokesperson characteristics that may confound the results (Amos, Holmes & 
Strutton, 2008; Till & Busler, 2000). Finally, the fourth attribute is the brand logo, for which we 
defined two levels: local positioning (a crown to symbolize the Dutch monarchy) and global 
positioning (a globe). The different levels of the attributes were pre-tested (n = 50) on perceived 
globalness (semantic differential, 0-10) to ensure that they would accurately signal local 
positioning and global positioning. As can be seen in Table 2.1 and Table 2.2 that was indeed the 
case (all p ⩽ .001).  
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Table 2.1: Manipulated attributes and levels 

Attributes  Product Local 
positioning 

Perceived 
globalness 

Global 
positioning 

Perceived 
globalness 

p-
value 

Advertising 
copy: Slogan 

Computer  The power of 
a network. 
Across the 
Netherlands. 

3.52 The power of 
a network. 
Across the 
world. 

7.05 <.001 

Chocolates The best 
chocolate 
thanks to the 
best local 
ingredients 

3.05 The best 
chocolate 
thanks to the 
best 
ingredients 
around the 
world 

7.71 <.001 

Brand name Computer  NL computer 3.90 Worldwide 
Computers 

8.74 <.001 

Chocolates Chocolade 
van Oranje  

4.47 Candy Colors 7.07 <.001 

Spokesperson Both 
products 

Lieke Van 
Lexmond 

2.09 Penelope Cruz 6.27 .001 

Brand logo Both 
products 

 

4.57 

 

9.40 <.001 

Note. p-values result from within-subjects (brand name, brand logo, slogan) or between-subjects 
(spokesperson) t-test between the global and local positioning levels for each attribute 

Table 2.2: Celebrity characteristics (Pre-test) 

Characteristic Penelope Cruz Lieke van Lexmond p-value 
Attractiveness 5.79 5.46 .37 
Trustworthiness 4.70 5.05 .24 
Likeability 5.06 5.36 .29 
Product expertise (computer) 3.00 3.33 .34 
Product expertise (chocolates) 3.80 3.55 .46 
Perceived fit with product (computer) 2.76 3.33 .71 
Perceive fit with product (chocolates) 4.11 3.97 .12 

4.2 Data collection and sample  

The data were collected through a professional market research agency via an online web survey 
in the Netherlands. The study was conducted in the Netherlands because the study of  Steenkamp 
and de Jong (2010) indicated that the Dutch do not show a particular preference for either local or 
global products. As such, by choosing the Netherlands, we avoid that the results from the study 
would by distorted by an initial respondent bias toward global or local positioning elements. It 
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should be noted that a conjoint analysis is an intensive task for respondents. Respondent fatigue 
with the conjoint task or disinterest in the research task can affect the effort devoted to 
completing the conjoint measurement. We worked with a professional market research agency to 
ensure the quality of the collected data. First, the panel members have a vast experience with 
online surveys and are typically motivated to participate. Additionally, we only included fully 
completed questionnaires in our analyses and performed a quality check by rejecting respondents 
who rated all eight advertisements in the same way, or provided the same answer to reverse-
scaled items. The final sample consists of 100 unique respondents for each product category 
(chocolates and computers) (44 % men, M age = 47 years).  

4.3 Measures  

We used SPSS orthoplan to produce a balanced orthogonal design of eight advertisements that is 
constructed by selecting one level of each attribute per advertisement. A balanced design means 
that each level within an attribute appears an equal number of times across the eight stimuli. In an 
orthogonal design, the levels of the attributes are chosen such that, for each pair of attributes (say, 
a and b), the high-level a appears equally often in profiles that have a high-level b as in profiles 
that have a low-level b, and vice versa. This design is extremely efficient for estimating part- 
worths, and is therefore often used (Ahmed et al., 2004; Bruning, 1997; Diamantopoulos et al., 
1995; Ettenson, 1993). One of the limitations of an orthogonal design is that it confounds 
interactions, so that it only allows estimating main effects. However, adding interaction would 
substantially increase the number of stimuli to be presented to participants, whereas the increased 
power is in most cases minimal (Green & Srinivasan, 1990). We also employed traditional full-
profile conjoint analysis, where respondents score all eight advertisements, because of its 
perceived realism (Hair et al., 2006). 
Participants were exposed to all eight advertisements in a randomized order and had to indicate 
perceived brand globalness on a three-item, 11-point semantic differential (Steenkamp et al., 
2003) (α = .904) (see Appendix 2 for the questionnaire). As a conjoint analysis involves a 
relatively large number of stimuli to be evaluated, it is useful to expand the number of response 
categories over that found in most consumer surveys. A basic rule of thumb is to use 11 
categories for 16 or fewer stimuli (Hair et al., 2006). Participants were instructed to score the 
eight advertisements independently from each other, thus not taken into account the previous 
version they had seen. After the respondents rated each of the eight advertisements, we measured 
their product category involvement on a three-item seven-point semantic differential scale (Dens 
& De Pelsmacker, 2010) (α = .911). The cultural constructs were measured on multi-item five-
point Likert scales: acculturation to global consumer culture (25 items, Cleveland et al., 2013) (α 
= .872), consumer ethnocentrism (four items, Steenkamp et al., 2003) (α = .830), consumer 
world-mindedness (eight items, Nijssen & Douglas, 2011) (α = .753) and belief in global 
citizenship (three items, Strizhakova et al., 2008) (α = .929). Finally, we measured respondents’ 
age, gender and education. For multi-item measures, the average of the different items was taken 
to compute the construct score. 
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5. RESULTS  

SPSS-conjoint was used to carry out the analyses. For each respondent, the analysis computes the 
relative importance of each attribute based on the part-worth utility for each level of each 
attribute. The total part-worth utilities and relative importance of the attributes are calculated for 
the total sample by averaging the individual scores. The correlation between the actual and 
predicted preferences is calculated for each person and tested for statistical significance. In the 
total sample, the total correlation is .998 and significant, indicating a good fit (Hair et al., 2006).  
Table 2.3 shows the part-worths for each attribute level across the two products. More positive 
part-worths indicate a higher perceived brand globalness. As expected, the global positioning 
levels of all the attributes correspond with higher perceived brand globalness, confirming that our 
manipulations were successful. In the last column, the relative importance percentages per 
attribute are shown. The range of the part-worths (highest to lowest) for each attribute provides a 
measure of how important the attribute is to signal brand globalness. Attributes with greater part-
worth ranges play a more important role than those with smaller ranges. The importance 
percentages are computed by taking the utility range for each attribute separately and dividing it 
by the sum of the utility ranges for all attributes. Consequently, the percentages sum up to 100. 
Advertising copy is the most important cue in signalling brand globalness (40.1%). When we 
consider the three levels, we see that the part-worth utility increases by 0.52 for each level. This 
indicates that the manipulation of the slogan is equally important as the manipulation of the 
website suffix and the availability statement. The importance rating of the spokesperson is 
28.8%, of the brand name 24.0%. With 7.2 %, the brand logo is the least important cue.  

Table 2.3: Conjoint analysis results across product categories 

Attribute Level Part-worth utility Relative importance (%) 
Advertising copy Local positioning -0.52 40.1 

Mixed positioning 0.00 
Global positioning  0.52 

Brand name Local positioning -0.31 24.0 
Global positioning 0.31 

Spokesperson Local positioning -0.37 28.8 
Global positioning 0.37 

Brand logo Local positioning -0.09 7.2 
Global positioning 0.09 

Note. n=200. Pearson’s R = .998 (p < .001) 
 
Next, we examine whether these relative importance values differ between a low- and high-
involvement products (H1). As expected, computers (M = 5.45) score significantly higher on 
product category involvement than chocolates (M = 4.39) (t(198) = 6.26, p < .001). In order to 
test H1, we conduct a separate conjoint analysis for the two products. Table 2.4 shows the 
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average part-worth utilities for each level, and the relative importance of the four cues, per 
product category. The conjoint analyses show that advertising copy is the most important cue to 
signal globalness for both product types. For the low-involvement product, this is followed by the 
spokesperson, than the brand logo and lastly the brand name. For the high-involvement product, 
in terms of relative importance, the advertising copy is followed by the brand name, the 
spokesperson and the brand logo, respectively. The advertising copy is approximately equally 
important for a low-involvement product, chocolates (41.3%) and for a high-involvement 
product, computers (39.0%), rejecting H1a. The brand name is relatively much more important 
for computers (35.6%) than for chocolates (11.5%), confirming H1b. As expected in H1c, the 
spokesperson is relatively more important for chocolates (34.9%) than for a computer (23.1%). 
H1d is also supported, as the brand logo is relatively more important for chocolates (12.3%) than 
for computers (2.4%).  

Table 2.4: Conjoint analysis results – Low vs. high-involvement product category 

Attribute Level Low involvement  
(n = 100) 

High involvement (n 
= 100) 

Difference 
in 
importance 
(%) 

Part-
worth 
utility 

Relative 
importance 
(%)  

Part-
worth 
utility 

Relative 
importance 
(%) 

Advertising 
copy 

Local positioning -0.50 
41.3 

-0.55 
39.0 -2.3 Mixed positioning -0.05 0.06 

Global positioning 0.55 0.49 

Brand name 
Local positioning -0.15 

11.5 
-0.47 

35.6 -24.1 
Global positioning  0.15 0.47 

Spokesperson 
Local positioning -0.44 

34.9 
-0.31 

23.1 11.8 
Global positioning  0.44 0.31 

Brand logo 
Local positioning -0.16 

12.3 
-0.03 

2.4 9.9 
Global positioning  0.16 0.03 

Note. Pearson’s R Low involvement = .999 (p < .001), Pearson’s R High involvement = .990 (p < .001) 
 
In order to answer RQ2, respondents were assigned to one of two groups based on a cluster 
analysis using their individual scores on the four cultural constructs: acculturation to global 
consumer culture, consumer ethnocentrism, belief in global citizenship and consumer world-
mindedness. From a theoretical viewpoint, we expect to find two groups: a global consumer 
culture oriented and a local consumer culture-oriented group. Based on the results of a 
hierarchical cluster analysis using Ward’s method, we see that two clusters are indeed the best 
solution. As suggested by Hair et al. (2006), once the optimal number of clusters was determined, 
we performed a K-means cluster analysis to assign individuals to clusters. The first cluster, which 
represents the local segment (n = 106), scores high on consumer ethnocentrism, and low on 
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acculturation to global consumer culture, belief in global citizenship and world-mindedness (see 
Table 2.5). The second cluster, the global segment (n = 94), scores low on consumer 
ethnocentrism and high on the other constructs. As the first conjoint analyses (H1) revealed 
substantial differences in cue importance between the low and the high-involvement product, we 
conducted conjoint analyses for each consumer segment per product category, resulting in four 
different conjoint analyses (Table 2.6 and Table 2.7).  

Table 2.5: Consumer culture clusters and centres 

 Local 
segment 
(M) 

Global 
segment 
(M) 

ANOVA 
sig. 

Acculturation openness to global consumer culture 2.94 3.80 < .001 
Acculturation cosmopolitanism 3.04 3.93 < .001 
Acculturation exposure to marketing activities of 
multinational corporations 

2.85 3.23 < .001 

Acculturation language use other than Dutch 2.79 3.49 < .001 
Acculturation travelling frequencies 2.95 3.95 < .001 
Acculturation global mass media exposure 3.34 4.01 < .001 
Acculturation self-identification with global consumer culture 2.20 2.68 < .001 
Ethnocentrism 2.65 2.29 .001 
Global belief 2.60 3.23 <.001 
World mindedness 3.26 3.70 < .001 

 
For the low-involvement product, chocolate, the advertising copy is the most important cue and 
the spokesperson the second most important cue for both segments. For the local segment, the 
brand name follows as third and finally the brand logo, while this is the opposite for the global 
segment. The advertising copy and the brand name are relatively more important for the local 
segment (respectively, 44.5 and 12.6%) than for the global segment (respectively, 38.5 and 
1.5%). On the other hand, the brand logo is more important for global segment (16.4%) in 
comparison with local segment (7.7%). There is virtually no difference between the two segments 
with respect to the importance of the spokesperson. The conjoint analyses for the high 
involvement product, computers, again show that advertising copy is the most important cue and 
the brand logo the least important cue for both segments. The local segment finds the brand name 
the second most important, followed by the spokesperson and the brand logo. The global segment 
finds the spokesperson most important after advertising copy, followed by the brand name and 
the brand logo. Advertising copy and the brand name are relatively more important for the local 
segment (respectively, 44.0 and 41.9%) in comparison with the global segment (resp. 34.3 and 
29.7%). In contrast, the spokesperson and the brand logo determine perceived brand globalness 
more for the global segment (respectively, 31.3 and 4.7%) relative to the local segment 
(respectively, 14.0 and 0.1%), although the difference in brand logo importance is quite small.  
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Table 2.6: Conjoint analysis results – Local vs. global segment (Low-involvement product) 

Attributes Level Local segment Global segment Difference 
in 
importance 
(%) 

Part-
worth 
utility 

Relative 
importance 
(%) 

Part-
worth 
utility 

Relative 
importance 
(%) 

Advertising 
copy 

Local positioning -0.45 
44.5 

-0.56 
38.5 6.0 Mixed positioning -0.08 -0.02 

Global positioning 0.53 0.59 

Brand name 
Local positioning -0.14 

12.6 
-0.16 

1.5 11.1 
Global positioning  0.14 0.16 

Spokesperson 
Local positioning -0.39 

35.2 
-0.51 

34.6 0.6 
Global positioning  0.39 0.51 

Brand logo 
Local positioning -0.08 

7.7 
-0.24 

16.4 - 8.7 
Global positioning  0.08 0.24 

Note. Pearson’s R Local segment = .997 (p < .001), Pearson’s R Global segment >.999 (p < .001) 

Table 2.7: Conjoint analysis results – Local vs. global segment (High-involvement product) 

Attributes Level 
Local segment Global segment 

Difference in 
importance 
(%) 

Part-
worth 
utility 

Relative 
importance 
(%) 

Part-
worth 
utility 

Relative 
importance 
(%) 

 

Advertising 
copy 

Local positioning -0.59 
44.0 

-0.50 
34.3 9.7 Mixed positioning 0.11 0.01 

Global positioning 0.48 0.50 

Brand name 
Local positioning -0.51 

41.9 
-0.43 

29.7 12.2 
Global positioning  0.51 0.43 

Spokesperson 
Local positioning -0.17 

14.0 
-0.46 

31.3 - 17.3 
Global positioning  0.17 0.46 

Brand logo 
Local positioning 0.00 

0.1 
-0.07 

4.7 - 4.6 
Global positioning  0.00 0.07 

Note. Pearson’s R Local segment = .995 (p < .001), Pearson’s R Global segment = .983 (p < .001) 
 
In answer to RQ2, we see that both the global and the local segment find advertising copy the 
most important cue. However, this cue is even more important for local consumers than for 
global consumers. The differences between the two segments are more pronounced for the high-
involvement product category than for the low-involvement one. Especially for a high-
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involvement product, the local segment finds advertising copy more important, while the global 
segment finds the spokesperson and brand logo relatively more important.  

6. DISCUSSION AND CONCLUSION  

The present study represents the first investigation into the antecedents of perceived brand 
globalness that we are aware of. Since previous literature points out that perceived brand 
globalness can be associated with enhanced brand esteem, credibility, prestige, quality and 
purchase likelihood (Dimofte et al., 2008; Holt et al., 2004; Özsomer & Altaras, 2008; 
Steenkamp et al., 2003),  it is interesting for both academics and managers to understand how this 
perception can be achieved through advertising and branding, and which elements contribute 
most to this perception. The results show that, by far, advertising copy most strongly contributes 
to perceived brand globalness, across product categories and consumer culture segments, with a 
relative importance of about 40% in most cases. The brand logo is often the least important cue, 
especially for a high-involvement product, where it only determines 2.4% of perceived brand 
globalness.  
In line with the ELM (Cacioppo & Petty, 1984), peripheral cues (i.e. spokesperson and brand 
logo), are relatively more important for low involvement than for high-involvement products, 
while the brand name, which could be considered as a more central cue, more strongly 
determines perceived brand globalness for high-involvement products. In addition, our results 
also indicate that the perception of brand globalness is driven more by peripheral cues (i.e. the 
visual cues) for global-minded consumers and more by central cues (i.e. the verbal cues) for 
local-minded consumers. This is especially true for the high-involvement product, while the 
differences are less pronounced for the low-involvement product. This is interesting since some 
previous research has indicated that cultural characteristics are more important under low 
involvement, because cultural differences diminish as people engage in more effortful ad 
processing (Briley & Aaker, 2006; Liang et al., 2011). The results of the present research suggest 
otherwise. It could be that, under low involvement, consumers simply do not care enough about 
the different advertising elements to effectively judge the difference between all these cues and 
levels.  
Peripheral cues can affect attitudes because they trigger relatively primitive affective states that 
become associated with the attitude object (Petty & Cacioppo, 1986a). In the present study, this is 
mainly the case for global consumers. Possibly, global consumers are more led by visual cues 
that symbolize global status and prestige and membership of a particular global group (especially 
the endorser). Local advertising elements have often been related to self-congruity and self-
relevant thinking, which could be a more cognitive and central process. That could explain why 
local consumers are more prone to consider advertising copy. Ethnocentric consumers (a 
characteristic of local consumer culture), for example, have been found to be less influenced by 
the halo effect of global brands (Steenkamp et al., 2003), so it makes sense that they are less 
influenced by peripheral cues that support this halo effect, and search for other variables that 
serve as more persuasive arguments. However, as indicated earlier, previous research offers little 
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direction or theoretical foundation as to why these two segments would differ in their formation 
of perceived brand globalness and this is definitely an interesting area for further research. Our 
results are consistent with the results of Kumar, Lee and Kim (2009), who found that the 
affective component (e.g. emotional value) more strongly determines the purchase intention of 
global brands than the cognitive components (e.g. perceived quality). Our result also indicate that 
the common practice in advertising to standardize or globalize visual elements and locally adapt 
the subhead and slogan (Harris & Attour, 2003; Nelson & Paek, 2007) and to emphasize soft-
selling techniques (indirect, image-oriented content) in global positioning and more hard-selling 
techniques (direct, strong message argument appeals) in local positioning (Alden et al., 1999), 
makes sense. Indeed, the global segment is most susceptible to visual cues, so globalizing these 
cues should most positively impact the perceptions of brand globalness, and subsequently, brand 
attitude, for this segment. Contrarily, local consumers tend to favour local cues. As they seem 
most susceptible to verbal cues in deferring perceived brand globalness, it would make most 
sense to localize these cues and to use strong arguments as central cues.  

7. IMPLICATIONS  

This study provides an analysis based on the semiotic theory provided by Alden et al. (1999) on 
local positioning vs. global positioning from a new perspective. The results indicate that 
advertising copy is the most essential part to signal globalness. The relative importance of the 
brand name, the spokesperson and the brand logo depends on the product category and on 
consumer culture. It appears that central cues (i.e. advertising copy and brand name) are more 
important under high involvement and for global-minded consumers, while peripheral cues (i.e. 
spokesperson and brand logo) are more essential under low involvement and for local-minded 
individuals. These results could be used by future (experimental) researchers as guidelines for 
manipulating global positioning and local positioning in their studies.  
Our results indicate that, when a brand wants to position itself as global, segmentation based on 
consumer characteristics is necessary, as well as a different approach depending on the product 
category. Brand managers wanting to evoke perceptions of brand globalness or localness should 
emphasize global availability and reach or local relevance through the advertising copy, as this is 
the strongest determinant of perceived brand globalness. This result holds regardless of the 
product category and the consumer culture segment. Globalizing or localizing the brand logo will 
have little impact. Furthermore, brand managers targeting global-minded consumers, especially 
with a high-involvement product, are advised to also globally position the spokesperson. When 
targeting local-minded consumers, brand managers should consider localizing the brand name, as 
this relatively strongly influences perceived brand globalness among local-minded consumers, 
and prior research has indicated that these consumers tend to prefer a local brand.  
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8. LIMITATIONS AND FURTHER RESEARCH  

The present study has a number of limitations that provide opportunities for further research. 
First, the Netherlands is a developed country with a high level of foreign trade, a large immigrant 
population and a high openness to other cultures (Nijssen & Douglas, 2011). Possibly, the 
differences between local and global positioning would be different or more outspoken in, for 
example, more ethnocentric or more traditional societies (Steenkamp & de Jong, 2010) and 
developing countries (Alden et al., 1999). Even though we identified a “local” and “global” 
segment within the Netherlands, it is likely that the “local” consumer culture is still relatively 
global-minded. Therefore, future research should try and replicate these findings in different 
countries with different cultural backgrounds and degrees of economic development.  
Second, chocolate is a rather hedonic product, while computers are more utilitarian (Khan, Dhar 
& Wertenbroch, 2005), which can create a confound. We attributed the fact that for computers, 
consumers seem to especially weigh the brand name, to the fact that this verbal cue is more 
central. However, it could also be due to the fact that consumers would pay more attention to 
“rational” verbal cues for utilitarian products. While chocolate has typically been found to be a 
“low involvement” product (Dens & De Pelsmacker, 2010), it scored moderately on involvement 
in the sample of the present study. Future research should disentangle the effects of involvement 
and buying motivation, and consider a greater spread in involvement. As mentioned, our finding 
that the differences between local and global consumers are more outspoken for high 
involvement than for low-involvement products, seems to contradict prior research. Future 
research should try and explain how and why this contradiction could occur.  
Our findings with respect to perceived brand globalness formation across the two consumer 
culture positioning segments studied, suggest different mechanisms for the two segments. While 
these results may provide tentative guidelines for academics and practitioners, the analyses do not 
explain why these differences occur. This is definitely a question that merits further research. 
Further, we used four cues to manipulate the perception of brand globalness, namely the 
spokesperson, the advertising copy, the brand name and the brand logo. These cues were selected 
based on the consumer culture positioning theory of Alden (1999). Additionally, in a conjoint 
analysis only a number of attributes can be chosen and they have to be independent from each 
other. However, other cues could influence the perception of brand globalness. Other cues that 
could be manipulated are: the story theme (appeals for freedom, individual rights, democracy), 
variety of aesthetic (colour, complexity, and nationalistic symbols), the pronunciation of the 
brand name, the message style, the type of emotion, the references to global or local events (for 
example: Fifa world cup), ethnicity of the persons in the ads, etc.  
Lastly, we used printed ads in the present study. The results could differ when audio (visual) 
advertising (i.e. radio and TV) or interactive media (e.g. the web) are used. Research indicates 
that advertisements are processed differently in different media (Lien, 2001), which could impact 
the results. The use of music, for example, or spoken language, could also impact the relative 
importance of the cues under study (by decreasing, for example, the importance of advertising 
copy, and making the visual cues more important).  
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Chapter 3. Have no fear: How individuals differing in uncertainty 
avoidance, anxiety and chance belief process health risk 
messages 

1. ABSTRACT 

In a sample of Belgian and Irish participants, we examine the impact of individual differences in 
uncertainty avoidance, anxiety, and chance belief on the processing of health risk messages. We 
test a model based on the extended parallel processing model (EPPM) using multigroup 
comparisons in structural equation modelling (SEM). Groups differing in chance belief process 
health risk messages in a similar way. Perceived efficacy determines message outcomes more 
strongly for low-anxiety and low-uncertainty-avoidance groups. Perceived threat has a stronger 
impact on fear for high-anxiety individuals, while it has a stronger impact on message acceptance 
for low-anxiety individuals. 

2. INTRODUCTION 

Health campaigns often use fear appeals to persuade the audience to take on a desired action. 
Fear appeals are “persuasive messages designed to scare people by describing the terrible things 
that will happen to them if they do not do what the message recommends” (Witte 1992, p. 329). 
After nearly six decades of academic research, however, the evidence on how fear appeals work 
is still mixed (Morales, Wu & Fitzsimons, 2012; Peters, Ruiter & Kok, 2013). To contribute to 
this debate, the main purpose of this article is to examine how differences in responses to a 
health-related fear appeal can be explained by audience characteristics. 
One of the predominant theories in the fear appeal literature is the extended parallel processing 
model (EPPM), which identifies three central constructs in the processing of fear appeals: 
perceived threat, perceived efficacy, and evoked fear (Witte, 1992). Health risk messages, like 
other fear appeals, will generally consist of two parts: a threat message, plus a recommendation: 
what to do to avoid (the consequences of) the threat. The idea is that threat will evoke fear, which 
will motivate recipients of the message to follow the recommendation (Witte, 1992). One of the 
relationships that is still unclear, though, is whether perceived threat relates to message responses 
directly or indirectly through evoked fear (Popova, 2012). Moreover, the relative importance of 
threat and fear versus perceived efficacy for message outcomes is also unclear. To increase the 
effectiveness of health risk messages, organizations would benefit from knowing how both the 
threat (directly or through fear) and the recommendation influence recipients’ processing of the 
message and behavioural intentions so that they could better design their messages. The model in 
the present study tests the effect of perceived efficacy and direct and indirect effects (through 
evoked fear) of perceived threat on message outcomes. 
Recently, there has been a growing awareness that, to make health communication as effective as 
possible, researchers and practitioners should consider the cultural and personal values of the 
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target audience (Gallopel-Morvan et al., 2011; Hastall & Knobloch-Westerwick, 2013). To date, 
however, only a limited number of studies have addressed the role of cultural and individual 
difference variables in explaining the effects of fear appeals (Ruiter, Verplanken, De Cremer & 
Kok, 2004). Previous research has focused on the target of the threat (individual or group) and 
whether responses were influenced by collectivism (Jansen, Van Baal & Bouwmans, 2006; Lee 
& Park, 2012; Murray-Johnson, Witte, Liu & Hubbell, 2001). The present study investigates the 
influence of uncertainty avoidance, anxiety in general life, and chance belief locus of control. 
Uncertainty avoidance is the extent to which members of a culture feel threatened by uncertain or 
unknown situations (Hofstede, 2001). As fear has been described as a state of maximum 
uncertainty (Morales et al., 2012), uncertainty avoidance is a prime candidate for investigation in 
relation to fear appeal processing (Reardon, Miller, Foubert, Vida & Rybina, 2006; Vincent & 
Dubinsky, 2005). Uncertainty avoidance can further be divided in two parts: a general feeling of 
anxiety and the need for rules and regulations (Hofstede, 2001). The two other moderators are 
consistent with these two sub-dimensions of uncertainty avoidance, namely anxiety in general 
life and chance belief local of control. Anxiety in general life measures the fear and stress that 
people feel in everyday life (Maheswaran & Meyers-Levy, 1990). Chance belief is a dimension 
of health locus of control and indicates to what degree individuals attributes their health to 
external environmental circumstances (Wallston, Wallston & DeVellis, 1978). Additionally, 
previous research has indicated that these individual constructs also vary cross-country (Arrindell 
et al, 2004; Wrightson & Wardle, 1997). By testing the relative importance of perceived threat, 
perceived efficacy, and fear among groups differing in these characteristics, we obtain a more 
nuanced view of how individuals process fear appeals and what determines their effectiveness. 
Based on the EPPM, we distinguish between two message outcomes. The first is message 
acceptance, which represents the intention to adopt the recommended behaviour (Popova, 2012). 
At the same time, fear appeals can also elicit reactance, meaning individuals may tend to 
minimize the message and perceive its intent as manipulative (Witte, 1994). Most prior research 
focuses solely on acceptance (De Pelsmacker, Cauberghe & Dens, 2011; Ruiter, Kok, 
Verplanken & Brug, 2001b). Empirical evidence, however, suggests defensive and health-
conducive reactions can sometimes co-occur (Croyle, Sun & Louie, 1993; van ‘t Riet & Ruiter, 
2013). Therefore, we examine message acceptance and message reactance as separate outcomes 
to achieve a more comprehensive view of how individuals process fear appeals. 
A better understanding of how individuals with different characteristics process fear appeals can 
help health professionals, public policy officials, and advertisers increase the effectiveness of 
health risk messages for diverse target groups. In addition, this study contributes to the academic 
understanding of how fear appeals work by examining the relationship between perceived threat 
and fear, studying both message acceptance and reactance, and testing three relevant moderators 
of fear appeal processing. 
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3. THEORETICAL FRAMEWORK AND HYPOTHESES 

3.1 Conceptual framework 

The conceptual model we test in this chapter is presented in Figure 3.1. The model is based on 
the EPPM, which identifies three central constructs in the processing of fear appeals: perceived 
threat, perceived efficacy, and evoked fear (Witte 1992). Perceived threat relates to the 
perception or cognition that a threat exists. It consists of two components: perceived severity, or 
an individual's beliefs about the seriousness of the threat (e.g., “AIDS leads to death”), and 
perceived susceptibility, an individual's beliefs about his or her chances of experiencing the threat 
(e.g., “I'm at risk for AIDS because I share needles while using intravenous drugs”) (Witte, 
1992). Perceived efficacy refers to cognitions about efficacy and also consists of two dimensions. 
Perceived response efficacy is an individual's beliefs as to whether a response effectively 
prevents the threat (e.g., “I believe condoms prevent HIV contraction”), while perceived self-
efficacy refers to an individual's belief in his or her ability to perform the recommended response 
(e.g., “I can easily use condoms to prevent HIV contraction”) (Witte, 1992). Fear is a negatively 
valenced emotional reaction (e.g., “I am scared”) and is elicited by a threat that is perceived to be 
significant and personally relevant (Witte, 1992). In other words, the EPPM considers perceived 
threat (but not efficacy) as an antecedent to fear (Witte, 1994). Ruiter, Abraham and Kok (2001a) 
indicated that one reason for inconsistency in the results of the EPPM could be a lack of clarity 
concerning the relationship between threat and fear. Because threat manipulations prompt fear, it 
is difficult to ascertain whether threat perception or the emotion of fear is responsible for the 
observed effects on message processing. That is why, in the present study, both processes are 
modelled: we anticipate that perceived threat has a direct effect on message outcomes, as well as 
an indirect effect through evoked fear. Perceived efficacy, on the other hand, is directly related to 
message outcomes.  

Figure 3.1: Conceptual framework 
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We distinguish between two message outcomes. The first is message acceptance, which 
represents the intention to adopt the recommended behaviour (Witte, 1994). For example, 
Cauberghe, De Pelsmacker, Janssens and Dens (2009) showed that, in response to an anti-
speeding fear appeal, viewers’ perceived threat, perceived efficacy, and evoked fear 
independently influenced their attitude toward speeding and intention not to speed. In fact, most 
prior empirical fear appeal research has focused solely on message acceptance (e.g., De 
Pelsmacker et al., 2011; Ruiter et al., 2001b). 
At the same time, people often develop counterarguments to fear appeals in an attempt to resist 
the message. The degree to which individuals minimize the message and perceive its intent as 
manipulative is labelled as message reactance (Witte, 1994). For example, Earl and Albarracín 
(2007) found that fear-inducing arguments about HIV actually decreased knowledge and condom 
use. 
The EPPM indicates that, conceptually, message acceptance and message reactance are two 
inversely related outcomes (i.e., a higher degree of reactance in response to a message would 
simultaneously imply a lower degree of acceptance, and vice versa) (Witte & Allen, 2000). 
Papers that focus solely on acceptance also implicitly assume this. However, other empirical 
studies have found that message acceptance and reactance are two separate mechanisms that can 
take place concurrently (Croyle et al., 1993; van ‘t Riet & Ruiter, 2013). For instance, Croyle et 
al. (1993) found that abnormal cholesterol test results lead to message minimization for 
borderline-high subjects (reactance), but this group was at the same time more likely to seek 
information and plan modification to their lifestyle (acceptance). Therefore, we examine message 
acceptance and message reactance as separate outcomes. 
First, in line with most other fear appeal studies, we hypothesize that an increase in perceived 
efficacy increases the likelihood of adaptive behaviour and decreases the likelihood of reacting to 
the message recommendation (Cauberghe et al., 2009; Witte & Allen, 2000). 
H1a: There is a positive relationship between perceived efficacy and message acceptance. 
H1b: There is a negative relationship between perceived efficacy and message reactance. 
Second, prior studies show that a higher level of perceived threat leads to higher levels of fear 
(Witte, 1994). 
H2: There is a positive relationship between perceived threat and evoked fear. 
In previous literature, there is contradicting evidence on the effects of perceived threat and 
evoked fear on either message acceptance or reactance (Albarracín, Gillette, Earl, Glasman, 
Durantini & Ho, 2005; Witte, 1994; Witte & Allen, 2000). Witte and Allen (2000) found that fear 
and threat have a positive effect on message acceptance. However, other studies indicate a 
negative effect of fear and threat on message acceptance (Albarracín et al., 2005; Earl & 
Albarracín, 2007; Peters et al., 2013). Therefore, we do not formulate an explicit hypothesis on 
the main effects of perceived threat and evoked fear. Importantly, we expect that the nature and 
the relative importance of the effects of fear, threat, and efficacy on message outcomes depend on 
cultural and personal characteristics. 
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As mentioned, a number of authors have already argued that health communication is more 
effective when it is adapted to the target audience (e.g., Hastall & Knobloch-Westerwick, 2013). 
In the present study, we focus on uncertainty avoidance and two related individual differences: 
anxiety in general life and chance belief. Uncertainty avoidance reflects both a chronic level of 
fear and control belief in a person or society (Hofstede, 2001). Hofstede (2001) argues that high 
uncertainty-avoidant individuals are expected to feel more anxiety throughout their lives than low 
uncertainty-avoidant individuals. High uncertainty-avoidant individuals also feel more powerless 
toward external forces (Hofstede, 2001), including in the domain of health. As such, uncertainty 
avoidance and chance belief are positively related. Anxiety and chance belief are also associated 
(Burker, Phillips & Giza, 2012). In the following sections, we develop hypotheses on how these 
variables influence the processing of fear appeals. 

3.1.1 Uncertainty avoidance 
First, we expect that mechanisms leading to acceptance of or reactance to a fear appeal message 
will be different in low and high uncertainty avoidance (UA) situations. Previous research has 
already extended the EPPM with UA-related concepts. For instance, based on Hammer's 
anxiety/uncertainty management theory, Witte (1993) found that, in cross-cultural encounters, 
individuals engage in either uncertainty control processes, which lead to adaptive outcomes, or 
anxiety control processes, which lead to maladaptive outcomes. 
Low-UA individuals believe that they can influence their own lives, while high-UA individuals 
feel relatively powerless toward external forces (Hofstede, 2001). As high-UA individuals 
generally tend to hold lower perceptions of self-efficacy (Sánchez-Franco, Martínez-López & 
Martín-Velicia, 2009), the efficacy measures mentioned in a fear appeal are less likely to have an 
effect on them. By contrast, low-UA individuals will focus more on what they can do to avert the 
threat, which makes perceived efficacy more important for this group. We also expect high-UA 
individuals to focus less on the threat part of a fear appeal than low-UA individuals, in an attempt 
to reduce or avoid the uncertainty induced by the threat. Gallopel-Morvan et al. (2011) speculated 
that French people could be more resistant toward the threat of new graphic tobacco warnings in 
comparison to Canada and the United States, because France scores higher on uncertainty 
avoidance, according to Hofstede's scores (2001). They did not, however, actually measure 
uncertainty avoidance on an individual level in their study. Vincent and Dubinsky (2005) 
examined the influence of uncertainty avoidance on fear using the Protection Motivation Model. 
They compared responses to a fear appeal for skin cancer between France and the United States, 
but found no significant differences between the two countries in evoked fear. 
High-UA individuals tend to experience more anxiety and will likely experience more fear in 
response to a fear appeal than low-UA individuals (Hofstede, 2001). As fear represents 
uncertainty, high-UA individuals are also more motivated to avoid such a state. Consequently, 
the level of fear they experience in response to a fear appeal will more strongly determine their 
response to the message. We thus expect that fear will have a relatively stronger impact on 
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message outcomes for high-UA individuals, whereas perceived efficacy and threat should have a 
relatively stronger impact for low-UA individuals.  
H3: The effect of perceived efficacy on (a) message acceptance and (b) message reactance is 
stronger for low-uncertainty avoidance individuals than for high-uncertainty avoidance 
individuals. 
H4: The effect of perceived threat on (a) message acceptance and (b) message reactance is 
stronger for low-uncertainty avoidance individuals than for high-uncertainty avoidance 
individuals. 
H5: The effect of evoked fear on (a) message acceptance and (b) message reactance is stronger 
for high-uncertainty avoidance individuals than for low-uncertainty avoidance individuals. 

3.1.2 Anxiety in general life 
The way in which people process fear appeals has also been proposed to be affected by their 
general level of anxiety (Witte & Allen, 2000). A lack of empirical clarity remains in the fear 
appeal literature on the type of fear appeal that is most effective for audiences that are already 
“scared” (Muthusamy, Levine & Weber, 2009). Witte and Morrison (2000) found that anxiety 
influences how one perceives both threat and efficacy, but that this does not influence message 
outcomes. Based on a meta-analysis, Witte and Allen (2000) concluded that anxiety does not 
influence individuals’ message acceptance in response to fear appeals. A more recent study 
indicated that low-anxiety individuals more easily accept a strong fear appeal message than high-
anxiety persons, as the latter will be led by fear (Muthusamy et al., 2009). 
People who are more anxious by nature tend to see themselves as being less able to perform 
recommended responses that will effectively avert a threat (Witte & Morrison, 2000). Thus, high-
anxiety individuals will be more driven by fear and will focus less on cognitive perceptions of 
efficacy and threat. On the contrary, low-anxiety individuals will focus on the perceptions of 
efficacy and threat rather than on the evoked fear. Thus, following a similar logic we used in the 
development of the hypotheses about uncertainty avoidance, we expect the following:  
H6: The effect of perceived efficacy on (a) message acceptance and (b) message reactance is 
stronger for low-anxiety individuals than for high-anxiety individuals. 
H7: The effect of perceived threat on (a) message acceptance and (b) message reactance is 
stronger for low-anxiety individuals than for high-anxiety individuals. 
H8: The effect of evoked fear on (a) message acceptance and (b) message reactance is stronger 
for high-anxiety individuals than for low-anxiety individuals. 

3.1.3 Health locus of control 
Health locus of control indicates individuals’ beliefs on what influences health and whether they 
attribute their health to their own actions (i.e., internal locus of control) or to external factors, 
namely environmental circumstances (i.e., chance belief locus of control) or powerful external 
agents such as doctors or family members (i.e., powerful other locus of control) (Wallston et al., 
1978).  
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There is a lot of research on health locus of control and health behaviour (e.g., Grotz, Hapke, 
Lampert & Baumeister, 2011), although not in relation to the processing of fear appeal messages. 
For instance, Grotz et al. (2011) indicated that, compared to low-chance-belief individuals, high-
chance-belief individuals conduct less systematic health information seeking. Similarly to what 
we expect for UA and anxiety in general life, we expect that high-chance-belief individuals will 
be driven more by evoked fear than by perceived efficacy and threat, whereas low-chance-belief 
individuals will focus more on perceived efficacy and threat than on evoked fear.  
H9: The effect of perceived efficacy on (a) message acceptance and (b) message reactance is 
stronger for low-chance-belief individuals than for high-chance-belief individuals. 
H10: The effect of perceived threat on (a) message acceptance and (b) message reactance is 
stronger for low-chance-belief individuals than for high-chance-belief individuals. 
H11: The effect of evoked fear on (a) message acceptance and (b) message reactance is stronger 
for high-chance-belief individuals than for low-chance-belief individuals. 

4. METHOD 

4.1 Country selection 

Because one of the aims of the present study is to test the effects of UA on the processing of fear 
appeals, we collected data in Ireland and Flanders, the Dutch-speaking region of Belgium to 
ensure sufficient variation in UA. According to Hofstede, Belgium (both Flanders and Wallonia) 
scores 94/100 on the Uncertainty Avoidance Index, whereas Ireland scores 35/100 (Hofstede, 
2001). In the GLOBE study, UA is measured on a seven-point scale, with Ireland scoring a 
moderate 4.02 out of 7 (House et al., 2004), while data for Belgium were not collected. In 
general, we expect Belgium to score higher on UA than Ireland.  

4.2 Pre-test and stimulus development 

The study is based on a 2 (threat: low, high) × 2 (efficacy: low, high) between-subjects 
experiment. We conducted a pre-test (n = 30, 43% men, Mage = 30.00 years) in the Dutch-
speaking part of Belgium to test the manipulations. A non-existing health issue was chosen, 
namely the threat of the PSZ mosquito. Previous research has found that responses to negative 
uncertainty are stronger in case of unfamiliar issues and that strong fear appeals may lose their 
strength for familiar issues (De Pelsmacker et al., 2011). 
The pre-test was conducted to ensure adequate manipulations of threat and efficacy. The 
perceived threat and perceived efficacy measures are the same as in the main experiment and can 
be found in the following section. To manipulate threat, we tested four informative messages and 
10 visuals (which were combined to form the final advertisement). The two copies (MLow = 3.52, 
MHigh = 4.67, t (29) = 4.09, p < .001) and visuals (MLow = 3.58, MHigh = 5.97, t (29) = 6.76, p < 
.001) that differed most in perceived threat were selected. The threat in the message copy was 
manipulated by varying both the severity of the threat (“infection can lead to physical disorder 
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and inflammations” versus “persistent infections, with the chance of amputation”) and 
susceptibility (“only a few victims have been diagnosed” versus “a whopping 10,000 people”). 
The “low threat” visual showed a mouth with a few minor inflammations, whereas the “high 
threat” visual showed the back of a man which contained major inflammations. 
We tested five different recommendations with a substantial spread in efficacy. The two 
recommendations differing most in terms of perceived efficacy were selected (M Low = 2.88, M 
High = 4.39, t (29) = 6.44, p < .001). Perceived efficacy has two dimensions. Perceived response 
efficacy is an individual's beliefs as to whether a response effectively prevents the threat (Witte 
1992). Response efficacy thus refers to the likelihood of being able to avoid the threat by 
following the recommendation. Perceived self-efficacy refers to an individual's belief in his or 
her ability to perform the recommended response (Witte, 1992). The latter thus refers to self-
control abilities to prevent the threat. Our manipulation was constructed to include both 
dimensions. The “low efficacy” recommendation reads: “By getting at least 10 hours of sleep a 
night, you are less likely to be contaminated.” The “high efficacy” recommendation reads: “Drink 
at least half a litre of water per day to fully protect your body.” The “low efficacy” condition 
reflects lower self-efficacy than the “high efficacy” condition: You have lower control over 
sleeping 10 hours a night than over drinking half a litre of water a day. The conditions also reflect 
a different response efficacy: drinking half a litre of water provides full protection, while sleeping 
10 hours a day only increases the likelihood of protection. The illness caused by the PSZ 
mosquito in the health campaign does not exist. Consequently, in principle, drinking water is not 
more related to the illness than having a good night's sleep. Both are rather general 
recommendations that can be good for a number of health reasons. Both recommendations were 
found to be equally credible (M Low= 3.07, M High = 2.97, t (29) = 0.04, p = .703). This indicates 
that a possible confound of difference in credibility can be ruled out. 
To increase realism, the message also included a picture of a doctor and the logo of the World 
Health Organization, which were constant across conditions. The stimuli were in Dutch in 
Belgium and in English in Ireland (see Appendix 3). The advertising copy was translated and 
back-translated to ensure meaning equivalence. 

4.3 Data collection 

For the main study, a professional market research agency collected data in the Dutch-speaking 
part of Belgium (n = 207) and in Ireland (n = 208). The English version of the questionnaire was 
translated and back-translated into Dutch by two native speakers for measurement equivalence. 
The samples in the two countries were not significantly different in terms of gender (Belgium: 
52% male, Ireland: 45% male, chi-square (1) = 2.02, p = .155) and age (M Belgium = 43.79 years, 
M Ireland = 43.75 years, t (413) = .04, p = .970). 
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4.4 Measures 

The measures and their reliabilities are listed in Table 3.1 (see Appendix 4 for the questionnaire). 
First, the respondents were asked to report their age and gender. Second, chance belief and 
anxiety in general life were measured. Next, the participants were randomly exposed to one of the 
four advertisements. After participants had viewed the advertisement, their responses were 
surveyed and the results used to measure the different components of the model. Similar to 
Hastall and Knobloch-Westerwick (2013), perceived threat was measured by three items that 
indicate the severity of the threat. Perceived efficacy was measured by means of a combination of 
response and self-efficacy items. Message acceptance was measured as the intention to adopt the 
recommend behaviour. Message reactance was measured by the degree to which persons 
derogated or minimized the message and the degree to which they perceived manipulation from 
the message. Evoked fear was measured by means of six items. Finally, participants indicated 
their UA based on the GLOBE study scale.  
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Table 3.1: Measures 

Construct Item examples  Number 
of items 

Cronbach’s 
" 

Scale origin 

Perceived 
threat 

I believe that the consequences of 
an infection by the PSZ-mosquito 
are severe  

3 items  .92 (Witte, 1994) 

Perceived 
efficacy 

If I (recommendation), I am less 
likely to get infected by the PSZ-
mosquito  

6 items .92 (Witte, 1994) 

Message 
acceptance 

The chance that you will (follow 
recommendation) is likely 

4 items .92 (Witte, 1994) 

Message 
reactance 

The message was exaggerated  7 items .96 (Witte, 1994) 

Fear  Frightened 6 items .92 (Witte & Allen, 
2000) 

GLOBE’s 
uncertainty 
avoidance 

I believe that orderliness and 
consistency should be stressed, 
even at the expense of 
experimentation and innovation 

2 items .71 (House et al., 
2004) 

Chance belief 
locus of 
control 

Luck plays a big part in 
determining how soon I will 
recover from an illness 

2 items .72 (Wallston et al., 
1978) 

Anxiety in 
general life 

Fearful 4 items .86 (Maheswaran & 
Meyers-Levy, 
1990) 

 
The Cronbach's alpha of chance belief and GLOBE's UA scales are below 0.70, which indicates a 
weak internal consistency of both scales. By deleting one item in the chance belief scale, 
Cronbach's alpha increases to 0.72, which is acceptable (Santos, 1999). Regarding the GLOBE 
UA scale, after the deletion of three items, we obtain a Cronbach's alpha of .71. After these 
modifications, the Cronbach's alphas of all constructs exceed .70 (Table 3.1). In subsequent 
analyses, we use summated scales for all constructs (mean scores across the items of each 
construct). 

4.5 Manipulation checks and correlations 

First, we checked the manipulations of threat and efficacy levels. In Ireland, both the threat (M 
Low = 4.24, M High = 4.96, t (206) = 4.03, p < .001) and the efficacy manipulation (M Low = 3.19, 
M High = 4.52, t (407) = 9.83, p < .001) are successful. For the Belgian sample, the manipulations 
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are also successful: perceived threat (M Low = 4.29, M High = 4.91, t (205) = 3.99, p < .001) and 
perceived efficacy (M Low = 3.19, M High= 4.38, t (408) = 10.04, p < .001). 
In comparison with Ireland, Belgium scores significantly higher on UA (M Belgium = 4.26, M Ireland 
= 3.99, t (413) = 2.36, p = .019), anxiety in general life (M Belgium = 4.02, M Ireland = 3.74, t (413) = 
2.81, p < .001), and chance belief (M Belgium = 4.11, M Ireland = 3.61, t (409) = 3.91, p < .001). 
Similar to Murray-Johnson et al. (2001), we test the hypotheses using individual scores on the 
measured characteristics, pooling the data from both countries. 
We calculated the correlations between the moderating variables, based on the pooled Irish–
Belgian sample. UA is positively correlated with anxiety in general life (r = 0.23, p < .010) as 
well as chance belief (r = 0.21, p < .010). The correlation between anxiety in general life and 
chance belief is also positive and significant (r = 0.15, p < .010). The moderators investigated in 
the present study are thus related, as expected, but also sufficiently different to warrant an 
examination of each of them separately. The correlation between message acceptance and 
message reactance is −0.19 (p < .010), indicating that the two outcomes are substantially 
different. 

5. EVALUATION OF THE MEASUREMENT MODEL 

We collected the data based on the 2 × 2 design explained previously. This design was used to 
generate substantial variation in perceived threat, efficacy and fear scores and in acceptance and 
reactance scores, which is a common approach of fear researchers (Witte & Allen, 2000). In the 
subsequent analyses, we use participants’ reported levels of perceived threat, efficacy, and fear. 
The data are analysed using structural equation modelling in which the scores on these constructs 
were used across experimental conditions. 
The model presented in Figure 3.1 is used as a baseline model. As mentioned, two similar models 
are tested, with message acceptance and message reactance as outcome variables. 
The general acceptance model has a good fit (CFI = .97, TLI = .96, RMSEA = .06). The 
composite reliability (CR) range from 0.90 to 0.93, which is above the threshold of 0.70  (Hair et 
al., 2006). The averaged variance extracted (AVE) range from 0.61 to 0.79 and the maximum 
shared variance (MSV) and average shared variance (ASV) are smaller than the AVE for all 
constructs, confirming convergent and discriminant validity (Hair et al., 2006). For the reactance 
model, the goodness-of-fit indices indicate satisfactory fit (CFI = .95, TLI = .95, RMSEA = .07). 
The CRs are between 0.84 and 0.92. All latent variables exceed the recommend value of .50 for 
AVE, except the reactance variable (AVE = 0.45). The final itemization of a measure is a trade-
off between consistency, reliability, AVE, and content validity, because excluding items may 
undermine content validity (Ping Jr., 2004). Because the EPPM scales are well established and 
the CRs are above .80, we have chosen not to delete any items in the reactance measure. 
Discriminant validity is confirmed, as all MSVs and ASVs are smaller than AVE. 
After confirming reliability, convergent validity, and discriminant validity, measurement 
invariance of the models is tested (Byrne, 2004). We describe the results for the UA acceptance 
model here. First, a well-fitting baseline measurement model is developed for each UA group. 
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Second, the invariance of the measurement model is tested across groups. The two-group, 
unconstrained model reveals a good fit to the data (CFI = .96, TLI = .96, RMSEA = .05). Next, 
constraints on the factor loadings are imposed across the two samples. For this model, there is 
complete factor loading invariance (chi-square difference (15) = 20.93, p = .139). The 
measurement invariance test procedure is the same for all multigroup analyses, with similar 
results. Modification indices information is used to improve the original models. All models have 
an acceptable goodness of fit (all CFI ≥ 0.93, all TLI ≥ 0.92, and all RMSEA ≤ 0.06) (details can 
be obtained from the authors). 
In the next step, we test the multigroup model, based on the measurement structure adapted in the 
previous stage. The acceptance models are fully invariant between both groups in the three multi-
group comparisons. The reactance models are partially invariant, with the majority of the factor 
loadings invariant across groups. This demonstrates an acceptable similarity of the constructs 
across groups, which allows meaningful cross-group comparisons of structural paths. Thus, these 
measurement models are used in the following section to test structural invariance and thus test 
the hypotheses using the Amos Graphics maximum likelihood method. 

6. HYPOTHESES TESTING 

6.1 High versus low uncertainty avoidance 

Based on the individual scores on UA, we categorize people into low versus high UA individuals. 
We form these two groups based on a median split of the pooled Belgian–Irish samples. The 
mean is 4.13 and the median is 4.00. The cases with the median value are assigned to the lowest 
group. A total of 239 individuals are categorized as low UA (M = 3.39) and 176 as high UA (M = 
5.13). This difference is significant (t (413) = −24.93, p < .001). The two groups do not differ 
significantly in gender and age (age: M Low UA = 43.11, M High UA = 44.66, t (413) = −1.24, p = 
.215; gender: men Low UA: 51%, men High UA: 46%, chi-square (1) = 0.86, p = .372). 
Acceptance. The unconstrained structural model shows a good fit (CFI = .96, TLI = .96, RMSEA 
= .05). More perceived efficacy leads to higher acceptance of the message in both samples, 
confirming H1a (Table 3.2). Higher perceived threat leads to more fear, confirming H2. More 
evoked fear and a stronger perceived threat leads to less message acceptance. H3a is confirmed 
because the relationship between perceived efficacy and message acceptance is significantly 
stronger for low-UA individuals. Contrary to expectations, there are no significant differences 
between the two groups for the effects of fear and perceived threat on message acceptance, 
leading to the rejection of H4a and H5a.  
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Table 3.2: Structural paths: Message acceptance 

 Perceived 
threat 
à Fear 

Fear 
à 
Acceptance 

Perceived 
threat  
à Acceptance 

Perceived 
efficacy à 
Acceptance 

Low uncertainty 
avoidance 

Std. effect (p) .268 (<.001) -.137 (.005) -.141 (.006) .783 (<.001) 

High uncertainty 
avoidance 

Std. effect (p) .138 (.089) -.048 (.470) -.101 (.176) .604 (<.001) 

Low vs. high 
uncertainty avoidance 

Critical ratio -.87 1.22 .33 -2.20 

Low anxiety Std. effect (p) .123 (.101) -.031 (.536) -.198 (<.001) .808 (<.001) 

High anxiety Std. effect (p) .338 (<.001) -.157 (.012) -.036 (.579) .612 (<.001) 

Low vs. high anxiety Critical ratio 1.90 -1.56 2.04 -2.08 

Low chance belief Std. effect (p) .185 (0.22) -.100 (.094) -.131 (.037) .714 (<.001) 
High chance belief Std. effect (p) .285 (<.001) -.057 (.291) -.130 (.031) .718 (<.001) 
Low vs. high chance 
belief 

Critical ratio .89 .55 .06 .36 

Note. Italicized text = critical ratio for the difference in effect between the low and high group. p-
values are reported between brackets. 
 
Reactance. The unconstrained structural model shows a good fit (CFI = .95, TLI = .95, RMSEA 
= .05). Perceived efficacy leads to less reactance to the message, although the effect is only 
significant in the low-UA group, partly confirming H1b (Table 3.3). The structural path from 
perceived threat to fear shows that more threat leads to more fear, confirming H2. Perceived 
efficacy more strongly influences message reactance for the low-UA sample, confirming H3b. 
The critical ratios show no significant difference between the two groups for the effect of fear 
and perceived threat on message reactance, leading us to reject H4b and H5b.  
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Table 3.3: Structural paths: Message reactance 

  Perceived 
threat  
à Fear 

Fear  
à Reactance 

Perceived 
threat  
à Reactance 

Perceived 
efficacy à 
Reactance 

Low uncertainty 
avoidance  

Std. effect (p) .271 (<.001) .231 (<.001) -.146 (.044) -.348 (<.001) 

High uncertainty 
avoidance 

Std. effect (p) .139 (.088) .545 (<.001) -.259 (.002) -.085 (.249) 

Low vs. high 
uncertainty 
avoidance 

Critical ratio -.89 .90 -.31 2.69 

Low anxiety Std. effect (p) .125 (.096) .219 (.002) -.158 (.040) -.300 (< .001) 

High anxiety Std. effect (p) .339 (< .001) .398 (<.001) -.328 (< .001) -.130 (.074) 

Low vs. high anxiety Critical ratio 1.93 1.54 -1.25 2.11 

Low chance belief Std. effect (p) .188 (.020) .218 (.003) -.291 (< .001) -.328 (< .001) 
High chance belief Std. effect (p) .284 (< .001) .351 (< .001) -.154 (.043) -.170 (.020) 
Low vs. high chance 
belief 

Critical ratio .86 1.16 1.42 .31 

Note. Italicized text = critical ratio for the difference in effect between the low and high group. p-
values are reported between brackets. 

6.2 High versus low anxiety in general life 

The individuals of the pooled Irish–Belgian sample are median split based on their scores on 
anxiety in general life (M = 3.88, median = 4.00). The individuals who scored the median value 
are assigned to the high group. The low-anxiety group consists of 204 individuals (M = 3.10) and 
the high-anxiety group of 211 individuals (M = 4.63) (t (413) = 23.91, p < .001). The two groups 
differ in age (M Low anxiety = 45.46, M High anxiety = 42.14, t (413) = 2.70, p = .007), and gender (men 
Low anxiety = 54%, men High anxiety = 46%, chi-square (1) = 4.42, p = .035). 
Acceptance. The unconstrained structural model shows a good fit (CFI = .96, TLI = .95, RMSEA 
= .05). In both groups, more perceived efficacy leads to more message acceptance, in support of 
H1a (Table 3.2). Higher perceived threat leads to more fear (supporting H2), especially for high-
anxiety individuals. Compared to high-anxiety individuals, perceived efficacy leads to higher 
acceptance of the message for low-anxiety individuals, confirming H6a. Further, more perceived 
threat leads to less acceptance of the message for low-anxiety individuals, while this path is not 
significant for high-anxiety individuals, in support of H7a. Fear leads to less acceptance of the 
message for high-anxiety individuals, while this path is not significant for low-anxiety 
individuals, although the difference is not significant, leading us to reject H8a. 
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Reactance. The goodness-of-fit statistics of the unconstrained structural model indicate a good fit 
to the data (CFI = .94, TLI = .93, RMSEA = .05). More perceived efficacy leads to less reactance 
to the message in both groups, confirming H1b (Table 3.3). The path from perceived threat to 
fear is significantly positive (confirming H2) and significantly more important for high-anxiety 
individuals. For both groups, fear leads to more reactance to the message, while perceived threat 
leads to less reactance to the message. The effect of perceived efficacy on message reactance is 
stronger in the low-anxiety group than in the high-anxiety one, which is in line with H6b. H7b 
and H8b are rejected because there are no significant differences between the groups of these 
relationships. 

6.3 High versus low chance belief locus of control 

The pooled sample is median split on the basis of chance belief scores (M = 3.86, median = 4.00) 
with the median scores assigned to the high group. The low-chance-belief group consists of 172 
individuals (M = 2.63) and the high-chance-belief group of 243 individuals (M = 4.72) (t (413) = 
−25.74, p < .001). The two groups are different neither in age (M Low chance belief = 43.71, M High 

chance belief = 43.81, t (413) = −0.03, p = .942) nor in gender (men Low chance belief = 51%, men High 

chance belief = 47%, chi-square (1) = 0.39, p = .426). 
Acceptance. The unconstrained multigroup structural model shows a good fit to the data (CFI = 
.97, TLI = .96, RMSEA = .05). In Table 3.2, we see that higher perceived efficacy leads to more 
acceptance of the message in both groups, confirming H1a. More threat increases fear for both 
groups, confirming H2. The critical ratios show no significant difference between the two groups, 
leading us to reject H9a, H10a, and H11a. 
Reactance. The goodness-of-fit statistics of the unconstrained structural model reveal a good fit 
to the data (CFI = .94, TLI = .94, RMSEA = .05). The higher perceived efficacy, the less the 
message is rejected, supporting hypothesis 1b (Table 3.3). Higher perceived threat leads to more 
fear in both groups, confirming H2. The higher the evoked fear, the stronger the reactance to the 
message is in both groups. The critical ratios indicate no significant difference between the two 
groups, leading to the rejection of H9b, H10b, and H11b. 

7. DISCUSSION AND CONCLUSION  

The present study investigates the effect of culture-related individual characteristics—uncertainty 
avoidance, anxiety in general life, and chance belief—on the processing of fear appeals in health 
messages. In general, more perceived threat leads to more fear. This effect is significant in almost 
all groups, with the exception of low-anxiety individuals and high-UA individuals. The effect of 
perceived threat on evoked fear for the low-anxiety individuals is significantly different from the 
high-anxiety group. It appears that the emotion of fear is more difficult to evoke for low-anxiety 
individuals. 
Although the effect of fear on message acceptance is not significantly different between groups, 
the effect is significant only in the low-UA and high-anxiety groups. It would seem that fear 
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drives a response to the message, such that more evoked fear leads to less message acceptance. 
The effect of evoked fear on message reactance is positive and significant for all groups. More 
fear leads to more message reactance. These results contradict the findings of Witte and Allen 
(2000), who found that fear had a positive effect on message acceptance. The results do support 
the findings of Albarracín et al. (2005) and Earl and Albarracín (2007), namely that more fear 
evoked by messages leads to more message reactance. 
The effect of perceived threat on message acceptance is significant and negative for low-UA, 
low-anxiety, and low- and high-chance-belief individuals. Thus, for these individuals, a higher 
perceived threat leads to a lower intention to adapt their behaviour. This effect is significantly 
different from the one in high-anxiety groups. Cognition appears to be more important for low-
anxiety individuals than for high-anxiety groups. The effect of perceived threat on reactance is 
negative and significant for all groups. This indicates that a higher perceived threat leads to a 
lower perception of message manipulation and a lower message minimization. 
Our results also show that the indirect effect of perceived threat on message acceptance and 
reactance via fear is less important than the direct effect of perceived threat on these outcome 
variables. This result contradicts the findings of Ruiter et al. (2001b) who indicated that fear has 
stronger effects on message processing than perceptions of threat. 
Finally, more perceived efficacy leads to more message acceptance and less message reactance. 
This is the case for all groups except for high-UA individuals and high-anxiety groups in the 
reactance model. Research (e.g., Hofstede, 2001) indicated that high-UA individuals do not 
believe they have an influence on their own life, which could make perceived efficacy irrelevant 
for them. Perceived efficacy also more strongly determines message reactance of low-anxiety 
than of high-anxiety individuals. These results indicate that cognition is more important for low-
anxiety and low-UA individuals. Ruiter et al. (2001a) indicated that, compared to evoked fear and 
perceived threat, perceived efficacy is a more important factor and has a greater impact on 
behaviour and intention. This is supported by our results, but more so for low-UA individuals and 
low-anxiety individuals than for high-UA individuals and high-anxiety individuals. 
One of the objectives of the present study was to explore moderators that could be important to 
take into account to adapt fear appeals to different target audiences. In that respect, chance belief 
seems less relevant. No differences are found between individuals low and high on chance belief. 
Burnett (1981) found that health locus of control did not interact with fear appeal level to 
influence behaviours, which is confirmed by our results. 
Uncertainty avoidance has a strong impact on perceived efficacy, in that it strongly affects 
message outcomes for low-UA individuals. This can be attributed to the fact that a high-UA 
individual tends to hold lower perceptions of self-efficacy (Sánchez-Franco et al., 2009). Because 
high-UA individuals feel they have little control over their lives (Hofstede, 2001), efficacy 
matters less than for low-UA individuals. This contradicts the findings of Vincent and Dubinsky 
(2005), who found no influence of uncertainty avoidance on fear. This could be explained by the 
fact that Vincent and Dubinsky (2005) used a cross-country comparison and did not measure 
uncertainty avoidance on an individual level. An important note is that the relatively low 
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Cronbach's alpha indicates that the UA construct needs further refinement, as mentioned by 
Venaik and Brewer (2013). 
Anxiety in general life is also relevant in explaining differences in fear appeal processing. Fear 
appeal message processing is different between individuals differing in anxiety in general life. 
Low-anxiety individuals focus more on cognitions. It is also more difficult to evoke fear with 
these individuals. High-anxiety individuals focus less on cognitions and are more led by fear. 
Witte and Allen (2000) concluded from their meta-analysis that individual differences do not 
appear to influence processing of health risk messages. Our results on the moderating effects of 
anxiety and uncertainty avoidance contradict this. 

8. IMPLICATIONS 

Our results indicate that practitioners should be very careful using fear appeals. When developing 
a health awareness campaign, perceived efficacy must be emphasized as much as possible, while 
fear must be minimized. Strong evoked fear and perceived threat have a negative effect on the 
intention to adapt behaviour, whereas increased perceived efficacy has a positive effect on 
message acceptance. Message reactance increases when evoked fear increases, and perceived 
efficacy and perceived threat decrease. Because adoption of behaviour is the main goal of health 
risk messages, generally speaking, overly threatening and scary messages should be avoided and 
perceived efficacy should be stressed. In view of the relatively low effectiveness of strongly 
threatening health risk messages, health promoters should refrain from using strong fear appeals 
and should consider using other messages to change behaviours. Albarracín et al. (2005)  found 
that the most effective interventions were those that contained attitudinal arguments, educational 
information, behavioural skills arguments, and behavioural skills training. These persuasive 
techniques should focus more strongly on cognitions for low-anxiety and low-UA audiences. 
Our results were obtained using individual measures of uncertainty avoidance, anxiety, and 
chance belief. Practitioners could use our results not only to improve communication to 
audiences differing in these characteristics but also to adapt messages on a national level or 
culture group level basis, provided sufficient indications exist that a country or a cultural group 
scores generally very high or low on one of these characteristics. Indeed, even though anxiety and 
chance belief are not traditionally considered cultural characteristics, studies have found 
variations among countries in level of anxiety (Arrindell et al., 2004) and chance belief 
(Wrightson & Wardle, 1997). Targeting countries is perhaps more managerially relevant than 
targeting individuals. 

9. LIMITATIONS AND FURTHER RESEARCH 

There are several limitations to this study. First, only one set of stimuli was tested, related to a 
fictitious disease. While we checked that our manipulations were successful and controlled for 
the perceived credibility of the recommendations in the health messages, other potential 
confounds can never be fully excluded if drinking water and sleeping differ on other dimensions 
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than response and self-efficacy. Future research should try and replicate these results with 
different messages for other health-related issues. Further research could also explore other 
message dimensions in combination with culture-related individual characteristics. For example, 
the effect of perceived expertise of the spokesperson on message outcomes could be examined. 
We used a doctor in the stimuli to increase realism and expertise. This could be more important 
for high power distant individuals. In addition, the mechanisms of message acceptance and 
message reactance, and especially their interaction, remain ambiguous and further research—to 
unravel the processes leading to message acceptance and message reactance—is encouraged. 
The present research was conducted in two European countries. Looking at additional and 
different countries could corroborate our results. For instance, less-developed countries could be 
studied to investigate to what extent individuals from these countries need a different message 
approach. Less-developed countries, by definition, are likely to differ from developed countries 
on demographic variables such as average income, education level, and access to health care. 
Future studies that include such countries should be careful to control for all these factors. 
Additionally, other factors could also influence the processing of health risk messages, such as 
the age of the respondents and their health history. These confounding factors could be added as 
covariates in future studies.  
The GLOBE-based uncertainty avoidance measure used in this research proved to be 
problematic. Originally, the scale consists of five items. To reach a sufficiently high Cronbach's 
alpha, three items had to be deleted. The two remaining items that have been used to measure 
uncertainty avoidance in the present study (“I believe that orderliness and consistency should be 
stressed, even at the expense of experimentation and innovation”; “I believe that societal 
requirements and instructions should be spelled out in detail so citizens know what they are 
expected to do”) still capture the construct of uncertainty avoidance. We noticed that the three 
items we deleted were asked in a different format than ranging from Strongly disagree to 
Strongly agree, which may have caused confusion for respondents. The GLOBE scales have not 
yet often been used in cross-cultural research. Although they provide an interesting angle to 
measuring uncertainty avoidance from a “value” perspective, more research is needed to refine 
the scale and to test to what extent the items measure different dimensions of uncertainty 
avoidance than, for instance, the Hofstede (2001) construct. This type of further research would 
offer an academic contribution in that it would allow understanding and measuring uncertainty 
avoidance on an individual level in a more accurate way. 
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Chapter 4. Power distance, uncertainty avoidance and the effects of 
source credibility on health risk message compliance 

1. ABSTRACT 

The present study aims to explore the relationship between perceived message source 
(spokesperson) credibility and message compliance in response to a health risk message. Based 
on an experiment in Ireland (n = 406) and Belgium (n = 410), we test how the relationship 
between source credibility and message compliance is mediated by perceived threat and efficacy 
of the message, and moderated by power distance and uncertainty avoidance. A source that is 
perceived as more credible is found to increase message compliance by increasing perceived 
message threat and efficacy. The indirect effect of source credibility on message compliance 
through perceived efficacy is stronger for individuals with lower power distance and higher 
uncertainty avoidance. 

2. INTRODUCTION 

Health campaigns often take the form of health risk messages or fear appeals to persuade people 
to take on a desired action. Fear appeals are “persuasive messages designed to scare people by 
describing the terrible things that will happen to them if they do not do what the message 
recommends” (Witte, 1992, p. 329). The Protection Motivation Theory (Rogers, 1975) predicts 
that higher levels of perceived threat and perceived efficacy in a (health risk) fear appeal increase 
message compliance.  
The first contribution of this chapter is the examination of source credibility as a potential 
antecedent to the main components of the Protection Motivation Theory, i.e. perceived threat and 
perceived efficacy and, ultimately, message compliance (Schouten, 2008; Umeh, 2012). The 
research of source credibility on message compliance started in the fifties (Hovland & Weiss, 
1951), but it is still a subject of enduring interest to communication researchers (Kareklas, 
Muehling & Weber, 2015; Nan, 2013; Schouten, 2008). Authors have encouraged research into 
the mediators and moderators of this relationship to unravel the mechanisms through which 
source credibility can influence compliance, depending on situational or individual difference 
factors (Nan, 2013; Tormala & Petty, 2004; Umeh, 2012). According to previous literature (e.g., 
De Meulenaer, De Pelsmacker & Dens, 2015), perceived threat and perceived efficacy are the 
most important antecedents of message compliance.  However, the effect of source credibility on 
these antecedents has not been researched to the best of our knowledge.  
The second contribution of this chapter is the inclusion of two moderating cultural values 
variables. Pornpitakpan (2004) and Umeh (2012) suggested that moderating variables may help 
to refine the effects of source credibility, threat and efficacy on message compliance. There is a 
growing awareness in recent literature, that, in order to make health communication as effective 
as possible, researchers and practitioners should take the cultural and personal values of the target 
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audience into account (De Meulenaer et al., 2015; Hastall & Knobloch-Westerwick, 2013; Nan & 
Kim, 2014). Compliance with the recommendations of a health risk message can be enhanced by 
adapting the messages to the audience’s cultural values (Kreuter & McClure, 2004).  
We take two cultural variables, power distance and uncertainty avoidance, into account to refine 
the relationships between source credibility, threat and efficacy, and message compliance. Power 
distance refers to the extent to which an individual accepts the unequal distribution of power 
(Hofstede, 2001). We include this dimension due to the clear link with source credibility (Jung & 
Kellaris, 2006). Uncertainty avoidance is the degree to which individuals feel uncomfortable with 
uncertainty and ambiguity (Hofstede, 2001). Previous research has shown that uncertainty 
avoidance impacts the processing of a health risk message (De Meulenaer et al., 2015).  
While Pornpitakpan (2004) claims that cultural differences play a significant role in the 
importance individuals attach to the credibility of the source, the results of prior studies are 
inconsistent and it is unclear which cultural values are most important to take into account. Yoon, 
Kim and Kim (1998) and Schouten (2008) found no differences in the effect of source credibility 
on compliance between individualistic and collectivistic cultures. On the other hand, 
Pornpitakpan and Francis (2000) did found that source credibility has a greater impact on 
persuasion in the Thai culture (high power distance, high uncertainty avoidance, and collectivist) 
than in the Canadian culture (low power distance, low uncertainty avoidance, individualist), 
while Hornikx and Hoeken (2007) found that Dutch participants (low power distance) are more 
susceptible to expert evidence than the French (high power distance). Hornikx and Hoeken 
(2007) attributed this difference to power distance, but the Netherlands is also less uncertainty 
avoidant than France. Thus, it is unclear which cultural dimension is most important since the 
previous studies are based on cross-country comparisons. Therefore, the question remains to what 
extent the influence of source credibility is culture-specific, and more research is needed to shed 
more light on why and when this might be the case (Schouten, 2008). In the present study, we 
take two cultural variables into account, namely power distance and uncertainty avoidance. We 
include them in separate models to assess the impact of each cultural variable separately.   
The conceptual framework of the present study is shown in Figure 4.1. 
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Figure 4.1: Conceptual framework 

 

3. THEORETICAL BACKGROUND AND HYPOTHESES 

Message source credibility is defined as judgments made by a message receiver concerning the 
believability of a communicator (Berlo, Lemert & Mertz, 1969; Yoo & Gretzel, 2011). Source 
credibility consists of two dimensions: source expertise, the degree of knowledge or expertise a 
source has on the message topic, and source trustworthiness, the degree to which an audience 
perceives the assertions made by a source to be valid (Nan, 2013; Pornpitakpan, 2004).  
Previous research has indicated that, overall, a higher source credibility leads to a greater 
message compliance; which represents the intention to adopt the recommended behaviour (e.g., 
Popova, 2012; Schouten, 2008; Umeh, 2012).  This effect has been ascribed to the operation of a 
persuasion heuristic—“experts’ statements are valid”—that is available in most people’s 
cognitive repertoire and may guide their judgment whenever information about a communicator’s 
credibility is salient (Bohner, Ruder & Erb, 2002). According to the heuristic–systematic model 
(Chaiken, 1980), drawing inferences based on available and applicable heuristics is a highly 
efficient process that requires only minimal cognitive effort. People use mental shortcuts of 
assuming that people who display symbols of authority such as titles, tailors and tone should be 
listened to (Yoo & Gretzel, 2011). Hence, credible authorities can bring about compliance with 
their recommendations and directives (Cialdini & Rhoads, 2001). The smallest symbol of 
authority, such as “Dr.”, a well-tailored business suit or a uniform can symbol expertise and be 
effective as compliance-gaining devices (Dillard & Pfau, 2002). This leads to the first hypothesis: 
H1: Perceived source credibility has a positive influence on message compliance. 
 
Health risk messages are typically organized in such a way that, first, threat information is 
presented that describes the severity of the threat and a reader’s susceptibility to it, followed by 
information outlining the efficacy of a recommended action (i.e., the effectiveness, feasibility and 
ease with which a recommended response averts the threat) (Ruiter et al., 2004). The Protection 
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Motivation Theory (PMT) explains when and why health risk messages work (Witte & Allen, 
2000), and has received extensive empirical support (De Hoog, Stroebe & de Wit, 2007; 
Neuwirth, Dunwoody & Griffin, 2000). According to the PMT, the two message components 
(threat and efficacy) lead to two cognitive mediating processes: threat appraisal and efficacy 
appraisal which, in turn, affect message outcomes positively (Rogers, 1975).   

3.1 The mediating effect of perceived threat 

Threat appraisal involves an individual’s assessment of the severity of the threat and his or her 
susceptibility to the threat (chances of experiencing the threat) (Rogers, 1975; Witte, 1992). Thus, 
perceived threat relates to the perception or cognition that a threat exists.  
Previous research has looked into the interaction between source credibility and fear arousal on 
message compliance. For example, Hewgill and Miller (1965) found that appeals with a highly 
credible source and a high level of fear lead to higher message compliance, in comparison with 
appeal that are less fearful. When source credibility was low, the results on message compliance 
remained the same, independent of the level of fear. However, the manipulation to arouse 
different levels of fear failed in the low source credibility condition, thus making the results 
inconclusive. On the other hand, Umeh (2012) did not find an interaction between fear arousal 
(weak vs. strong) and source credibility (a neighbour vs. a doctor). Umeh and Stanley (2005) also 
did not find a relationship between fear arousal and credibility on compliance with messages 
about HIV. We take on a new perspective on the role of source credibility by focusing on 
perceived threat, instead of evoked fear, since previous research has shown stronger effects of 
threat on compliance than fear (De Meulenaer et al., 2015). 
Koomen, Visser and Stapel (2000) found that participants who read an article on street robberies 
in a credible newspaper reported a higher level of perceived threat of robbery than when they 
read the article in a less credible newspaper. In their study, source credibility derives from the 
medium, but we argue that the same will hold for a spokesperson. A higher perceived source 
credibility will lead to a higher perceived threat. If individuals believe that a source has high 
levels of expertise and/or trustworthiness, this will lead them to take the source and, as a result, 
the advocated threat, more seriously. Subsequently, the Protection Motivation Theory suggests 
that a higher perceived threat should increase message compliance (Rogers, 1975). While some 
research has documented the contrary (Albarracín et al., 2005; De Meulenaer et al., 2015; Earl & 
Albarracín, 2007; Peters et al., 2013), the meta-analyses of Witte and Allen (2000) and Floyd, 
Prentice-Dunn and Rogers (2000) indeed corroborate the positive relationship between perceived 
threat and message compliance. This leads to the following hypothesis:  
H2: Perceived threat mediates the effect of perceived source credibility on message compliance, 
such that a higher perceived source credibility leads to a higher perceived threat and, in turn, a 
higher perceived threat leads to greater message compliance. 
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3.2 The mediating effect of perceived efficacy  

The second process in the PMT is efficacy appraisal, which includes evaluating the effectiveness 
of a coping mechanism to alleviate the threat (response efficacy), and one's own ability to 
undertake the coping response (self-efficacy) (Arthur & Quester, 2004). We expect that the 
relationship between perceived source credibility and message compliance will also be mediated 
by the perceived efficacy of the recommendation. 
If the source of a recommended solution to a threat is more credible, individuals will be more 
likely believe that this solution is effective and feasible. Subsequently, according to the PMT and 
several experimental studies, perceived efficacy increases message compliance (Cauberghe et al., 
2009; De Meulenaer et al., 2015; Witte & Allen, 2000). Hence, we expect the following:  
H3: Perceived efficacy mediates the effect of perceived source credibility on message 
compliance, such that a higher perceived source credibility leads to a higher perceived efficacy 
and in turn, a higher perceived efficacy leads to greater message compliance.  
We further expect that the direct and indirect relationships in this model will be moderated by 
power distance and uncertainty avoidance, as argued below.  

3.3 The moderating role of power distance  

Power distance refers to the extent to which differences in power are expected and accepted 
(Hofstede, 2001). It reflects beliefs about the appropriate power relationship between authorities 
and their subordinates (Tyler, Lind & Huo, 2000). High power distant individuals are reluctant to 
refuse a request from or disagree with authority figures and give priority to the opinions of people 
in authority (Jung & Kellaris, 2006). Based on a content analysis of TV commercials in 15 
countries, Zandpour, Campos, Catalano and Chang (1994) concluded that high power distant 
cultures more frequently use an authority figure, in comparison with low power distant cultures. 
They argued that people of cultures with high power distance place a greater emphasis on the 
source of communication as opposed to evidence and reasoning because they tend to obey the 
recommendations of authority figures more easily (Zandpour et al., 1994). Pornpitakpan and 
Francis (2000) found that source expertise had a greater impact on persuasion in the Thai culture 
(high power distance, high uncertainty avoidance, and collectivist) than in the Canadian culture 
(low power distance, low uncertainty avoidance, individualist), whereas argument strength has 
more influence in the Canadian than in the Thai culture. Arthur and Quester (2004) found that 
persons high in authoritarianism (a trait that is related to power distance, Tyler et al., 2000), in 
comparison with low authoritarians, indicated greater behavioural intentions when confronted 
with threatening stimuli. Hornikx and Hoeken (2007) found that the willingness of the French 
individuals, who have a high power distance, to accept a claim did not depend on the quality of 
the evidence in support of that claim. On the other hand, the Dutch participants, who are low in 
power distance, were more susceptible to statistical and expert evidence, but only when the 
evidence was strong. This indicates that low power distant individuals need more evidence, in 
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comparison with high power distant individuals. Low power distance individuals are more likely 
to question the legitimacy of authority figures and will therefore be less influenced by them. 
As Rogers (1975) argues, perceived threat and perceived efficacy are two antecedents of message 
compliance. Hence, we expect that power distance will have the same reinforcing effect on 
perceived threat and perceived efficacy. Thus, we also expect a positive moderating effect of 
power distance on the relationship between perceived source credibility and perceived threat on 
the one hand, and for the relationship between perceived source credibility and perceived efficacy 
on the other. High power distant individuals may take a threatening message of a highly credible 
source more seriously, and will feel more threatened by it than low power distant individuals. 
Similarly, compared to low power distant individuals, high power distant individuals may feel 
that a source with authority should be taken seriously with respect to the coping solution this 
source recommends. Since high power distant individuals believe the person with authority, 
perceived efficacy will thus increase.  Thus:  
H4: Power distance moderates the (indirect) effect of perceived source credibility on (a) message 
compliance (b) via perceived threat, (c) via perceived efficacy, such that increased power 
distance strengthens the positive relationship between perceived source credibility and message 
compliance. 

3.4 The moderating role of uncertainty avoidance   

Uncertainty avoidance is the degree to which individuals feel uncomfortable with uncertainty and 
ambiguity (Hofstede, 2001). High uncertainty avoidant individuals are concerned with security in 
life and search for ultimate, absolute truths and values (Hofstede, 2001; Pornpitakpan & Francis, 
2000). Strong uncertainty avoidance translates into the need for explanations, structure, testing, 
and testimonials by experts, which is why advertisements in high uncertainty avoidance cultures 
often use experts such as the professor or physician type (De Mooij, 2010a). Zandpour et al. 
(1994) indeed found that high uncertainty avoidant cultures relied more frequently on a 
trustworthy source to provide them with logical reasoning. Hornikx, Starren and Hoeken (2003) 
found that expert evidence was more frequent in France (high uncertainty avoidance) in 
comparison with to the Netherlands (low uncertainty avoidance). Also Paek (2005) found that 
Korea (i.e., high uncertainty avoidance, high power distance) uses more celebrity endorsement, in 
comparison with the U.S. (i.e., low uncertainty avoidance, low power distance) because the 
celebrities guide the Korean consumers in less risky and more certain ways than regular models. 
Thus, highly uncertainty avoidant individuals rely more on experts and highly credible sources, 
in comparison with low uncertainty avoidant individuals. Pornpitakpan and Francis (2000) found 
that individuals from high uncertainty avoidance societies (i.e., Thais) are more influenced by 
source expertise than individuals from low uncertainty avoidance societies (i.e., Canadians). 
Hence, we expect that uncertainty avoidance will moderate the relationship between perceived 
source credibility and message compliance.  
Additionally, high uncertainty avoidant individuals tend to experience more anxiety and feel 
relatively powerless toward external forces. On the other hand, low uncertainty avoidant 
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individuals feel that they can influence their own life (Hofstede, 2001). Because perceived threat 
and perceived efficacy are antecedents of message compliance, the same moderating effect of 
uncertainty avoidance for the indirect as for the direct effect of message compliance is expected 
to hold. Highly uncertainty avoidant individuals will take threats from a highly credible source 
more seriously, in comparison to lower uncertainty avoidant individuals. High uncertainty 
avoidant individuals will also attach more weight to the proposed solution of a high credible 
source, leading to a positive influence on perceived efficacy. Hence:  
H5: Uncertainty avoidance moderates the (indirect) effect of perceived source credibility on (a) 
message compliance (b) via perceived threat, (c) via perceived efficacy, such that increased 
power distance strengthens the positive relationship between perceived source credibility and 
message compliance. 

4. METHOD  

4.1 Country selection  

To increase the variation in the individual levels of power distance and uncertainty avoidance, we 
collected data in Flanders (the Dutch-speaking part of Belgium) and in Ireland. These two 
countries are substantially different in power distance and uncertainty avoidance. According to 
Hofstede (2001), Flanders scores 97/100 on uncertainty avoidance and 61/100 on power distance, 
whereas Ireland scores 35/100 on uncertainty avoidance and 28/100 on power distance.  

4.2 Pre-test and stimulus development 

We set up an experiment to test our hypotheses. In order to maximize the variance in the different 
indicators in our framework, we did not only explicitly manipulate the spokesperson (for source 
credibility), but also the actual levels of threat and efficacy. This approach is not uncommon in 
fear appeal research (Witte & Allen, 2000). The resulting design is a 2 (spokesperson: doctor, 
patient) x 2 (threat: low, high) x 2 (efficacy: low, high) full-factorial between-subjects 
experiment. 
Similar to Schouten (2008), we used a doctor versus patient source manipulation. Previous 
research indicates that people generally perceive physicians as a highly credible group (Schouten, 
2008). By contrast, patients should be perceived as less credible, because they do not possess 
specific expertise through education or professional achievement.  
As the topic of the health risk message, a non-existing health issue was chosen to avoid 
confounding effects due to respondents’ prior knowledge of the health risk. Previous research has 
found that responses to health risk messages are stronger in case of unfamiliar issues (De 
Pelsmacker et al., 2011). We developed a health risk message warning against the threat of a 
fictitious PSZ-mosquito, which could hypothetically lead to infections.  
In order to ensure adequate manipulations of threat and efficacy, we conducted a pre-test in 
Belgium (n = 30, 30% men, M age = 30.00 years). The measures of perceived threat and perceived 
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efficacy were the same as in the main study. We tested four informative messages and ten visuals 
on their level of perceived threat. The two messages (M Low = 3.52, M High = 4.67, t(29) = 4.09, p 
< .001) and visuals (M Low = 3.58, M High = 5.97, t(29) = 6.76, p < .001) that differed the most in 
perceived threat were selected for use in the final stimuli. We also tested five different 
recommendations, which represented different levels of efficacy. The two recommendations 
differing the most in terms of perceived efficacy were selected (M Low = 2.88, M High = 4.39, t(29) 
= 6.44, p < .001). Both recommendations were found to be equally credible (M Low = 3.07, M High 
= 2.97, t(29) = 0.04, p = .703). This indicates that a possible confound of difference in credibility 
between the recommendations can be ruled out.  
The stimuli (see Appendix 3) were drafted in Dutch in Belgium and in English in Ireland. The 
advertising copy was translated and back-translated by two native speakers to ensure meaning 
equivalence. 

4.3 Data collection and measures 

A professional market research agency collected data in the Dutch-speaking part of Belgium (n = 
410) and in Ireland (n = 406). The samples in the two countries are not significantly different in 
terms of gender (Belgium: 50% male, Ireland: 49% male, chi-square(1) = 0.08, p = .78) and age 
(M Belgium = 43.73 years, M Ireland = 43.29 years, t(814) = 0.50 , p = .62).  
First, respondents were asked to report their age and gender. Next, they were randomly exposed 
to one of the eight health risk messages. Respondents could look at the stimulus for as long as 
they wanted. After that, they completed the measures that represent the different components of 
the conceptual model in Figure 4.1. Table 4.1 shows the used measures. All constructs are 7-
point Likert or semantic differential scales. The Cronbach’s alphas of all constructs exceed 0.70, 
indicating good internal consistency. Scores on the individual items are averaged to compute the 
construct scores (see Appendix 4 for the questionnaire). 
Since we focus on the moderating effect of cultural values on individuals’ responses to messages, 
we follow the lead of prior research and define and operationalize the cultural values at an 
individual level (Dorfman & Howell, 1988; Farh, Hackett & Liang, 2007; Lee & Park, 2012; 
Taylor, 2005; Tyler et al., 2000; Yoo et al., 2011). We also use the perceived measures in the 
analyses, rather than the actual manipulations, since this allows a more refined exploration of the 
relationship between the message features and the message outcomes (O'Keefe, 2003).  
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Table 4.1: Measures 

 Source Number 
of items 

Cronbach’s 
alpha 

Mean  Standard 
deviation  

Perceived threat (Witte, 1994)  6 0.79 3.83 0.97 
Perceived efficacy (Witte, 1994)  6 0.92 3.80 1.43 
Perceived source credibility (Till & Busler, 2000) 6 0.95 4.22 1.13 
Power distance (Yoo et al., 2011) 4 0.88 2.85 1.26 
Uncertainty avoidance (Yoo et al., 2011) 4 0.76 4.69 0.92 
Message compliance (Witte, 1994) 4 0.92 4.07 1.89 

5. TESTING OF THE MEASUREMENT MODEL 

5.1 Confirmatory factor analyses 

In a first analysis, we test reliability, convergent validity and discriminant validity of the scales 
based on confirmatory factor analyses, one with power distance as the moderator, and one with 
uncertainty avoidance as the moderator within each country. The model with power distance as a 
moderator has a good fit in both countries (CFI > .96, TLI > .96, RMSEA < .06), compared to 
standard thresholds (CFI > .90, TLI > .90, RMSEA < .08) (Hair et al., 2006). The composite 
reliabilities (CR) range from .86 to .95 and are thus above the recommended threshold of .70 
(Hair et al., 2006). The average variances extracted (AVE) range from .62 to .87, above the 
recommended threshold of .50, confirming convergent validity (Hair et al., 2006). The maximum 
shared variance (MSV) and average shared variance (ASV) are smaller than the AVE for all 
constructs and the square root of AVE is greater than inter-construct correlations, confirming 
discriminant validity (Hair et al., 2006).  
The models with uncertainty avoidance as a moderator equally show a good model fit (CFI > .96, 
TLI > .95, RMSEA < .06). The CRs range from .77 to .95, confirming reliability (Hair et al., 
2006). However, convergent validity is not achieved because the AVE for uncertainty avoidance 
is .495 in Belgium and .472 in Ireland, which is less than the recommended value of .50. After 
deleting one item (i.e., “It is important to have instructions spelled out in detail so that I know 
what I’m expected to do”), the new Cronbach’s alpha is .78, which indicates good internal 
consistency. Thus, we conduct the further analyses based on a three-item scale of uncertainty 
avoidance. The AVEs now range from .53 to .87, confirming convergent validity. Discriminant 
validity is also confirmed. 

5.2 Measurement invariance 

The cross-country measurement invariance of the two models is tested with AMOS Graphics. 
The fit of the configural invariance models is satisfactory (Power distance: CFI= .96, TLI = .96, 
RMSEA = .04, Uncertainty avoidance: CFI = .96, TLI = .96, RMSEA = .04). All factor loadings 
are highly significant, and the majority of the within-country standardized factor loadings 
exceeded .60 (all factor loadings > .54). It can be concluded that the scales exhibit configural 



Chapter 4: Effect of source credibility 

 

 85 

invariance across Belgium and Ireland. Hence, we can pool the observations for the two countries 
for the hypotheses tests (Steenkamp & Baumgartner, 1998).  

6. RESULTS  

6.1 Hypotheses testing (H1-H3): The mediating role of perceived threat and perceived efficacy 

We first test H1 through H3 in an analysis without moderators using Hayes’(2013) model 4 
Process Macro. The results show a positive direct effect of perceived source credibility on 
message compliance (β = .14, p = .03), confirming H1. Perceived threat mediates the relationship 
between credibility and message compliance, since the 95% confidence interval [-.09, -.004] of 
the indirect effect does not include zero. However, while perceived source credibility exerts a 
significant positive influence on perceived threat (β =.30, p < .001), the effect of perceived threat 
on message compliance is negative (β = -.15, p = .03). Thus, the direction of this mediated 
relationship is opposite to what we expected, rejecting H2.  
Perceived efficacy also mediates the relationship between credibility and message compliance 
(effect = .39, confidence interval = [.31, .47]). Credibility has a positive influence on perceived 
efficacy (β =.49, p < .001), and perceived efficacy has a positive influence on message 
compliance (β =.79, p <.001), confirming H3.  
The indirect effect through efficacy (.39) is larger than the direct effect of credibility (.14) and the 
indirect effect through threat (-.05), indicating that perceived efficacy has a stronger influence on 
message compliance than threat. 
In the next step, we check whether these relationships are moderated by power distance and 
uncertainty avoidance.  

6.2 Hypotheses testing (H4): The moderating role of power distance  

We test hypothesis 4 by means of Hayes’(2013) model 8 Process Macro. First, we test whether 
power distance moderates the direct relationship between perceived source credibility and 
message compliance. The interaction effect is marginally significant (β = .07, p = .06) (Table 
4.2). To further probe the nature of this interaction, we consider the conditional effects. Table 4.3 
shows the effect of source credibility on message compliance at the mean of power distance and 
one standard deviation above and below the mean. For average and high power distant 
individuals, perceived source credibility has a significant positive effect on message compliance, 
whereas it is not significant for individuals with lower levels of power distance. The effect is 
larger when power distance increases, supporting H4a.  
The interaction between power distance and perceived source credibility on perceived threat is 
not significant (β = -.004, p = .89) (Table 4.2). Consistent with this result, Table 4.4 shows that 
the conditional indirect effects through perceived threat are unchanged for different values of 
power distance. We therefore conclude that power distance does not moderate the indirect effect 
of perceived source credibility on message compliance through perceived threat, rejecting H4b.  
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Power distance does exert a significant moderating effect on the relationship between perceived 
source credibility and perceived efficacy (β = -.08, p = .01) (Table 4.2). The conditional indirect 
effect of perceived source credibility on message compliance through perceived efficacy 
decreases when power distance increases (Table 4.4). As this effect is in the opposite direction of 
what we hypothesized, we reject H4c. 

Table 4.2: Regression results - Power distance 

 Mediator variable model 
 

Dependent 
variable model 

Perceived 
threat 

Perceived efficacy Message 
compliance 

Perceived source credibility β =.29** β =.46** β =.14** 
Power distance β =.04 β =.15** β =.0002 
Perceived threat / / β = -.16** 
Perceived efficacy / / β =.80** 
Power distance * Perceived 
source credibility  

β = -.004 β =-.08** β =.07* 

R² .12 .17 .37 
Note. ** means p < .05, * means p < .10 

Table 4.3: Conditional direct effect of perceived source credibility on message compliance at 
different values of power distance 

Power distance Effect t (df) Significance-level 
-1.27 .06 0.79 (811) .43 
0.00 .14 2.30 (811) .02 
1.27 .23 2.74 (811) .006 

Table 4.4: Conditional indirect effect of perceived source credibility on message compliance at 
different values of power distance 

Power 
distance 

Mediator = perceived threat Mediator = perceived efficacy 
Effect Bootstrapped 

SE 
Confidence 
interval 

Effect Bootstrapped 
SE 

Confidence 
interval 

-1.27 -.05 .02 [-.10; -.005] .44 .05 [.33; .54] 
0.00 -.05 .02 [-.10; -.004] .36 .04 [.28; .44] 
1.27 -.04 .02 [-.10; -.005] .29 .05 [.19; .38] 

6.3 Hypotheses testing (H5): The moderating role of uncertainty avoidance  

The results in Table 4.5 and Table 4.6 indicate that the direct effect of perceived source 
credibility and message compliance is not moderated by uncertainty avoidance (β = .002, p = 
.97), rejecting H5a. Uncertainty avoidance also has no moderating role on the relationship 
between perceived source credibility and perceived threat (β = .05, p = .16) (Table 4.5). 
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Consistent with this, Table 4.7 indicates that the effect is the same across the three values of 
uncertainty avoidance. H5b is rejected.  
Uncertainty avoidance does exert a marginally significant moderating effect on the relationship 
between source credibility and message efficacy (β = .08, p = .07) (Table 4.5). The effect of 
perceived source credibility on message compliance through perceived efficacy increases with 
increasing levels of uncertainty avoidance (Table 4.7). Since the effect is only marginally 
significant, we can partially accept H5c.  

Table 4.5: Regression results - Uncertainty avoidance 

 Mediator variable model 
 

Dependent 
variable model 

Perceived 
threat 

Perceived efficacy Message 
compliance 

Perceived source credibility β =.29** β =.49** β =.12** 
Uncertainty avoidance β = -.04 β =-.08 β=.10* 
Perceived threat / / β =-.15** 
Perceived efficacy / / β =.80** 
Uncertainty avoidance * Perceived 
source credibility  

β =.05 β =.08* β =.002 

R² .12 .16 .37 
Note. ** means p < .05, * means p < .10 

Table 4.6: Conditional direct effect of perceived source credibility on message compliance at 
different values of uncertainty avoidance 

Uncertainty 
avoidance 

Effect t (df) Significance-level 

-0.96 .12 1.60 (811) .11 
0.00 .12 1.94 (811) .05 
0.96 .13 1.53 (811) .13 

Table 4.7: Conditional indirect effect of perceived source credibility on message compliance at 
different values of uncertainty avoidance 

Uncertainty 
avoidance 

Mediator = perceived threat Mediator = perceived efficacy 
Effect Bootstrapped 

SE 
Confidence 
interval 

Effect Bootstrapped 
SE 

Confidence 
interval 

-0.96 -.04 .02 [-.08; -.003] .32 .06 [.21; .44] 
0.00 -.04 .02 [-.09; -.002] .39 .04 [.31; .47] 
0.96 -.05 .03 [-.11; -.002] .45 .05 [.36; .56] 
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7. DISCUSSION AND CONCLUSION  

This paper examines the relationship between perceived source credibility and message 
compliance, its mediators (i.e., perceived threat and perceived efficacy) and its moderators (i.e., 
power distance and uncertainty avoidance) as an extension of the Protection Motivation Theory. 
The relationship between perceived source credibility and message compliance is positive, which 
support previous health communication results (Umeh, 2012; Umeh & Stanley, 2005).  
The relationship between message source credibility and message compliance is mediated by 
perceived threat and perceived efficacy. These results provide support for the addition of source 
credibility in the future development of the Protection Motivation Theory.  
As hypothesized, perceived source credibility increases perceived efficacy and perceived efficacy 
increases message compliance, which is in line with the Protection Motivation Theory (Rogers, 
1975) and other previous studies (e.g., De Meulenaer et al., 2015). 
Contrary to our expectations, however, the indirect effect of source credibility through perceived 
threat is negative. Perceived source credibility increases the perceived threat and, in turn, 
perceived threat decreases message compliance. This latter result contradicts the proposition of 
the Protection Motivation Theory, which predicts a positive effect of perceived threat on message 
compliance (Floyd et al., 2000; Witte & Allen, 2000). While this positive relationship has been 
confirmed in meta-analyses of Witte and Allen (2000) and Floyd et al. (2000), a number of more 
recent studies have also found a negative effect of threat on message compliance (Albarracín et 
al., 2005; De Meulenaer et al., 2015; Earl & Albarracín, 2007; Peters et al., 2013). Peters et al. 
(2013) indicate that methodological flaws explain why previous studies have found such strong 
recommendations in favour of threatening information. Studies that at first glance appeared to 
support the effectiveness of threating information may at a closer inspection, reveal designs (not 
manipulating efficacy), populations (high in baseline efficacy), or outcome measures (other than 
behaviour) that preclude conclusions concerning the effectiveness of threatening communications 
methodological flaws. Our study tried to take these recommendations into account by 
manipulating both self- and response efficacy and susceptibility and severity of threat. 
The negative effect of threat on compliance can be further explained by the self-defensive bias. 
High personal relevance, in combination with low efficacy for the recommended action, leads to 
defensive reactions (Peters et al., 2013). This “psychological immune system” helps in 
maintaining a positive self-image and may operate largely outside of awareness  (Goldenberg & 
Arndt, 2008; Ruiter & Kok, 2005). Defensive reactions serve to get rid of the fear, not necessarily 
the threat (Ruiter & Kok, 2005).  
The indirect effect through efficacy is the strongest effect, more than the direct effect of 
credibility and the negative indirect effect through threat. This indicates that credibility in a 
health risk message should be increased as much as possible, since this mainly has a positive 
effect on perceived efficacy. Similar to previous research (De Meulenaer et al., 2015; O'Keefe & 
Jensen, 2007; Ruiter et al., 2001a), we find that increasing perceived efficacy and decreasing 
perceived threat leads to more message compliance.  
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Secondly, our study contributes to the understanding of the influence of cultural values on the 
effect of source credibility on message compliance, both directly and indirectly. The results 
indicate that the relationships are moderated by power distance and to a lesser extent, by 
uncertainty avoidance, since the moderation effect was only marginally significant.   
Concerning power distance, the direct relationship between credibility and compliance is stronger 
when power distance increases. On the other hand, the indirect effect of perceived source 
credibility on message compliance through perceived efficacy decreases when power distance 
increases. These results support the idea that more power distant individuals are more likely to 
take source credibility into account as a relevant cue as such (Hornikx & Hoeken, 2007; 
Pornpitakpan & Francis, 2000; Tyler et al., 2000). Low power distant individuals, on the other 
hand, focus more on message content itself (Hornikx & Hoeken, 2007; Pornpitakpan & Francis, 
2000; Tyler et al., 2000). For them, source credibility can contribute to the perceived efficacy of 
the message as an argument for compliance. Hence, while source credibility exerts a positive 
effect for both low and high power distance individuals, the way in which they process these 
health risk messages is different.  
Regarding uncertainty avoidance, the effect of perceived source credibility on message 
compliance through perceived efficacy is stronger when uncertainty avoidance increases. When 
uncertainty avoidance increases, perceived source credibility has a more positive influence on 
perceived efficacy, which has a positive effect on message compliance. The direct relation 
between source credibility and message compliance is not moderated by uncertainty avoidance. 
Thus, as expected, in comparison with low uncertainty avoidant individuals, high uncertainty 
avoidant individuals rely more on highly credible sources because their advice leads to a stronger 
perception of efficacy (Paek, 2005; Pornpitakpan, 2004; Pornpitakpan & Francis, 2000; Zandpour 
et al., 1994).  
The effect of perceived source credibility on perceived threat is not moderated by the level of 
power distance or uncertainty avoidance. This indicates that the level of threat a credible source 
arouses is the same across cultural values.   

8. IMPLICATIONS  

The use of a more credible source increases people’s compliance with health recommendations. 
Credibility exists of two dimensions: expertise and trustworthiness. Practitioners should be aware 
that both these dimensions should be high. Expertise can be increased by using acknowledged 
experts who use messages that non-experts cannot understand the details of (Dillard & Pfau, 
2002). Trustworthiness can be enhanced by providing both the pros and the cons of an argument 
(Cialdini, 2003). By listing cons before delivering the pros, strong pros have more impact 
because the message recipients will have lowered their cognitive defences to a source who is now 
seen as more trustworthy (Cialdini, 2003; Dillard & Pfau, 2002). Lastly, symbols of authority, 
such as titles (Dr. or Prof.), uniforms or business suits, increase credibility and induce compliance 
(Dillard & Pfau, 2002).  
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At the same time, advertisers should be aware that source credibility also influences consumers’ 
perception of the perceived threat of the advocated health issue. While this may seem like a 
desirable outcome for some serious health threats, our results indicate that an increase in 
perceived threat may be counterproductive, in a sense that the perceived threat actually reduces 
compliance. Therefore, when relying on source credibility to induce compliance, advertisers may 
be best not to additionally increase the conveyed threat in the rest of the message. Highly 
threatening messages also raise issues of ethics since they explicitly use the force of fear to try to 
manipulate human behaviour (Hastings, Stead & Webb, 2004). Code of conduct for practitioners, 
governments and NGO’s could state that fear should not be used in advertising without 
reasonable justification. 
Finally, credibility is important for all target groups differing in cultural values, but the health 
risk message is processed differently. High power distant individuals have a direct compliance 
with the message based on the credibility of the source. For low power distant individuals and 
high uncertainty avoidant individuals, the effect of source credibility on message compliance is 
mediated through efficacy, thus the focus should be more on the relationship between source 
credibility and efficacy. This could be done emphasizing the relevance of the source’s credibility 
for the validity of the recommended behaviour or treatment.  

9. LIMITATIONS AND FURTHER RESEARCH  

It should be noted that our recommendation to focus on efficacy in a health risk message may be 
specific to the context of the study. Floyd et al. (2000) found that the efficacy component in the 
message was more important for smoking cessation and prevention of smoking, while a threat 
component was more important for cancer prevention. The set of stimuli in the present study 
were all related to one fictitious disease and focused on prevention. Different results could be 
found for messages aimed at early diagnosis or disease treatment. Future research should test our 
propositions with different messages for other health-related issues.  
Other cultural values, such as collectivism, could play a role in the processing of health risk 
messages, and the effect of perceived credibility  (Pornpitakpan & Francis, 2000). Laroche, 
Toffoli, Zhang and Pons (2001) found that Canadian subjects (i.e., individualistic) were affected 
by efficacy, while Chinese subjects (i.e., collectivistic) were more affected by the severity of the 
threat than by efficacy. Thus, looking at the moderating effect of different cultural values will 
extent the knowledge about source credibility and health risk message. Next to cultural values, 
other factors could also influence the processing of health risk messages and the importance of 
the credibility of the spokesperson, such as the age of the respondents and their health history. 
These factors could be controlled for in future research.  
We measured intention to comply with the recommendations in the health risk message, similar 
to previous research (e.g., De Meulenaer et al., 2015; Umeh, 2012). However, intention to 
perform a behaviour does not consistently result in subsequent performance (Peters et al., 2013). 
Thus measuring actual behaviour chance, by for example assessing behaviours at a six-week 
follow-up (Witte, 1994), will enhance the results. 
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Finally, we manipulated credibility based on occupation and used perceived credibility in the 
models. Other ways to manipulate credibility can be used, such as message components (e.g., 
evidence of the claim, presence of supporting arguments, message discrepancy). Further, 
different antecedents of source credibility can be examined, such as age and gender, of which the 
effects are still unclear (Pornpitakpan, 2004). For example, do higher attractiveness of the 
message source, different type of expertise, or similarity between the message source and the 
target group lead to higher perceived credibility (Pornpitakpan, 2004)? Also fit with the cause can 
have an influence on credibility. 
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Chapter 5. Consumer responses to male and female gender role 
stereotyping in advertising: A cross-cultural comparison 

1. ABSTRACT 

The present study aims to explore cross-cultural differences in consumer responses to male and 
female gender role stereotyping in advertising. Based on an experiment in Sweden (n = 507) and 
Germany (n = 506), we test the impact of respondents’ individual-level scores of masculinity, 
power distance, assertiveness values and feminine role orientation on perceived stereotyping, ad 
attitudes and brand attitudes. The results show that, in general, perceived stereotyping contributes 
positively to ad and brand attitude, and this effect is enhanced for more masculine, more power 
distant, more assertive and less feminine role oriented individuals. In addition, consumers 
respond more negatively to perceived female stereotyping compared to male stereotyping, and 
this is especially true for more power distant and more assertive individuals. 

2. INTRODUCTION 

Gender role stereotypes refer to beliefs about the psychological traits, behaviours, and 
occupational status that are regarded as differentially appropriate for men or women (An & Kim, 
2007; Shaw et al., 2014). In advertising, gender role stereotyping is highly prevalent (Eisend, 
2010; Verhellen et al., 2014). For this reason, advertising has been criticized, for instance, for 
creating or reinforcing unwanted prejudice (Odekerken-Schröder, De Wulf & Hofstee, 2002) and 
negatively affecting men and women’s self and body esteem (e.g., Dens, De Pelsmacker & 
Janssens, 2009).  
Although the use of gender role stereotypes in advertising has been a prominent topic in 
advertising literature since the 1970s (Moon & Chan, 2006), there is little research that actually 
studies consumer responses to this phenomenon in terms of outcome variables such as attitude 
toward the ad and the advertised brand (Verhellen et al., 2014). Additionally, the few studies that 
have examined consumer responses report inconsistent results (e.g., Paek, Nelson & Vilela, 2011; 
Zawisza & Cinnirella, 2010). A number of researchers argue that cultural values moderate the 
processing of stereotypical ads (e.g., Orth & Holancova, 2004; Zawisza & Cinnirella, 2010). 
Culture is defined as “the collective programming of the mind distinguishing the members of one 
group or category of people from another” (Hofstede, 2001, p. 25).  
Content analyses show that the use of gender role stereotyping in advertising differs greatly 
between countries and attempt to explain these differences by variations in cultural values (e.g., 
Furnham & Faragher, 2000; Moon & Chan, 2006; Paek et al., 2011). At the same time, content 
analyses do not allow for insight on causes of consumer response. To our knowledge, there is 
only one study that explicitly considers consumers’ culture when investigating responses to 
gender role stereotypes in advertising, and this study considers only culturally similar countries 
(Theodoridis, Kyrousi, Zotou & Panigyrakis, 2013). The first contribution of the present study is 
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that it examines the influence of four cultural variables (i.e., Hofstede’s masculinity, Hofstede’s 
power distance, GLOBE’s assertiveness values and feminine role orientation) on consumer 
responses to gender role stereotyping in advertising. These four cultural variables have all been 
related to gender role differences in prior literature. Masculinity, which reflects a preference for 
social gender role distinctions between men and women, is the most frequently cited cultural 
value in content analyses on gender role stereotyping (e.g., An & Kim, 2007; Moon & Chan, 
2005; Van Hellemont & Van den Bulck, 2012). Power distance, among other things, reflects the 
acceptability of power (in)equality between men and women (Glick, 2006; Kim, Han, Kim & 
Paramita, 2013), and can therefore also influence responses to stereotypes as these often involve 
unequal roles. Assertiveness values reflect shared societal beliefs about the degree to which 
people should be assertive and tough-minded in their social relationships (House et al., 2004; 
Terlutter, Diehl & Mueller, 2010). In that sense, assertiveness is conceptually related to 
masculinity and therefore of interest for this study. Finally, feminine role orientation, a term 
coined by Arnott (1972) to indicate the manifestation of women’s autonomy and consciousness 
of their societal roles, has also been shown to play a central role in the acceptability of 
stereotypes (Ford, LaTour & Honeycutt, 1997). 
The second major gap in the literature is the shortage of research that focuses on male gender role 
stereotyping (Zawisza & Cinnirella, 2010). Earlier research has largely limited its focus to female 
role portrayals (e.g., Ford & LaTour, 1996; Moon & Chan, 2006), although the stereotyping of 
men occurs quite frequently and is therefore worthy of investigation (Verhellen et al., 2014). 
Based on a comprehensive oversight of three decades of gender-related advertising research, 
Wolin (2003) concluded that controversy still exists on whether male versus female gender role 
portrayals differentially affect consumer attitudes toward advertised brands. That is why, in order 
to contribute to this debate, the present study includes both male and female gender role 
portrayals. To our knowledge, only a few studies have experimentally investigated responses to 
both male and female gender role stereotyping in ads (Orth & Holancova, 2004; Zawisza & 
Cinnirella, 2010). While two of these studies mention that cultural values should further impact 
responses to these ads, neither of them has tested this supposition. 
In sum, this study contributes to the literature by providing a more complete understanding of 
consumer responses to both male and female gender role stereotyping in advertising, across 
different cultural values. For practitioners, the results support brand managers in designing 
advertisements by highlighting the conditions under which stereotyping may or may not evoke 
positive consumer responses. The results are also relevant for consumer interest groups who may 
wish to see a reduction in the use of gender role stereotyping in advertising. 

3. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

3.1 Consumer responses to gender role stereotyping in advertising 

Social role theory postulates that gender stereotypes stem from the traditional distribution of 
women and men into social roles, especially men’s occupancy of breadwinner and higher status 
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roles and women’s occupancy of homemaker and lower status roles (Eagly, Wood & Diekman, 
2000). Because women are traditionally concentrated in domestic work and communally 
demanding employment, people describe communal characteristics (a primary concern with the 
welfare of others – for example, affectionate, helpful, nurturing and gentle) to women (Eagly & 
Steffen, 1984). In contrast, men are typically ascribed agentic characteristics, which reflect an 
assertive, controlling and confident tendency, because men are traditionally concentrated in 
strength-intensive roles and in-high status roles. Gender roles are often normative in the sense 
that they describe qualities or behavioural tendencies believed to be desirable or appropriate for 
each sex (Eagly et al., 2000). As a result, when something diverges from the normative element 
of the stereotype, it runs the risk of being evaluated negatively (Zawisza & Cinnirella, 2010). The 
knowledge of the content of gender stereotypes is culturally shared, although people will still 
differ in the extent to which they accept these (Zawisza & Cinnirella, 2010). Because the social 
and cognitive schemata for individuals from different cultures diverge, they should display 
differences in their preference for gender stereotypical portrayals in advertising based on 
congruity theory.  
Congruity theory proposes that people value information or depictions that are congruous with 
their existing social and cognitive schemata (Ko et al., 2015; Osgood & Tannenbaum, 1955). 
Gender role stereotypes are part of these schemata. Therefore, the theory predicts that gender role 
stereotyping in advertising should lead to positive ad and brand attitudes (Orth & Holancova, 
2003/2004). For example, Duker and Tucker (1977) found that “traditional housewife” ads 
scored higher on attitude toward the ad than non-traditional portrayals (i.e., working mother, 
modern women, professional). Orth and Holancova (2003/2004) found that consumers tend to 
approve more “congruous” (stereotypical) role depictions in advertising, and this translates into a 
more positive ad and brand attitude. Putrevu (2004) concluded that men and women are likely to 
respond more favourably to messages that are in tune with their respective gender-role 
expectations. 
At the same time, other studies find the opposite result, namely that stereotyping decreases ad 
and brand attitude and models should be portrayed less stereotypical or even counter-
stereotypical (e.g., “superwoman”) (Bellizzi & Milner, 1991; Jaffe & Berger, 1994). This can be 
explained by the fact that counter-stereotypical appeals are more surprising and could therefore 
elicit more positive feelings (Orth & Holancova, 2003/2004). In addition, the use of stereotypes 
has come under increased scrutiny. As gender roles in society are changing, marketers are in 
danger of alienating people by using traditional gender stereotypes (Hupfer, 2002). As we will 
argue in the next section, gender role stereotypes are not likely held by all individuals to the same 
extent (Orth & Holancova, 2003/2004). Cultural values are one of the factors which will 
determine consumer responses to stereotypical gender role portrayals in advertising (Zawisza & 
Cinnirella, 2010).  
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4. THE INFLUENCE OF CULTURAL VALUES ON CONSUMER RESPONSES TO 
GENDER ROLE STEREOTYPING 

A number of studies have suggested that cultural values moderate consumer responses to gender 
role portrayals (Orth & Holancova, 2003/2004; Zawisza & Cinnirella, 2010).  
Cross-cultural marketing research relies on two leading cultural frameworks, as defined by 
Hofstede (2001) on the one hand, and Project GLOBE (House et al., 2004) on the other. Hofstede 
(2001)’s framework originally defines four cultural dimensions, which have been used in 
marketing and advertising studies ever since, which underlines the applicability of these cultural 
dimensions to cross-cultural research in marketing (Soares et al., 2007). While the Hofstede 
framework still receives wide support (Soares et al., 2007; Williamson, 2002), the framework has 
come under some scrutiny (Javidan, House, Dorfman, Hanges & De Luque, 2006; McSweeney, 
2002). In order to answer to some of the criticisms formulated on Hofstede’s framework, House 
et al. (2004) developed a new framework, GLOBE. 
This study will examine the moderating influence of Hofstede’s masculinity, Hofstede’s power 
distance dimension, GLOBE’s assertiveness values, and feminine role orientation. A number of 
authors have argued that it is important to measure cultural values at the individual level in order 
to be tied to individual-level outcomes, to provide a manipulation check on the cultural 
dimensions, and to assess how different the respondents score on the cultural dimensions in 
question (Taylor, 2005; Yoo et al., 2011). Hence, we will use individual cultural values, instead 
of country scores in our study. In the following sections, the four cultural variables are explained 
in more detail and hypotheses about the effect of each of them are developed. 

4.1 Masculinity 

The masculinity dimension describes the preference for social gender role distinctions to be made 
between men and women (Hofstede, 2001). Masculinity stands for a preference for achievement, 
heroism, assertiveness and material success (all associated with agentic characteristics), while 
femininity stands for a preference for relationships, modesty, caring for the weak and the quality 
of life (more communal characteristics) (Milner et al., 1993). While especially male stereotypical 
appeals are congruous with the values of more masculine people, the idea of stereotyping in 
general is congruous with this value, too, because more masculine individuals embrace a sharp 
distinction between the roles of men and women (Hofstede, 2001). 
As mentioned, the Hofstede’s dimension of masculinity has been extensively stressed in previous 
research on gender role stereotyping (Eisend, 2010). In line with congruity theory, Van 
Hellemont and Van den Bulck (2012) hypothesized that feminine cultures would express more 
concerns about traditional sex roles and gender stereotypes in advertising than masculine 
cultures. Their results based a region-comparison between Flanders and Wallonia did not support 
this expectation, but the difference in masculinity between Flanders (MAS = 43) and Wallonia 
(MAS = 60) is rather small. Kim et al. (2013) found that individual values of masculinity did not 
significantly affect consumers’ attitudes toward advertising with a male counter-stereotypical 
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figure. Their sample, however, only consisted of women, thus the variation in masculinity was 
therefore likely very small, and only a very specific stereotype (pin-up boy to sell make-up) was 
tested. Based on congruity theory, in a sample that contains more variation in masculinity, we do 
expect that more masculine individuals will respond more favourably to gender role stereotyping 
in advertising.  
H1: The effect of gender role stereotyping on (a) attitude toward the ad and (b) attitude toward 
the brand is more positive with increasing masculinity values of consumers. 

4.2 Power distance 

Power distance refers to "the extent to which an individual accepts the unequal distribution of 
power in institutions and organizations" (Hofstede, 2001). Power distance has been associated 
with conservatism (House et al., 2004) and a difficulty to accept gender equality (Glick, 2006; 
Kim et al., 2013). As explained by social role theory, gender role stereotyping is based on 
tradition and usually depicts women in an inferior role and men in a superior role (Eisend, 2010; 
Verhellen et al., 2014). Thus, these stereotypical depictions are more congruous with the values 
of highly power distant individuals, and they should therefore exhibit more positive attitude 
toward gender role stereotyping in advertising. The one study to our knowledge that has studied 
the moderating effect of individual values of power distance on consumers’ attitudes toward 
gender role stereotyping did not find any significant effect (Kim et al., 2013). However, that 
study only included one very specific male counter-stereotypical appeal (boy pin-up to sell make-
up), which is not necessarily related to power and, thus, might not trigger a congruency effect. 
We therefore hypothesize a relationship that is in line with social role and congruity theory: 
H2: The effect of gender role stereotyping on (a) attitude toward the ad and (b) attitude toward 
the brand is more positive with increasing power distance values of consumers. 

4.3 Assertiveness  

Assertiveness is the degree to which individuals are assertive, confrontational, and aggressive in 
their relationships with others (House et al., 2004). The GLOBE framework of cultural values 
considers assertiveness as a relevant dimension of national cultures that reflects shared societal 
beliefs about whether people should be assertive and tough-minded, or unassertive and tender in 
their social relationships (House et al., 2004). According to House et al. (2004), Hofstede’s 
masculinity dimension encompasses both assertiveness, gender inequality and success striving, 
but the three constructs are not necessary correlated. The correlation between assertiveness and 
masculinity is quite low, which justifies a separate inclusion (House et al., 2004). Additionally, 
assertiveness values are not well covered in other cultural frameworks, and so require further 
investigation (House et al., 2004; Terlutter et al., 2010). Assertiveness is a typical agentic 
characteristic (House et al., 2004). Therefore, (especially male) gender role stereotyping is more 
congruous with the values of more assertive individuals. Based on congruity theory, we expect 
the following: 
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H3: The effect of gender role stereotyping on (a) attitude toward the ad and (b) attitude toward 
the brand is more positive with increasing assertiveness values of consumers. 

4.4 Feminine role orientation 

Feminine role orientation relates to the manifestation of women’s autonomy and consciousness of 
their societal roles (An, 2013). Research consistently points out that the firmer women’s sense of 
self-declared autonomy, importance, and proactive participation in society, the more critical they 
are of the general nature of female role portrayals in advertising, which negatively reflects on 
advertisers’ corporate image and results in a lower purchase intention (An, 2013; Ford, LaTour, 
Honeycutt & Joseph, 1994; William, Lundstrom, White & Chopoorian, 1999). Although 
feminine role orientation is not strictly a cultural variable according to the Hofstede and GLOBE 
frameworks, studies do show that there are culturally-based differences in feminine role 
orientation (Ford et al., 1994), which is why we include it in this study. Ford et al. (1997), for 
example, found that women in New Zealand (who in general score high on feminine role 
orientation) most strongly perceive the way women are generally portrayed in advertising as 
offensive, followed by women in the U.S. and Japan and ultimately Thailand (who scored the 
lowest of these three on feminine role orientation). In line with social role theory, gender role 
stereotyping often entails a dependence of women on men, implicitly or explicitly (Eisend, 2010; 
Verhellen et al., 2014). The values of individuals with a high feminine role orientation are 
incongruous with this type of portrayal, because they value female autonomy. Therefore, 
congruity theory predicts that individuals with a higher feminine role orientation will respond 
more negatively to stereotypical gender role portrayals in advertising.  
H4: The effect of gender role stereotyping on (a) attitude toward the ad and (b) attitude toward 
the brand is more positive with decreasing feminine role orientation values of consumers. 
 
Figure 5.1 depicts the full conceptual framework that considers the main and control variables.   
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Figure 5.1: Conceptual framework 

 
 

5. DIFFERENTIAL EFFECT FOR MALE AND FEMALE ROLE PORTRAYALS 

Does gender role stereotyping produce the same effect for male and female portrayals in 
advertising? Only a few studies have investigated responses to both male and female gender role 
stereotyping (Orth & Holancova, 2004; Zawisza & Cinnirella, 2010). Zawisza and Cinneralla 
(2010) conducted their study in the United Kingdom, while the data collection of Orth and 
Holancova (2004) took place in the Czech Republic. The results of these studies indicate that 
there are indeed differences in how people respond to the two. The common conclusion seems to 
be that consumers prefer higher degrees of stereotyping (e.g., housewife) for female role 
portrayals, but respond more positively to counter-stereotypical appeals (e.g., househusband, 
nurse, nursery school teacher) for male role portrayals.  
We will investigate to what extent a male or female gender role portrayal influences the 
moderating effects of culture on consumer responses to stereotypical advertising appeals. For 
example, assertiveness values are more congruous with agentic characteristics (i.e., more 
masculine characteristics) and male stereotyping. Will higher assertiveness values lead to a more 
positive attitude for male stereotyping in comparison with female stereotyping? We have 
predicted that feminine role orientation results in more negative attitudes toward stereotypical 
appeals, but will this hold to the same extent for male stereotyping as for female stereotyping? 
These are important questions that existing research has yet to answer. Given the lack of research 
on this matter we formulate a research question: 
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RQ: To what extent do the effects posited in H1 through H4 differ between advertisements with 
male and female role portrayals?   

6. METHOD 

6.1 Design and stimuli 

We set up a 3 (degree of gender stereotyping: counter-stereotypical, neutral, stereotypical) x 2 
(gender role portrayal: male, female) between-subject experiment. We conducted the study in 
Sweden and Germany because these two countries vary substantially in their cultural background, 
especially in terms of masculinity (Sweden: 5/100, Germany: 66/100) (Hofstede, 2001). By 
collecting data in two culturally different countries, we introduce a greater level of variance in the 
individual-level cultural values.  
We selected soda as the advertised product, because prior research indicates that this is 
considered as a gender-neutral product (An & Kim, 2007). In order to avoid potential confounds 
of prior brand attitude, associations and advertising exposure, we selected a brand (Faygo), which 
was only sold in parts of the U.S. and Canada at the time of the experiment.  
Based on social role theory, we manipulated the degree of stereotyping through occupancy 
(Eagly et al., 2000). This choice is further justified by the fact that the occupation status is also 
the component with the highest degree of stereotyping in advertising (Eisend, 2010). In order to 
ensure adequate manipulations of gender role stereotyping, we first conducted a pre-test (n = 43, 
44% men, M age = 39.07 years, SD age = 11.96) in the Dutch-speaking part of Belgium, a region 
that scores averagely and in between Sweden’s and Germany’s scores on Hofstede’s masculinity 
dimension (43/100) (Hofstede, 2001). We asked the respondents to score eight portrayals of 
women and nine portrayals of men on perceived degree of stereotyping, based on Ford and 
LaTour (1993) scale (eight items, Cronbach’s alpha: .84). 
We selected the portrayals that differed the most in perceived stereotyping (all p’s < .001). For 
the female role portrayal, the stereotypical role portrayal of a woman cleaning the kitchen (M = 
6.05, SD = 1.33) scored the highest, followed by a neutral portrayal of a woman in the outdoors 
(M = 4.63, SD = 1.44) and a counter-stereotypical role portrayal of a woman working on a car in 
a garage (M = 3.40, SD = 1.23, all p’s < .001). Similarly, for the male model, the three versions 
were significantly different (all p’s < .001), with the stereotypical role portrayal of a man 
working on a car in a garage scoring the highest on perceived stereotyping (M = 4.82, SD = 
0.82), followed by the neutral portrayal of a man in the outdoors (M = 3.35, SD = 0.92) and 
lastly, the counter-stereotypical role portrayal of a man cleaning the kitchen (M = 2.39, SD = 
0.82). The final stimuli were drafted by adding the brand logo, a slogan (‘With Faygo, everything 
goes better’ in the local language), and two soda bottles in an identical way to each advertisement 
to make them look realistic (see Appendix 5 for the stimuli).  
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6.2 Data collection and measures 

We collected data in Sweden (n = 507) and Germany (n = 506) through online panels of a 
professional market research agency. The sample composition is not significantly different 
between the two counties in terms of gender (Germany: 49% men, Sweden: 50%, χ2(1) = 0.12, p 
= .73) or age (M Germany = 41.58 years, SD Germany = 12.70; M Sweden = 41.54 years, SD Sweden = 
13.65, t(1011) = 0.05, p = .96). 
The questionnaire was provided in Swedish to Swedish participants and in German to German 
participants (see Appendix 6 for the questionnaire). Both questionnaires were translated and 
back-translated by two (near) native speakers (Schaffer & Riordan, 2003). The original scales 
were in English, and were translated to German and Sweden, and back, to ensure translation 
equivalence. Respondents were first asked to report their age and gender. Next, they were 
randomly exposed to one of the six test advertisements, and completed a number of questions on 
the advertisement, the advertised brand, and their cultural values (Table 5.1). Regarding the 
measurement of the cultural dimensions, we have used Yoo’s (2011) scales to measure 
masculinity and power distance. They are designed to measure Hofstede’s cultural values on an 
individual level. For assertiveness values, we used the original GLOBE scale since the authors 
indicated that their scales are applicable at the individual level (House et al., 2004). The feminine 
role orientation scale originates from Arnott (1972). However, the scale is very old, and does not 
reflect the current European society anymore (items such as: girls should be trained to be 
homemakers). This is why we have chosen the scale of An (2013), which is designed to measure 
feminine role orientation in current society. 
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Table 5.1: Measures 

Construct Number 
of items 

Cronbach’s 
alpha  

Sample item Scale origin 

Degree of 
stereotyping  

3 items .87 This ad is a traditional 
image 

(Ford & LaTour, 
1993) 

Attitude toward 
the ad (Aad) 

4 items .94 Bad – Good (Williams & Drolet, 
2005) 

Attitude toward 
the brand (Ab) 

4 items  .96 Negative – Positive  (Chattopadhyay & 
Basu, 1990) 

Masculinity  4 items .72 There are some jobs that a 
man can do better than a 
woman 

(Yoo et al., 2011) 

Power distance  4 items .85 People in higher positions 
should avoid interaction 
with people in lower 
positions 

(Yoo et al., 2011) 

Assertiveness 
values 

3 items .84 In this society, people 
should be encouraged to 
be: Non-assertive – 
assertive  

(House et al., 2004) 

Feminine role 
orientation 

7 items  .84 Women should have more 
equal job and education 
opportunities 

(An, 2013) 

Adjusted: 
Feminine role 
orientation 

6 items  .89 Women should have more 
equal job and education 
opportunities 

(An, 2013) 

Humour in the 
ad  

4 items .70 Humorous (Cline, Altsech & 
Kellaris, 2003) 

Perceptions of 
the model 

3 items .86 Very unattractive – very 
attractive 

(Ohanian, 1990; 
Till, 1998; Till & 
Busler, 2000) 

Brand 
familiarity  

1 item  / Very unfamiliar – very 
familiar 

(Pae, Samiee & Tai, 
2002) 

 

6.3 Confirmatory factor analysis and measurement invariance testing 

To assess reliability, validity, and measurement invariance across countries, we first perform a 
confirmatory factor analysis within each country (see Appendix 7 for the details of the tests). 
Separate analyses are run for the four cultural variables and the two dependent variables. All 
models have a relatively good fit (CFI > .95, TLI > .94, RMSEA < .09). The factor loadings are 
good, except for one item of the feminine role orientation. The item “Gender stereotypes are 
normal because they are rooted in universal biological differences” loaded very low on the latent 
variable in the Swedish sample (β = .25) and negative in the German sample (β = -.02). As a 
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result, we removed this item from the feminine role orientation scale, resulting in a six-item scale 
for further analyses.  
Next, we assess whether the factor loadings and the latent variable correlations are consistent 
with expectations for composite reliability, convergent and discriminant validity (Hair et al., 
2006). In all models, the reliability of the scales is confirmed (CR > .63). To establish convergent 
validity, the AVE should be greater than .50 (Hair et al., 2006). The only scale that is problematic 
is masculinity (Sweden: AVE = .48, Germany: AVE = .31). Because excluding items may 
undermine content validity, the final itemization of a measure is a trade-off among consistency, 
reliability, AVE, and content validity (Ping Jr., 2004). Since the masculinity scale is well 
established and the CR is above .60, we choose to continue with the original scale. For 
discriminant validity, the three conditions are met for all scales, namely MSV < AVE, ASV < 
AVE, and AVE2 > inter-construct correlations (Hair et al., 2006).  
Since the models fit, we proceed with the next step and assess the data for measurement 
invariance using multi-group CFA approach of Steenkamp and Baumgartner (1998). We assess 
the configural and a metric invariance between the two countries using AMOS. As the purpose of 
this study is to examine the cultural constructs on an individual level, we must be sure that the 
constructs are conceptualized the same way across countries. The minimum requirement is 
configural invariance (Steenkamp & Baumgartner, 1998). Metric invariance is desirable, but not 
strictly necessary for this purpose (Steenkamp & Baumgartner, 1998). The model presented in 
Figure 5.1 is used as the baseline model. Separate analyses were run for the four cultural 
variables and the two dependent variables. 
We first fit a multi-group CFA with no constraints. If the fit is acceptable, we have established 
configural measurement invariance. Configural invariance implies that items have similar 
patterns of significant and nonzero loadings on the latent variables across countries. The 
configural invariance models fit the data well (all CFI’s < .97, all TLI’s < .96, all RMSEA > .05). 
For all models, all factor loadings are highly significant, and the majority of the within-country 
standardized factor loadings exceed .60 (except 1 item on masculinity: β Sweden = .43, β Germany = 
.31, and 1 item on power distance: β Germany = .57), leading us to conclude that the scales exhibit 
configural invariance across the two countries. 
We then apply additional equivalency constraints as we assess metric invariance. Metric 
invariance implies that corresponding items have equal loadings across countries on the 
underlying latent variable, which can be tested by constraining factor loadings to be the same 
across countries. For (partial) metric invariance, at least one item (other than the one fixed at 
unity to define the scale of each latent construct) should be metrically invariant (Steenkamp & 
Baumgartner, 1998). At least partial metric invariance is obtained for most constructs, except for 
assertiveness values and attitude toward the brand. However, for the goal of our research partial 
metric invariance is only desirable and not necessary (Steenkamp & Baumgartner, 1998). 
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6.4 Manipulation check and descriptives 

We analysed the data using SPSS 20 for the manipulation check and hypothesis testing. In each 
country, an ANOVA analysis indicated that there were significant differences in the degree of 
perceived stereotyping between the stereotypical, neutral and counter-stereotypical 
advertisements (Germany: M stereotypical = 4.19, SD stereotypical = 1.37, M neutral = 3.52, SD neutral = 
1.34, M counter-stereotypical = 2.87, SD counter-stereotypical = 1.51, F(2, 503) = 37.22, p < .001) (Sweden: M 
stereotypical = 4.15, SD stereotypical = 1.48, M neutral = 3.61, SD neutral = 1.38, M counter-stereotypical = 2.75, 
SD counter-stereotypical = 1.35, F(2, 504) = 42.83, p < .001). The post-hoc tests indicate that all three 
versions differed significantly (all p < .001). Hence, we concluded that our manipulations of 
stereotyping were successful.  Respondents in the two countries under study differed 
substantially in terms of cultural values, as expected. In comparison with the Swedish 
respondents, Germans scored significantly higher on masculinity (M Germany = 4.04, SD Germany = 
1.09, M Sweden = 3.56, SD Sweden = 1.31, t(980) = 6.39, p < .001), power distance (M Germany = 3.32, 
SD Germany = 1.31, M Sweden = 2.65, SD Sweden = 1.39,  t(1008) = 7.95, p < .001) and assertiveness 
values (M Germany = 4.53, SD Germany = 1.09, M Sweden = 3.44, SD Sweden = 1.23, t(999) = 14.87, p 
< .001) and lower on feminine role orientation (M Germany = 5.26, SD Germany = 1.07, M Sweden= 
5.40, SD Sweden = 1.19, t(1000) = -1.96, p = .05).  
All constructs in the conceptual model are measured as perceptions at the individual level. The 
experimental design as explained above was developed to create variation in perceived 
stereotypical portrayal and the cultural values (O'Keefe, 2003). Based on the successful 
manipulation checks, we can conclude that this goal is reached.  
As intended, respondents’ familiarity with the test brand, Faygo, was very low and not 
significantly different between the two countries (M Germany = 1.70, SD Germany = 1.41, M Sweden = 
1.63, SD Sweden = 1.42, t (1011) = 0.70, p = .48).  

7. HYPOTHESIS TESTING 

We pool the data from Sweden and Germany, and by means of linear regression, we estimate the 
effects of the measured perceived degree of stereotyping, male/female gender role portrayal (0 = 
male gender role portrayal, 1 = female), the cultural values (masculinity, power distance, 
assertiveness values and feminine role orientation), measured at the individual level, and their 
interactions on attitude toward the ad (Aad) and brand (Ab). Because of the significant 
correlation between the cultural values (Appendix 7), we entered each of them in four separate 
analyses. Separate regressions were run for the two dependents, Aad and Ab. Three control 
variables are included as covariates in all analyses. First, male gender role stereotyping in 
advertising is frequently associated with humour, while female gender role stereotyping is not, 
and that humour influences consumer responses to gender role stereotyping in ads (Eisend, 
Plagemann & Sollwedel, 2014). Therefore, we control for the perceived degree of humour in the 
ad. Second, previous research indicates that men and women exhibit significantly different 
emotional and attitudinal reactions to ads containing different degrees of gender role stereotyping 
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(Orth & Holancova, 2004; Theodoridis et al., 2013). Third, the use of gender role stereotyping is 
intrinsically linked to the depiction of models in an ad. Thus, we control for the perceived 
attractiveness, trustworthiness and likeability of the model, which can impact ad and brand 
attitudes (Till & Busler, 2000). 
We test hypotheses 1 to 4 by means of analysing the interaction effects between the cultural 
values and stereotyping. The findings of the three-way interaction between stereotyping, cultural 
values, and female vs. male portrayal provide an answer to our research question. Table 5.2 
provides the results of the eight different regression analyses. The regressions consistently 
indicate a significant positive effect of perceived stereotyping on Aad and Ab. Model perceptions 
and humour in the ad are significant control variables (all p < .001), while gender of the 
respondent is not (all p > .28).  
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Table 5.2: Standardized regression coefficients of the regression models 
Cultural variable  Masculinity Power 

Distance 
Assertiveness 
Value 

Feminine Role 
Orientation  

Dependent variables  Aad Ab Aad Ab Aad Ab Aad Ab 

Degree of 
stereotyping 

.25** .23** .26** .23** .26** .22** .28** .24** 

Cultural variable .12** .04 .10** .04 -.02 -.12** -.12** -.05 
Gender role 
portrayal 

.05** -.01 .05** -.01 .04* -.01 .04* -.01 

Degree of 
stereotyping * 
Cultural variable 

.11** .13** .16** .16** .06* -.01 -.10** -.07** 

Degree of 
stereotyping * 
Gender role 
portrayal 

-.09** -.06* -.10** -.06* -.08** -.04 -.08** -.06 

Cultural variable * 
Gender role 
portrayal 

-.04 .01 .01 .01 -.01 .02 .02 .02 

Degree of 
stereotyping * 
Cultural variable * 
Gender role 
portrayal 

-.02 -.02 -.06* -.02 -.10** -.06* .04 .03 

Respondent gender .01 .04 .01 .03 -.01 .03 .01 .03 
Humour in the ad .53** .36** .53** .36** .56** .38** .54** .37** 
Model perceptions .16** .24** .17** .24** .17** .25** .19** .26** 
Adjusted R square .52 .36 .53 .37 .50 .36 .51 .35 
F-value (10, 1002)  108.58 58.77 113.20 61.20 103.20 58.50 106.16 55.51 
Significance level F-
value 

p<.001 p<.001 p<.001 p<.001 p<.001 p<.001 p<.001 p<.001 

Note. ** means p < .05, * means p < .10. Aad: attitude toward the ad, Ab: attitude toward the 
brand 

7.1 Masculinity 

The regression model with masculinity as the moderator shows a positive interaction effect 
between perceived degree of stereotyping and masculinity for the two dependent variables (Aad: 
β = .11, t(1009) = 3.65, p < .001, Ab: β = .13, t(1009) = 3.73, p < .001), confirming H1: More 
masculine individuals respond more favourably to gender role stereotyping than more feminine 
consumers. The three-way interaction between perceived degree of stereotyping, masculinity and 
gender role portrayal is not significant (Aad: t(1009) = -0.70, p = .48, Ab: t(1009) = -0.52, p = 
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.61), suggesting that there is no significant difference in how more masculine or feminine 
consumers respond to male versus female gender role stereotyping (RQ). 

7.2 Power distance  

The interaction between the perceived degree of stereotyping and power distance is positive and 
significant for both outcome variables (Aad: β = .16, t(1009) = 5.01, p < .001, Ab: β = .16, 
t(1009) = 1.49, p < .001), confirming H2. The three-way interaction effect between the perceived 
degree of stereotyping, power distance and gender role portrayal is marginally significant for Aad 
(β = -.06, t(1009) = -1.74, p = .08), but not significant for Ab (t(1009) = -0.64, p = .52) (RQ). We 
performed slope difference tests following the procedure proposed by Dawson and Richter 
(2006) to further understand the three-way interaction effect on Aad (Figure 5.2 and Table 5.3). 
The results show that, while higher power distant individuals respond positively to both male and 
female role stereotyping, the effect is significantly stronger for male stereotyping (t(1009)= -3.38, 
p = .001). Individuals lower in power distance do not respond as favourably to gender role 
stereotyping, and this effect is not significantly different for female or male portrayals (t (1009)= 
-1.17, p = .24).  
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Figure 5.2: Attitude toward the ad: Three-way interaction between degree of stereotyping, 
power distance and gender role portrayal 

 
 

Table 5.3: Slope difference tests for attitude toward the ad: Degree of stereotyping, power 
distance, gender role portrayal 

Pair of slopes t-value  p-value 
Power distance High, portrayal Female / Power distance High, portrayal Male -3.38 .001 
Power distance High, portrayal Female / Power distance Low, portrayal Female 1.71 .09 
Power distance High, portrayal Male / Power distance Low, portrayal Male 13153.49 <.001 
Power distance Low, portrayal Female / Power distance Low, portrayal Male -1.17 .24 

7.3 Assertiveness  

The results of the analyses with assertiveness values show a marginally significant positive 
interaction effect between perceived degree of stereotyping and assertiveness for Aad (β = .06, 
t(1009) = 1.64, p = .10), while the interaction is not significant for Ab (t(1009) = -0.11, p = .92). 
H3 is thus partly supported. The three-way interaction effect between the perceived degree of 
stereotyping, assertiveness and gender role portrayal is significant for Aad (β= -.10, t(1009) = -
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2.77, p = .01) and marginally significant for Ab (β = -.06, t(1009) = -1.65, p = .10) (RQ). Slope 
difference tests show significant differences between conditions for both Aad (Figure 5.3 and 
Table 5.4) and Ab (Table 5.4). For more assertive individuals, there is a (marginally) significant 
difference between female and male role portrayals (Aad: t(1009) = -4.00, p < .001; Ab: t (1009) 
= -1.92, p = .06). More assertive individuals respond positively to male stereotyping, but respond 
negatively to female stereotyping. Less assertive individuals, on the other hand, do not respond 
significantly differently to male or female stereotyping (Aad: t(1009) = 0.01, p = .99; Ab: t(1009) 
= 0.25, p = .80). 

Figure 5.3: Attitude toward the ad: Three-way interaction between degree of stereotyping, 
assertiveness and gender role portrayal 
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Table 5.4: Slope difference tests for degree of stereotyping, assertiveness and gender role 
portrayal 
 Attitude 

toward the ad 
Attitude toward 
the brand 

Pair of slopes t p t p 
Assertiveness High, portrayal Female / Assertiveness High, 
portrayal Male 

-4.00 <.001 -1.92 .06 

Assertiveness High, portrayal Female / Assertiveness Low, 
portrayal Female 

-4.60 <.001 -2236.29 <.001 

Assertiveness High, portrayal Male / Assertiveness Low, 
portrayal Male 

-167.41 <.001 -0.06 .95 

Assertiveness Low, portrayal Female / Assertiveness Low, 
portrayal Male 

0.01 .99 0.25 .80 

7.4 Feminine role orientation 

The interaction between the perceived degree of stereotyping and feminine role orientation is 
significantly negative for the two dependent variables (Aad: β = -.10, t(1009) = -3.02, p = .003, 
Ab: β = -.07, t(1009) = -2.00, p = .05), confirming H4 (Table 5.2). There is no significant 
interaction between degree of stereotyping, feminine role orientation and gender role portrayal 
(Aad: t(1009) = 1.16, p = .25, Ab: t(1009) = 0.88, p = .38) (RQ).  

7.5 Additional analysis: Differences in consumer responses between Sweden and Germany 

While the results of the eight regression analyses including individual cultural values provide 
implications from a theoretical perspective, by more clearly outlining which cultural values 
impact responses to gender role stereotyping to a stronger degree than others, it is often difficult 
for managers to target individuals based on their individual-level scores on one particular cultural 
value. That is why a number of prior studies have performed their analyses at a country-level 
(e.g., Ford et al., 1997; Theodoridis et al., 2013). Hence, we additionally report the findings of a 
country-level comparison in this section, because of its clarity, parsimony and potential 
resonance with managers. Comparing Sweden and Germany is a proxy analysis that combines the 
effect of all four cultural variables at the same time. As detailed in the Manipulation Check, 
Germany scores significantly higher on masculinity, power distance and assertiveness values and 
significantly lower on feminine role orientation than Sweden. Therefore, the countries score 
differently in a manner that is consistent with the direction of all four of our hypothesized effects, 
and as a result, we assume that Germans should respond more favourably to gender role 
stereotyping than Swedes. 
Since attitude toward the brand was not metric invariant (see 6.3 Confirmatory factor analysis 
and measurement invariance testing), we cannot use the scale for the cross-country comparison. 
Thus, the cross-country comparison is only conducted with attitude toward the ad as the 
dependent variable. 
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The same three covariates as in the first analyses were added: perceived humour in the ad, 
respondent gender, and model perceptions. Table 5.5 present the mean scores per condition for 
attitude toward the ad in Germany and Sweden.  

Table 5.5: Mean scores of attitude toward the ad  

 
The two-way interaction between country and the degree of stereotyping is significant (F(2, 998) 
= 3.58, p = .03). Bonferroni-corrected post-hoc tests indicate that Germans (M = 3.34, SD = 0.09) 
exhibit a marginally significant higher Aad toward the stereotypical ad than Swedes (M = 3.09, 
SD = 0.09) (p = .06).  
The three-way interaction between country, gender role portrayal and degree of stereotyping is 
significant in terms of Aad (F(2, 998) = 5.09, p = .01) (Figure 5.4). In Germany, the Aad for the 
male counter-stereotypical ad (M = 2.89, SD = 0.13) is significantly lower than for the female 
counter-stereotypical ad (M = 3.79, SD = 0.13, p < .001). Since Germany scores relatively high 
on assertiveness values, these findings are consistent with the results of the regression analyses 
for assertiveness values. In Sweden, there are no significant differences in Aad between the 
female and male portrayals for any of the degrees of stereotyping. As Sweden scores lower in 
power distance and assertiveness, this result is consistent with the findings of the regression 
analyses testing H2 and H3.  

Country Gender role portrayal Degree of stereotyping n M  SD 
Germany Female role portrayal Stereotype 87 3.34 1.57 

Neutral 84 4.05 1.36 
Counter-stereotype 81 4.17 1.74 

Male role portrayal Stereotype 84 3.21 1.68 
Neutral 84 3.63 1.50 
Counter-stereotype 86 3.21 1.47 

Sweden Female role portrayal Stereotype 80 2.56 1.52 
Neutral 86 3.71 1.52 
Counter-stereotype 86 3.60 1.50 

Male role portrayal Stereotype 85 2.90 1.70 
Neutral 85 3.27 1.49 
Counter-stereotype 85 3.38 1.62 
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Figure 5.4: Attitude toward the ad: Three-way interaction between degree of stereotyping, 
country and gender role portrayal 

 

8. DISCUSSION AND CONCLUSION 

The goal of the present study is to investigate consumer responses to advertisements differing in 
their degree of gender stereotyping depending on cultural values, and whether these responses are 
similar for both male and female gender role portrayals. The results consistently indicate that 
higher degrees of perceived stereotyping are more positively received by consumers. This is 
especially true for male role portrayals, and to a lesser extent for female role portrayals. This 
finding contradicts some earlier research that people would prefer male counter-stereotypical 
appeals over stereotypical appeals (e.g., Orth & Holancova, 2004; Zawisza & Cinnirella, 2010). 
This can be explained by congruity theory and habituation. Since stereotyping is highly prevalent 
in advertising, people tend to react most positively to what they see most (Eisend, 2010). This 
seems to be less the case for female role portrayals, which could then be explained by the fact 
that people are becoming more sensitive to the negative effects of stereotyping women. Thus, 
gender equality has led to more attention to providing women with equal rights and changing 
their positions in society, but it has not focused on changing the position of men.  
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The results further show that consumer responses to gender stereotypical appeals are moderated 
by their cultural variables. The few prior studies that had included cultural values as potential 
moderators for responses to gender role stereotypes (Kim et al., 2013; Van Hellemont & Van den 
Bulck, 2012) did not find any significant effect, whereas we do. This could be explained by the 
fact that we introduced a greater variation in cultural values by studying two countries that differ 
substantially in their cultural values. 
Hofstede’s power distance and GLOBE’s assertiveness values are the two cultural variables that 
best explain differences in responses to male and female (counter)stereotypical ads. The results 
indicate that more power distant and more assertive individuals respond especially favourably to 
male gender role stereotyping. More assertive individuals even respond negatively to female 
gender role stereotyping (which is indeed incongruous with their values). Assertive people clearly 
value assertiveness (i.e., an agentic characteristic) for both men and women, which is why they 
will prefer a counter-stereotypical portrayal of women. The effect of masculinity, on the other 
hand, is not further moderated by male/female gender role portrayals. Since masculine 
individuals prefer a clear distinction between gender roles (Hofstede, 2001), this entails a 
preference for stereotyping of both genders. A similar reasoning holds for feminine role 
orientation: While it could be argued that feminine role oriented individuals would especially 
react against female stereotyping, they do so for male stereotyping as well. Since the results 
largely confirm our hypotheses, the study provides support for the social role theory and 
congruity theory. 

9. IMPLICATIONS 

The theoretical contribution of this study is that it contributes to a better understanding of how 
cultural factors moderate the relationship between gender role stereotyping and ad and brand 
attitudes, for both male and female gender role portrayals, across different cultures. The results 
provide support for the assumption of Orth and Holancova (2004) and Zawisza and Cinnirella 
(2010) that national cultural impacts the processing of ads featuring male and female portrayals. 
Masculinity, power distance, feminine role orientation, and to a lesser extent assertiveness, 
explain the response to stereotypical ads in general, while assertiveness and power distance help 
to explain differential responses to male and female stereotyping. The results support the fact 
that, next to Hofstede’s masculinity dimension, including other cultural variables is 
recommended to fully gauge the effects of culture on consumers’ responses to (counter) 
stereotypical ads with male and female models. Additionally, our results show that working with 
individual cultural values is more promising than working with cross-country dimensions. We 
find more specific results for each cultural dimension than the comparison across the two 
countries provides.   
Our study also offers a number of practical implications. First, consumers generally seem to 
respond positively to the use of gender role stereotypes in advertising, although this is truer for 
male stereotyping than for female stereotyping. Importantly, the responses to stereotyping are 
influenced by the cultural values of consumers. Stereotyping works better for more masculine, 
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high power distant and low feminine role oriented individuals or countries, such as Germany. 
Brand managers have understood this, as content analyses indicate that both male and female 
models are more frequently stereotyped (women in non-working roles and men in working roles) 
in masculine countries (An & Kim, 2007; Moon & Chan, 2006). This indeed corresponds to the 
best practice according to our results. Practitioners should be careful with the use of male 
counter-stereotypical portrayals. This is especially true for more assertive and more power distant 
individuals, and by extension, for Germans.  
It is important to note that, although this study indicates that ad and brand attitudes are not 
negatively affected by stereotyping, that stereotyping holds some dangers. These patterns of 
representation frame perceptions of social opportunities for women, promote prejudiced attitude, 
and set cognitive limits on the potential for social change (Coltrane & Messineo, 2000). An 
important implication of the social role theory is that change in stereotypes about particular 
groups will follow from observing their members in new roles that create different demands 
(Eagly et al., 2000). In that sense, advertisements portraying counter-stereotypical roles could 
help break existing stereotypes through socialization (Odekerken-Schröder et al., 2002).  

10. LIMITATIONS AND FURTHER RESEARCH 

There are several limitations to this study that could inspire future research. First, examining 
other cultural constructs could be interesting. For instance, on the basis of the Schwartz-
framework, differences in processing gender stereotypes appeals could be expected between 
individuals who find achievement and power (e.g., more masculine traits) important in 
comparison with individuals who value benevolence (e.g., a more feminine trait) more (Schwartz, 
1992). It should also be noted that the type of stereotyping we used, based on occupational 
setting, is highly common, which might lead to habituation. It is possible that other, perhaps more 
“extreme” stereotypes would engender more negative consumer responses. In addition, since 
there are a growing number of educated women and a larger inclusion of women in the job 
market, gender roles should steadily disappear. Hence, examining different types of gender 
stereotypes (i.e., based on physical characteristics, trait descriptors or role behaviour) and the 
influence cultural constructs have on these different stereotypes is a promising avenue for further 
research. The subject of the advertisement was a soda, thus a low involvement, unisex product. 
Based on the Elaboration Likelihood Model (Petty & Cacioppo, 1986b), it could be argued that 
ads for high involvement products will be elaborated more deeply. Portraying a more masculine 
(e.g., sports, games) or a more feminine product (e.g., jewellery, personal care) could also change 
the effect of gender stereotyping. Lastly, the portrayal stimuli of women and men are not 
completely consistent. In the stereotypical portrayal of the woman and the counter-stereotypical 
portrayal of the man, the woman has already cleaned the kitchen, while the man is still cleaning. 
However, the images were used to convey a certain degree of stereotyping, which was successful.  
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Chapter 6. Who do we help? How Schwartz values influence 
responses to different frames in charity appeals 

1. ABSTRACT 

We investigate the effect of two framing techniques in a charity appeal, namely singularity of the 
advertising model(s) (whether a single model vs. a group is depicted) and model group belonging 
(whether the depicted models are part of message recipients’ in-group vs. out-group). 
Importantly, we examine how personal values from the Schwartz value theory (i.e., conservation, 
self-enhancement, openness-to-change, hedonism, universalism, benevolence) moderate message 
recipients’ responses (attitude toward the charity, interest in additional information about the 
charity and intention to donate money to the charity) to charity appeals using these two framing 
techniques. Based on an experiment in France (n = 172), we find that message recipients that 
score high on hedonism respond better to a single model than to a group depiction. Conversely, 
valuing universalism and conservation leads to better outcomes for a group depiction in 
advertising over a single model. Additionally, for high self-enhancement message recipients, 
depicting in-group models leads to better outcomes than depicting out-group models. Finally, for 
low benevolence individuals, model group belonging and singularity of the model(s) have no 
influence on outcome variables, while high benevolence individuals have a more positive attitude 
toward the charity when the appeal depicts a group of in-group people, in comparison with a 
group of out-group people. For a single model, model group belonging also has no influence for 
high benevolence individuals.  

2. INTRODUCTION  

Charitable donation has always been a vital funding source for charities (Abreu, Laureano, Silva 
& Dionísio, 2015; Chang & Lee, 2011; Ein-Gar & Levontin, 2013). Confronted with fierce 
competition from other charities, an increased need for charitable support, and the economic 
crisis of 2008 that caused individual donations to decrease, raising money has become more 
challenging than ever (Ein-Gar & Levontin, 2013; White & Peloza, 2009). Therefore, the 
question of how charities should best design and frame their fundraising appeals is of critical 
importance (Abreu et al., 2015; Bebko, Sciulli & Bhagat, 2014; Chang & Lee, 2011; Ein-Gar & 
Levontin, 2013; Fisher et al., 2008; White & Peloza, 2009) 
Many factors can influence the impact of charity appeals (Cai & Wyer Jr, 2015). A number of 
framing techniques have already been studied in the context of fundraising, such as the emotional 
valence of the message (positive vs. negative) (Bagozzi & Moore, 1994; Fisher et al., 2008), the 
focus of the appeal (‘help self’ vs. ‘help other’) (Brunel & Nelson, 2000; Fisher et al., 2008; 
White & Peloza, 2009), how to portray the beneficiaries of the charities (‘needy vs. helped 
beneficiaries’) (Bendapudi, Singh & Bendapudi, 1996; Kim, 2014), how to describe the 
beneficiaries (identified vs. unidentified victim) (Ein-Gar & Levontin, 2013; Kogut & Ritov, 
2007; Miller, 1977), and the need of the beneficiaries (‘temporary vs. continuous’) (Miller, 
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1977). Research on charity appeals has also studied gender and culture (individualistic vs. 
collectivistic) as moderators of ‘help self’ versus ‘help other’ appeals (Brunel & Nelson, 2000; 
Laufer, Silvera, McBride & Schertzer, 2010; Nelson, Brunel, Supphellen & Manchanda, 2006; 
Ye, Teng, Yu & Wang, 2015).  
However, research has yet to investigate other message framing techniques that could influence 
the effectiveness of charity appeals (Chang & Lee, 2011; Mainardes, Laurett, Degasperi & Lasso, 
2015; Ye et al., 2015). In the present study, we focus on two framing techniques that encourage 
respondents to adopt the other’s perspective. Adopting the other’s perspective seems a necessary 
prerequisite for developing empathy, which in turn increases the willingness to help (Kogut & 
Ritov, 2005; Oceja et al., 2010). Previous research has indicated that the singularity of the 
advertising model(s) in an advertisement (whether a single model vs. a group is depicted) and 
model group belonging (whether the depicted models are part of message recipients’ in-group vs. 
out-group) both influence the ease with which a message recipient adopts the other’s perspective. 
Concretely, there is evidence that it is easier for message recipients to adopt the other’s 
perspective when that “other” is part of the message recipient’s in-group (instead of an out-
group) (e.g., Levine et al., 2005). Also, adopting the other’s perspective is easier when there is 
only one (identifiable) victim (instead of a group) (e.g., Kogut & Ritov, 2007).  
The objective of this paper is to find out how message recipients’ responses to these framing 
techniques are moderated by their personal values. Bekkers and Wiepking (2010) indicate that 
personal values are important forces that drive charitable giving. However, the authors also 
indicate that experimental studies on the effects of values on charitable giving are scarce. Some 
studies have examined the influence of cultural values on reactions to charity appeals. For 
example, Wang, Tang and Wang (2015) found that Chinese individuals’ willingness to help is 
greater for a group of sick children than for an individual. In the U.S., a greater willingness to 
help is elicited by an identified victim compared to an unidentified one. The authors indicated 
that this could be due to cultural differences between China and the U.S. (for example, 
collectivist versus individualistic values), but they did not measure any cultural variables. Nelson 
et al. (2006) found that in masculine cultures, men preferred egoistic charity appeals and women 
preferred altruistic ones. In feminine cultures, the opposite was the case. Joireman and Duell 
(2007) show that mortality salience led to improved evaluations of charities, but only among 
those who initially scored low in Schwartz’s (1992) self-transcendent values. Evidence was also 
obtained showing that people high in self-transcendent values generally evaluate charities more 
favourably. While they did not specifically obtain evidence that self-transcendent values lead to 
an increase in charitable giving, they argued that it’s reasonable to assume that more positive 
evaluations may lead to greater contributions. All in all, very few studies have tested the 
moderating influence of personal values on the effect of framing techniques on charitable giving 
(Bekkers & Wiepking, 2010).  
The current study looks into the moderating effects of personal values from Schwartz’s (1992) 
value framework on the effects that depictions of model group belonging and  model singularity 
in advertising have on message recipients’ attitude toward the charity, interest in additional 
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information about the charity, and intention to donate money to the charity. Schwartz’s (1992) 
value framework has provided useful insights into socially conscious consumer behaviour 
(Doran, 2010; Pepper et al., 2009), readiness for out-group social contact (Sagiv & Schwartz, 
1995), attitude toward immigration (Davidov & Meuleman, 2012; Schwartz, 2010), and 
favouritism towards the in-group (Feather, 1994). Todd and Lawson (1999) found that ten of 
Schwartz’ initial 56 value items contribute to the overall discrimination between heavy and light 
donors to NGO’s. These previous research outcomes indicate that the Schwartz values are 
relevant for charity research.  
The present study offers a number of academic and managerial contributions. The effects of two 
charity appeal framing techniques and how individuals’ personal values affect the persuasiveness 
of these appeals is an important contribution to the knowledge on how charity appeals work. The 
results should help charities to fine-tune their message appeals in function of two framing 
techniques: model group belonging and model singularity. Charities will better know what type 
of model(s) they should use, and how to adapt their appeals to the personal values of the target 
groups.   

3. LITERATURE REVIEW  

We investigate two framing tactics for charity appeals: model group belonging and model 
singularity, together with the moderating effects of the Schwartz values.  

3.1 Model group belonging: In-group vs. out-group 

The first framing technique we investigate, a beneficiary’s group belonging, can affect the 
message recipients’ willingness to help (Ritov & Kogut, 2011). Categorization of others as 
belonging to the same social group as oneself, which is called the in-group, arouses feelings of 
greater closeness and responsibility, and augments emotional responses to their distress 
(Bendapudi et al., 1996; Ritov & Kogut, 2011). This is based on the social identity theory, a 
social psychological analysis of the role of self-conception in group membership, group 
processes, and intergroup relations (Burke, 2006). Social identity is determined by two socio-
cognitive processes: social categorization and self-enhancement (Sierra, Hyman & Torres, 2009). 
By using social categories, people categorize themselves into one social group (in-group) and out 
of others (out-group) (Ashmore, Deaux & McLaughlin-Volpe, 2004). Self-enhancement guides 
the social categorization processes so that group or cultural norms and values substantially favour 
in-group members (Sierra et al., 2009). This conceptualization of self-enhancement motivation in 
the social identity theory puts a strong emphasis on social comparisons: Individuals are motivated 
to perceive their in-groups as not merely good and worthy; rather, they are motivated to perceive 
them as better than other groups, as having status and prestige (Roccas, 2003). Identification 
leads an individual to view the in-group as an extension of the self, such that he or she 
experiences the successes and failures of the group (Fisher, 1998). As a result, helping behaviour 
may enhance the in-group's prospects for survival (Bendapudi et al., 1996). Helping similar 
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others may be a "selfish" way of ensuring that a person's own in-group is preserved (Bendapudi 
et al., 1996).  
Previous research has indeed found that similarity between the helper and a beneficiary has a 
positive influence on the intention to help (Bendapudi et al., 1996; Bennett, 2003; Dovidio, 1984; 
Mainardes et al., 2015; Mussweiler & Ockenfels, 2013). Emotional closeness to a beneficiary 
elevates willingness to help because the helper feels more at one with the beneficiary, and 
perceives more of him- or herself in the other (Cialdini, Brown, Lewis, Luce & Neuberg, 1997). 
These results were later confirmed by Valdesolo and DeSteno (2011) and Oveis, Horberg and 
Keltner (2010). Other research indicates that a bystander is more likely to offer help in an 
emergency situation if he or she perceives the beneficiary as a member of his or her in-group 
(Levine, Cassidy, Brazier & Reicher, 2002; Levine et al., 2005; Levine & Thompson, 2004). 
Platow et al. (1999) found that sport-team-fans donated more to charity workers who supported 
the same team (i.e., an in-group member), than to charity workers who supported a different team 
(i.e., an out-group member). This effect has also been found in the context of charitable 
donations. Mussweiler and Ockenfels (2013) found that donations increased when participants 
focused on the similarity between themselves and the group of beneficiaries. Leary, Toner and 
Gan (2011) also indicated that altruistic concerns may be harder to arouse when the beneficiaries 
are geographically distant or culturally different because the likelihood of one person helping 
another decreases as they view themselves as less similar.  
Nevertheless, the extent to which this preference for helping beneficiaries that are similar to 
oneself may depend upon other factors. For example, Ein-Gar and Levontin (2013) found that 
respondents are more willing to help an out-group when the charity appeal includes an abstract 
donation target (i.e., an organization), in comparison to a specific donation target (i.e., one 
victim). Other studies found that in-group favouritism is moderated by many other factors, such 
as Schwartz’s values (Feather, 1994), national identification (Feather, 1994), and religion 
(Flunger & Ziebertz, 2010). We theorize below how personal values should influence message 
recipients’ responses to in-group versus out-group models. 

3.2 Singularity of the models: Individual vs. group 

Previous research has indicated that there is a higher willingness to help an individual, than a 
group (Kogut & Ritov, 2005, 2007; Wiss, Andersson, Slovic, Västfjäll & Tinghög, 2015). There 
are several reasons for this. First, the willingness to help a victim is directly related to the 
development of empathy (Oceja et al., 2010). Adopting the other’s perspective seems a necessary 
prerequisite for this empathy to be aroused (Kogut & Ritov, 2005). Previous research comparing 
how people form an impression of individuals and groups suggests that an individual is more 
likely to arouse empathy than a group (Hamilton & Sherman, 1996; Susskind, Maurer, Thakkar, 
Hamilton & Sherman, 1999). It seems that a larger number of victims (i.e., two or more) fails to 
engage the emotions that would motivate charitable actions (Wiss et al., 2015). Second, groups 
lead to a higher psychological distance, and this distance could lead to a lower intention to help in 
certain situations (Ein-Gar & Levontin, 2013). Third, the quantitative aspect of the target, the 
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number of victims saved per fixed cost, is harder to evaluate for a group (Kogut & Ritov, 2005). 
So the impact that you can make by helping the individuals seems larger and is more easily 
quantified, than for a group.   
This phenomenon has been tested a number of times in charity appeals, and respondents indeed 
report a greater intention to help individuals than groups (Kogut & Ritov, 2005). Wiss et al. 
(2015) conducted an experiment where respondents could either choose to stay with the default 
option, i.e., giving a potentially life-saving vaccine to one child, or to actively choose to deny the 
child the vaccine in favour of five other children. In total, 1,232 subjects from Sweden and the 
United States participated in three separate experiments. An average of 33% of the subjects chose 
to help the individual child instead of actively choosing to maximize the benefits by helping five 
(other) children. This indicates that, indeed, people are inclined to help individuals with whom 
they develop empathy, but at the same time, a majority still chose the “rational” option to help 
more people. Further, their results indicated that the share of subjects choosing the single child 
over the group of five children was significantly larger in the U.S. (43%) than in Sweden (22%). 
This indicates that certain cultural differences can moderate the reactions to the singularity of the 
model(s), although the authors did not look into these differences. Wang et al. (2015) also found 
cross-country differences between China and the U.S. in reactions to charity appeals depicting 
single or multiple models. The Chinese results revealed greater emotional reactions and 
willingness to contribute to a group of victims than an individual. The American results 
suggested that a single identified victim elicited considerably higher contributions and sympathy 
than a non-identified individual. However, these studies did not measure individual differences in 
(cultural) values. Hence, they do no indicate which values have an impact on the processing of 
charity appeals. In this paper, we investigate which personal values from the Schwartz (1994) 
value framework could explain potential helpers’ preference for a group versus a single person.  

3.3 Schwartz’s value framework 

Values consist of five features: A value is a (1) belief (2) pertaining to desirable end states or 
modes of conduct, that (3) transcends specific situations, (4) guides selection or evaluation of 
behaviour, people, and events, and (5) is ordered by importance relative to other values to form a 
system of value priorities (Schwartz, 1994). Schwartz (1992) identified ten values, each 
characterized by their own motivational goal: power, achievement, hedonism, stimulation, self-
direction, universalism, benevolence, tradition, conformity and security (Table 6.1).  
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Table 6.1: Values and their contents by Schwartz (individual value items in parentheses)  

Power: Social status and prestige, control or dominance over people and resources (social 
power, authority, wealth, preserving my public image) 
Achievement: Personal success through demonstrating competence according to social standards 
(successful, capable, ambitious, influential) 
Hedonism: Pleasure and sensuous gratification for one-self (pleasure, enjoying life, self-
indulgent)  
Stimulation: Excitement, novelty, challenge in life (daring, a varied life, an exciting life) 
Universalism: Understanding, appreciation, tolerance, and protection for the welfare of all 
people and for nature (broadminded, wisdom, social justice, equality, world at peace, a world of 
beauty, unity with nature, protecting the environment) 
Benevolence: Preservation and enhancement of the welfare of people with whom one is in 
frequent personal contact (helpful, forgiving, honest, loyal, responsible)  
Tradition: Respect, commitment, and acceptance of the customs and ideas that traditional 
cultural or religion provide the self (humble, accepting my portion of life, devout, respect of 
tradition, moderate)  

Conformity: Restraint of actions, inclinations and impulses likely to upset or harm others, and 
violate social expectation or norms (politeness, obedient, self-discipline, honouring parents and 
elders) 
Security: Safety, harmony, and stability of society, of relationships, and of self (family security, 
national security, social order, clean, reciprocation of favours) 
 
These ten values can be arranged in a circular order (Figure 6.1). The circular structure captures 
the notion that the pursuit of different values can be compatible or in conflict, depending on how 
close the values are (Steenkamp & de Jong, 2010). Conflict increases in proportion to the 
distance between values, with values in opposing positions from the centre of the structure being 
in greatest competition (Steenkamp & de Jong, 2010). The values are further organized into four 
higher-order value domains, called value types. As Figure 6.1 shows, one dimension contrasts 
‘openness-to-change’ and ‘conservation’ value types. This dimension captures the conflict 
between values that emphasize independence of thought, action, and feelings and readiness for 
change (self-direction, stimulation) and values that emphasize order, self- restriction, preservation 
of the past, and resistance to change (security, conformity, tradition) (Schwartz, 2012). The 
second dimension contrasts ‘self-enhancement’ and ‘self-transcendence’ value types. This 
dimension captures the conflict between values that emphasize concern for the welfare and 
interests of others (universalism, benevolence) and values that emphasize pursuit of one's own 
interests and relative success and dominance over others (power, achievement). Hedonism shares 
elements of both openness-to-change and self-enhancement (Schwartz, 2012). This circular 
structure is culturally universal, although individuals and groups differ substantially in the 
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relative importance they attribute to the values (Schwartz, 2012). That is, individuals have 
different value “priorities” or “hierarchies.” 

Figure 6.1: Theoretical model of relations among ten motivational types of value 

 
 
Based on previous research about Schwartz values and prosocial behaviour, we select three value 
types and three values. The three value types are: conservation (security, conformity and tradition 
values), self-enhancement (power and achievement values) and openness-to-change (self-
direction and stimulation values). In terms of prosocial behaviour, the priority of self-
enhancement and conservation value types suggests how an individual will weigh different kinds 
of social and material considerations when conducting prosocial behaviour — anticipated social 
approval or disapproval, physical and material gains or losses (Schwartz, 2010). When there is 
social approval or gains, individuals with high self-enhancement and high conservation value 
types will conduct in prosocial behaviour. The priority of the openness-to-change value type 
identifies how an individual will weigh the opportunities or threats that a prosocial behaviour 
implies for his or her freedom, creativity, curiosity, or arousal (Schwartz, 2010). Hence, when 
prosocial behaviour leads to opportunities, individuals with high openness-to-change value type 
will engage in prosocial behaviour.   
The three values that we examine are hedonism, universalism and benevolence. We examine 
hedonism separately because this value shares elements of both openness-to-change and self-
enhancement (Schwartz, 2010). As indicated above, the motivation to conduct prosocial 
behaviour is different from a self-enhancement standpoint and an openness-to-change standpoint. 
Depending on the dominant value type, individuals will engage in prosocial behaviour when the 
social approval is high or when it leads to opportunities. Regarding universalism and 
benevolence, previous research indicated that their relationship with the in- and out-group differs 
greatly (Schwartz, 1992). Overall, both these values refer to transcending self-interest and 
promoting the welfare of others. However, who these “others” are, is different in universalism 
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and benevolence values. The goal of benevolence is preserving and enhancing the welfare of 
those with whom one is in frequent personal contact, i.e. the “in-group” (Schwartz, 2012). When 
high benevolence individuals say it is important to be helpful, honest, and forgiving, they often 
do not mean helpful, honest, and forgiving to outsiders and members of other ethnic or religious 
groups (Schwartz, 2007). On the other hand, universalism comprises understanding, appreciation, 
tolerance, and protection for the welfare of all people and for nature (Schwartz, 2012). Thus, 
when high universalism individuals say that equality and justice are important to them, they are 
thinking of equality and justice for the poor, the weak, and also those who are different from 
themselves (Schwartz, 2007). This distinction is important giving our research objective. 
Therefore, we examine these two values separately.  

3.3.1 Conservation (Security, tradition and conformity) 
Conservation exists of three values: security, tradition and conformity. Previous research found 
that individuals with a high conservation value type have negative attitudes toward immigration 
(Davidov & Meuleman, 2012; Schwartz, 2010), have higher in-group favouritism (Feather, 
1994), and have little interest in meeting people from out-groups (Sagiv & Schwartz, 1995). 
Roccas and Amit (2011) found that people who attribute greater importance to the conservation 
value type react to group heterogeneity with greater levels of intolerance. People high on 
conservation values were more tolerant when the group's homogeneity based on nationality and 
religion was highlighted than when its heterogeneity was. Thus, for people high on conservation 
values, heterogeneity has a detrimental effect on tolerance. Opposition to out-group immigrants 
likely reflects concern with protecting personal and social security, preserving traditions, and 
maintaining norms (Schwartz, 2010). For individuals with high security values, accepting out-
group members into society threatens disruption of the prevailing social order because they are 
different and may press for change (Sagiv & Schwartz, 1995). Individuals with high tradition 
values believe that such contact entails exposure to divergent traditions and customs, threatening 
those for whom maintenance of the own tradition is important (Sagiv & Schwartz, 1995). 
Regarding conformity, contact places one in situations where familiar norms do not apply, 
making it difficult to maintain smooth relations and to avoid violating expectations (Sagiv & 
Schwartz, 1995). The very act of contact with out-group members might be perceived as 
violating in-group social norms (Sagiv & Schwartz, 1995). This indicates that individuals with 
higher conservation value type are more focused on their in-group. Thus, we hypothesize: 
H1: Message recipients scoring high on conservation will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to a charity appeal depicting a (group of) model(s) belonging 
to message recipients’ in-group, in comparison with a charity appeal depicting a (group of) 
model(s) belonging to message recipients’ out-group. 
 
Schwartz (1992) indicates that tradition and conformity values primarily serve collective 
interests. According to Schwartz (1992), security serves individualistic and collectivistic interests 
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and is therefore located on between the  individualistic value (power) and the collectivistic values 
(conformity and tradition) (Figure 6.1). However, later research indicated that security is 
positively correlated with collectivism (Oishi, Schimmack, Diener & Suh, 1998). Schwartz 
(2012) also indicated that security primarily concern others’ interests. Thus we approach security 
as a collectivistic value. Congruity theory proposes that people value information or depictions 
that are congruous with their existing personal values schemata (Ko et al., 2015; Osgood & 
Tannenbaum, 1955). Advertising messages that are adapted to this values system will have a 
positive impact on attitude formation and behaviour (Luna & Gupta, 2001). In two content 
analyses, Cho, Kwon, Gentry, Jun and Kropp (1999) and Han and Shavitt (1994) found that the 
U.S., an individualistic country used more individualistic appeals, in comparison with Korea, a 
collectivistic country. At the same time, content analyses do not allow for insights in recipients’ 
responses to these appeals. In a meta-analysis, Hornikx and O'Keefe (2009) found a positive 
effect on ad and brand attitudes when the ad used a collectivistic appeal in collectivistic 
countries, and an individualistic appeal in individualistic countries. Based on congruity theory, 
we expect that individuals scoring high on collectivistic value type will prefer group stimuli. 
Hence:    
H2: Message recipients scoring high on conservation will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to the charity in response to a charity appeal depicting a 
group of people, compared to a charity appeal depicting an individual. 
 
For low conservation individuals, we do not expect an effect of model group belonging and 
model singularity on the outcome variables.  

3.3.2 Self-enhancement (Achievement and power) 
Self-enhancement consists of two values: achievement and power. Overall, the self-enhancement 
value type reflects the motivation to promote one’s own interests: To gain power and control over 
other people and resources (power) and to strive for competence and success (achievement). 
Processes of social comparison are intrinsic to the goals central to self-enhancement values: 
Individuals who value self-enhancement not only want to excel but they want to excel more than 
others, to achieve general recognition of their worth (Roccas, 2003).  
Emphasizing these values is consistent with attributing greater worth to personal gain than to the 
welfare of others (Sagiv, Sverdlik & Schwarz, 2011). The greater the importance of self-
enhancement values for people, the more strongly national identification is likely to depend upon 
the perceived status of the nation (Roccas, Schwartz & Amit, 2010). Roccas and Amit (2011) 
investigated tolerance towards people who are out-group members but wish to join the in-group, 
namely refugees with a different nationality. Among people who attributed greater importance to 
self-enhancement making heterogeneity of the group salient resulted in less tolerance than 
making homogeneity in the group salient. In a homogenous society, refugees stand out as a clear 
low-status group that reinforces the societal hierarchy. In contrast, in a heterogeneous society, the 
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low status of the refugees is less clear, and they may more easily challenge the current social 
hierarchy. This may lead people who emphasize self-enhancement to express more acceptance of 
the influx of refugees when social homogeneity is salient than when social heterogeneity is 
salient. Feather and Mckee (2008) found that the power value (one of the values of self-
enhancement) positively predicted prejudice relating to racial attitudes. They also measured the 
correlation with social dominance orientation, which is a measure of an individual's preference 
for hierarchy within any social system and the domination of the in-group over lower-status out-
groups. This was positively correlated with the self-enhancement value type. Hence, we expect 
that individuals with a high self-enhancement value type will perceive the in-group as higher 
status, which will lead to higher outcome variables. Thus:   
H3: Message recipients scoring high on self-enhancement will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to a charity appeal depicting a (group of) model(s) belonging 
to message recipients’ in-group, in comparison with a charity appeal depicting a (group of) 
model(s) belonging to message recipients’ out-group. 
 
Schwartz (1992) indicates that self-enhancement primarily serve individualistic interests. Based 
on congruity theory and previous reasoning, we expect that individuals scoring high on self-
enhancement value type will prefer individual stimuli. Hence:    
H4: Message recipients scoring high on self-enhancement will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to the charity in response to a charity appeal depicting an 
individual compared to a charity appeal depicting a group of people. 
 
We expect that for low self-enhancement individuals, model group belonging and singularity of 
the models will not have an impact on attitude toward the charity, interest in extra information 
and intention to donate money.   

3.3.3 Openness-to-change (Stimulation and self-direction) 
Openness-to-change consists of stimulation and self-direction values. Openness-to-change is 
positively associated with tolerance (Roccas & Amit, 2011). Among people who attributed little 
importance to the openness-to-change value type, making heterogeneity salient resulted in less 
tolerance than making homogeneity salient, whereas participants who attributed great importance 
to openness-to-change were unaffected by the heterogeneity of the group. Further, participants 
identified less with their country of residence the more they endorsed openness-to-change value 
type (Roccas et al., 2010). A group that provides a sense of safety and stability is not attractive to 
all to the same degree; it is rejected by people who attribute high importance to values that 
express motivations for novelty and change (Roccas et al., 2010). Third, right wing 
authoritarianism, a personality variable involving authoritarian submission, authoritarian 
aggression, and conventionalism, are less reflective of the openness-to-change value type 
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(Feather & Mckee, 2008). Right wing authoritarianism was a positive predictors of prejudice 
(Feather & Mckee, 2008). Lastly, Sagiv and Schwartz (1995) found a positive correlation 
between the self-direction value and interest in out-group contact, because such out-group contact 
provides exposure to new and different ways of life and opportunities to learn about and explore 
them. People who emphasize self-direction values are more likely to reject negative stereotypes 
and prejudices against out-groups because they prefer to make independent judgements based on 
their own experience (Sagiv & Schwartz, 1995). The stimulation value was not correlated with 
interest in out-group contact (Sagiv & Schwartz, 1995). Based on these four studies, we expect 
that openness-to-change will lead to prosocial behaviour for the out-group. Thus:  
H5: Message recipients scoring high on openness-to-change will report (a) a more positive 
attitude toward the charity, (b) a greater interest in additional information about the charity and 
(c) a greater intention to donate money to a charity appeal depicting a (group of) model(s) 
belonging to message recipients’ in-group, in comparison with a charity appeal depicting a 
(group of) model(s) belonging to message recipients’ out-group. 
 
Openness-to-change primarily serves individualistic interests (Schwartz, 2012). Thus, based on 
congruity theory, we expect that individuals scoring high on openness-to-change will prefer 
individual stimuli. Hence:    
H6: Message recipients scoring high on openness-to-change will report (a) a more positive 
attitude toward the charity, (b) a greater interest in additional information about the charity and 
(c) a greater intention to donate money to the charity in response to a charity appeal depicting 
an individual compared to a charity appeal depicting a group of people. 
 
For low openness-to-change individuals, we do not expect an effect of model group belonging 
and model singularity on the outcome variables.  

3.3.4 Hedonism 
The goal of hedonism is pleasure or sensuous gratification for oneself (Schwartz, 2012). 
McFarland, Webb and Brown (2012) found that high levels of hedonism lead individuals to 
choose human rights that expressed a concern for the American national well-being (i.e., the in-
group) instead of international human rights. Further, hedonism has a positive correlation with 
social dominance orientation (Feather & Mckee, 2008). These results indicate that strong 
hedonism leads to mainly focusing on the in-group. Thus:  
H7: Message recipients scoring high on hedonism will report (a) a more positive attitude toward 
the charity, (b) a greater interest in additional information about the charity and (c) a greater 
intention to donate money to a charity appeal depicting a (group of) model(s) belonging to 
message recipients’ in-group, in comparison with a charity appeal depicting a (group of) 
model(s) belonging to message recipients’ out-group. 
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Hedonism primarily serves individualistic interests (Schwartz, 2012). Based on the previous 
reasoning on congruity theory, we expect that individuals scoring high on hedonism values will 
prefer individual stimuli. Hence:    
H8: Message recipients scoring high on hedonism will report (a) a more positive attitude toward 
the charity, (b) a greater interest in additional information about the charity and (c) a greater 
intention to donate money to the charity in response to a charity appeal depicting an individual 
compared to a charity appeal depicting a group of people. 
 
For low hedonism individuals, model group belonging of the models and model singularity of the 
models will not have an impact on the outcome variables.  

3.3.5 Universalism 
Universalism values concern the welfare of all (Schwartz, 2010). There is a positive association 
between peoples’ universalism values and their perceptions of immigration as having positive 
consequences, acceptance of out-group immigrants, and prosocial activity that benefits the wider 
society more strongly (Schwartz, 2007). Feather (1994) found that high universalism individuals 
had a lower in-group bias, than individuals with low universalism values. McFarland et al. (2012) 
found that universalism contributed positively to concern for international human rights, in 
comparison to rights that focus on the American well-being. This indicates that universalism 
values will lead to helping the out-group, instead of the in-group. Thus, we hypothesize the 
following for universalism: 
H9: Message recipients scoring high on universalism will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to a charity appeal depicting a (group of) model(s) belonging 
to message recipients’ in-group, in comparison with a charity appeal depicting a (group of) 
model(s) belonging to message recipients’ out-group. 
 
Universalism serve both collectivistic and individualistic interests and is therefore located on the 
between an individualistic value (self-direction) and a collectivistic value (benevolence) (Figure 
6.1) (Schwartz, 1992). However, universalism is negatively correlated with individualism (Oishi 
et al., 1998) and primarily serve collectivistic values (Schwartz, 2012), which is why we will 
perceive it as a collectivistic value. Thus, based on congruity theory:    
H10: Message recipients scoring high on universalism will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to the charity in response to a charity appeal depicting a 
group of people, compared to a charity appeal depicting an individual. 
 
For low universalism individuals, we do not expect an effect of model group belonging and 
model singularity on the outcome variables.  
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3.3.6 Benevolence  
Benevolence values concern the welfare of the in-group (Schwartz, 2010).  Feather (1994) found 
that individuals high on benevolence have a higher in-group bias, than individuals low on 
benevolence. Doran (2010) further explored this by examining the decision to buy fair trade 
products. Fair trade consumers for the most part rated the self-transcendence value types, 
benevolence and universalism, higher than those who did not buy fair trade products. However, 
interesting to note is that the value items loyal and responsible (of benevolence) were the only 
two values of the 18 under examination that were rated higher by the non-buyer group. This 
indicates that, when one is feeling responsible for one’s in-group, it can prevent consumers from 
identifying with, empathizing with, and subsequently sharing resources with members of out-
groups. Hence, we expect the following:  
H11: Message recipients scoring high on benevolence will report (a) a more positive attitude 
toward the charity, (b) a greater interest in additional information about the charity and (c) a 
greater intention to donate money to a charity appeal depicting a (group of) model(s) belonging 
to message recipients’ in-group, in comparison with a charity appeal depicting a (group of) 
model(s) belonging to message recipients’ out-group. 
 
Schwartz (1992) indicates that benevolence primarily serve collective interests. Based on 
congruity theory, we expect the following:    
H12: Message recipients scoring high on universalism and benevolence will report (a) a more 
positive attitude toward the charity, (b) a greater interest in additional information about the 
charity and (c) a greater intention to donate money to the charity in response to a charity appeal 
depicting a group of people, compared to a charity appeal depicting an individual. 
 
For low benevolence individuals, we do not expect an effect of model group belonging and 
model singularity on the outcome variables.  
 
Finally, we explore the three-way interaction between model singularity, model group belonging 
and the Schwartz values:   
RQ: What is the three-way interaction between model group belonging, model singularity and 
Schwartz values?  

4. METHODOLOGY   

We set up a 2 (singularity of the model(s): individual model vs. group) x 2 (group belonging of 
the model(s): in-group vs. out-group) between-subject experiment in France.  
The charity that was selected was YouBridge, a small Belgian charity that wants to bridge the 
digital gap by providing individuals with hardware support and by knowledge sharing. 
YouBridge has projects both in Belgium and abroad (e.g., Nepal, Afghanistan), but is not active 
in France. This latter fact is important because we wanted to avoid potential confounds due to 
participants’ prior knowledge of the charity. The charity appeal explained the goal of YouBridge, 
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namely: “YouBridge’s mission is to empower the world’s poorest people by providing them with 
laptops and free computer training. Find out how you can help people all across the world by 
visiting www.youbridge.org”. The charity appeal pictured either a woman smiling and giving a 
“thumbs up”, or a small group with an equal amount of men and women. 
Referring to social identity theory, there are several factors that can impact the categorisation of 
individuals in in- or out-groups, such as religion, status difference, gender, and education. In this 
study, ethnicity as a social categorisation is used as the dimension that triggers the self/other 
perception (Karande, 2005). Ethnicity is often an important and early dimension of self-
identification (Jenkins, 2014). People have a psychological connection to their ethnic in-group 
(Tropp & Wright, 2001). When groups are formed, race and ethnicity still creates the strongest 
divide in our personal environments, with age, religion, education, occupation, and gender 
following in that order (McPherson, Smith-Lovin & Cook, 2001). Thus, similar to previous 
research (Ein-Gar & Levontin, 2013; Kogut & Ritov, 2005; Sierra et al., 2009), we manipulate 
model group belonging through ethnicity. In the in-group conditions, the woman or the group 
were (white) Caucasian, because almost 90% of the French population is Caucasian (Economist, 
2009). For the out-group conditions, we wanted to select an ethnicity that would easily be 
recognized as “non-Caucasian”. Additionally, the ethnicity had to be relatively rare in France, so 
that French individuals would likely view these people as out-group members. Asians are the 
smallest ethnic minority in France (Economist, 2009). We therefore selected an Indian woman 
and a small group of Indians for the out-group conditions. France does not have a complex 
history with India, in comparison to some of their former colonies. The stimuli were developed in 
French (see Appendix 8). 
We collected data in France through an online panel of a professional market research agency. 
We asked for the ethnicity of the respondents to check whether they were (white) Caucasian, and 
removed those who were not. We also removed respondents who did not answer correctly on a 
control item (“If you are answering this survey, please indicate strongly agree”), who completed 
the questionnaire in less than 350 seconds, or who spent 3 seconds or less on the page which 
contained the stimulus. The final sample contains 172 respondents (age: 41.24 years, 46% male).   
Respondents were first asked to report their ethnicity, age and gender (see Appendix 9 for 
questionnaire). Next, they were randomly exposed to one of the four test charity appeals, and 
subsequently they answered the dependent variables: attitude toward the charity (3 items, 
Cronbach’s alpha: .95, (Dean, 2002)), interest to get extra information about the charity (1 item) 
and intention to donate money to the charity (1 item). All constructs were measured on seven-
point Likert-type scales. Lastly, the respondents had to indicate their Schwartz values. We used 
the short Schwartz values survey, where the importance of each of the ten values is rated on a 
seven-point scale (one item per value) (Lindeman & Verkasalo, 2005). Based on the theoretical 
justification explained above, we merged three values type: conservation (values: security, 
tradition and conformity, Cronbach’s alpha: .80), self-enhancement, (values: achievement and 
power, Cronbach’s alpha: .87) and openness-to-change (values: self-direction and stimulation, 
Cronbach’s alpha: .73). We discuss hedonism, universalism and benevolence separately. 
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We conducted median splits on each of the six Schwartz value dimensions to form groups (Table 
6.2). Based on the individual scores on the Schwartz values, we categorize people into low versus 
high value groups. When the mean is higher than the median, the cases with the median values 
are assigned to the lowest group. When the mean is lower than the median, the cases with the 
median values are assigned to the highest group. Table 6.2 summarizes the different groups.  

Table 6.2: Schwartz-groups based on a median split 

 Low group High group T-test between values 
 N  M  SD N  M SD t-value p 
Conservation 98 4.54 0.89 74 6.31 0.48 t (155) = -16.70 <.001 
Openness-to-change 86 4.49 0.67 86 5.98 0.51 t (159) = -16.30 <.001 
Self-enhancement 106 3.26 1.19 66 5.43 0.53 t (157) = -16.31 <.001 
Hedonism 117 4.09 1.07 55 6.38 0.50 t (170) = -19.28 <.001 
Universalism 129 4.97 1.04 43 7.00 0.00 t (128) = -22.23 <.001 
Benevolence 119 5.37 0.86 53 7.00 0.00 t (118) = -20.63 <.001 
 
We conduct 2 (model group belonging: in-group vs. out-group) x 2 (singularity of the model: 
individual vs. group) x 2 (Schwartz value: low vs. high) MANOVAs for three dependent 
variables: attitude toward the charity, interest in additional information about the charity and 
intention to donate money to the charity. The analyses are done for three Schwartz value types 
and three Schwartz values separately: conservation (security, tradition, and conformity), self-
enhancement (power and achievement), openness-to-change (self-direction and stimulation), 
hedonism, universalism, and benevolence. Next, we conduct ANOVA’s for the three dependent 
variables separately. In Appendix 10, the MANOVAs and the means per condition are given.  

5. HYPOTHESES TESTING  

5.1 Conservation 

Table 6.3 show the results of the ANOVA. There is no two-way interaction between conservation 
and model group belonging, rejecting H1. There is a two-way interaction effect between the 
conservation groups and model singularity in the charity appeal for attitude toward the charity (p 
= .04). However, the Bonferroni-corrected post-hocs are not significant (Table 6.4). Since 
conservation is a collectivistic value, we expected that the high conservation group would prefer 
the group stimuli. This pattern is indeed found, but the tests do not reach significance, thus we 
reject H2.  
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Table 6.3: Conservation x model singularity x model group belonging: ANOVA results 

Source df Att. Charity Information Donate money 
F p F p F p 

Model 7 2.813 .009 1.766 .097 .591 .763 
Intercept 1 3083.742 <.001 819.317 <.001 699.818 <.001 
Conservation  1 5.012 .027 2.700 .102 .170 .680 
Model singularity 1 .136 .712 .105 .746 .026 .872 
Model group belonging 1 .130 .719 1.378 .242 .989 .321 
Model singularity x model group 
belonging 

1 
8.172 .005 2.674 .104 1.265 .262 

Conservation x model singularity 1 4.402 .037 2.075 .152 1.124 .291 
Conservation x model group 
belonging  

1 
.637 .426 1.916 .168 .433 .512 

Conservation x model singularity x 
model group belonging 

1 
2.775 .098 2.777 .098 .552 .459 

Table 6.4: Post-hoc test for two-way interaction effect between conservation and model 
singularity 

Conservation Model singularity Attitude toward the charity 
Mean  SD  Sig. 

Low Group 4.44 .16 .19 
Individual 4.74 .16 

High Group 5.19 .18 .11 
Individual 4.76 .19 

 

5.2 Self-enhancement 

There is a significant interaction effect between model group belonging and self-enhancement for 
interest in additional information (p = .02) and intention to donate money (p = .01) (Table 6.5). 
The Bonferroni-corrected post-hoc tests in Table 6.6 indicate that for the high self-enhancement 
group, the in-group stimuli lead to more interest in extra information and a higher intention to 
donate money, in comparison with the out-group stimuli. This confirms H3b and H3c. There is 
no interaction between model singularity and self-enhancement, rejecting H4.  
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Table 6.5: Self-enhancement x model singularity x model group belonging: ANOVA results 

Source df Att. Charity Information Donate money 
F p F p F p 

Model 7 1.336 .236 1.429 .197 1.349 .230 
Intercept 1 2695.209 <.001 747.749 <.001 673.803 <.001 
Self-enhancement 1 .598 .440 .161 .689 .154 .695 
Model singularity 1 .034 .853 .005 .946 .079 .779 
Model group belonging 1 .616 .434 2.374 .125 2.052 .154 
Model singularity x model group 
belonging 

1 
5.528 .020 3.162 .077 2.208 .139 

Self-enhancement x model 
singularity 

1 
1.495 .223 .072 .788 .143 .706 

Self-enhancement x model group 
belonging  

1 
.819 .367 5.755 .018 7.057 .009 

Self-enhancement x model 
singularity x model group belonging 

1 
.038 .846 1.249 .265 .286 .593 

Table 6.6: Post-hoc tests for two-way interaction effect between self-enhancement and model 
group belonging  

Self-
enhancement 

Model group 
belonging 

Interest in additional 
information 

Intention to donate 
money 

Mean  SD Sig. Mean  SD Sig. 

Low In-group 3.42 .22 .49 2.97 .20 .33 
Out-group 3.65 .24 3.25 .22 

High In-group 4.16 .29 .01 3.50 .26 .01 
Out-group 3.12 .29 2.54 .26 

5.3 Openness-to-change 

There are no two-way interactions with model group belonging or model singularity, rejecting H5 
and H6 (Table 6.7).  
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Table 6.7: Openness-to-change x model singularity x model group belonging: ANOVA results 

Source df Att. Charity Information Donate money 
F p F p F p 

Model 7 4.011 <.001 3.337 .002 1.304 .251 
Intercept 1 3253.035 <.001 869.117 <.001 730.296 <.001 
Openness-to-change 1 20.776 <.001 17.667 <.001 5.428 .021 
Model singularity 1 .000 .994 .003 .959 .007 .932 
Model group belonging 1 .183 .669 1.020 .314 .823 .366 
Model singularity x model group 
belonging 

1 
7.057 .009 2.203 .140 1.188 .277 

Openness-to-change x model 
singularity 

1 
.259 .612 .288 .592 .175 .676 

Openness-to-change x model group 
belonging  

1 
.006 .940 2.701 .102 1.756 .187 

Openness-to-change x model 
singularity x model group belonging 

1 
.233 .630 .008 .927 .034 .854 

5.4 Hedonism 

No interaction effect is found between model group belonging and hedonism, rejecting H7 (Table 
6.8). There is a significant two-way interaction between the hedonism groups and model 
singularity for intention to donate money (p = .02). Table 6.9 shows the Bonferroni-corrected 
post-hoc tests for hedonism x model singularity. For the high hedonistic group, an individual 
model leads to higher intention to donate money than the group. Since hedonism is an 
individualistic value, this confirms H8b for intention to donate money.  
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Table 6.8: Hedonism x model singularity x model group belonging: ANOVA results 

Source df Att. Charity Information Donate money 
F p F p F p 

Corrected model 7 3.903 .003 2.429 .524 1.478 .178 
Intercept 1 3440.402 <.001 1916.418 <.001 650.759 <.001 
Hedonism  1 14.144 .001 3.721 .248 1.079 .301 
Model singularity 1 .268 .641 .583 .647 .725 .396 
Model group belonging 1 .121 .754 .930 .563 .190 .664 
Model singularity x model group 
belonging 

1 5.222 .041 4.921 .184 1.363 .245 

Hedonism x model singularity 1 3.247 .105 5.410 .164 6.020 .015 
Hedonism x model group 
belonging  

1 2.070 .195 1.191 .512 1.582 .210 

Hedonism x model singularity x 
model group belonging 

1 .617 .479 .022 .929 .001 .973 

Table 6.9: Post-hoc test for two-way interaction effect between hedonism and model singularity  

Hedonism Model singularity Intention to donate money 
Mean SD Sig. 

Low Group 3.20 .20 .15 
Individual 2.81 .19 

High Group 2.86 .28 .05 
Individuals 3.67 .30 

5.5 Universalism  

There is no interaction between model group belonging and universalism groups, rejecting H9 
(Table 6.10). There is a significant interaction effect between universalism and model singularity 
for interest in extra information (p= .04). The Bonferroni-corrected post-hoc tests in Table 6.11 
have the expected pattern, namely that for the high universalism group, the group stimuli lead to 
more interest in extra information. However, the post-hocs test is not significantly different. Thus 
we have to reject H10.  
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Table 6.10: Universalism x model singularity x model group belonging: ANOVA results 

Source df Att. Charity Information Donate money 
F p F p F p 

Model 7 4.575 <.001 2.939 .006 1.529 .161 
Intercept 1 2530.420 <.001 657.889 <.001 571.176 <.001 
Universalism  1 23.363 <.001 8.066 .005 6.952 .009 
Model singularity 1 .059 .808 .658 .418 .080 .778 
Model group belonging 1 1.656 .200 1.742 .189 1.828 .178 
Model singularity x model group 
belonging 

1 
5.445 .021 .833 .363 .655 .419 

Universalism x model singularity 1 .303 .583 4.455 .036 .760 .385 
Universalism x model group 
belonging  

1 
.058 .810 .010 .919 .069 .793 

Universalism x model singularity 
x model group belonging 

1 
.060 .807 1.960 .163 .335 .564 

Table 6.11: Post-hoc test for two-way interaction effect between universalism and model 
singularity  

Universalism Model singularity Interest in additional information 
Mean  SD Sig. 

Low Group 3.16 .20 .18 
Individual 3.54 .20 

High Group 4.61 .36 .10 
Individual 3.75 .36 

5.6 Benevolence 

For benevolence, there are no two-way interaction effects (rejecting H11, H12), but there is a 
three-way interaction for attitude toward the charity (p = .02) (RQ) (Table 6.12). The plots are 
shown in Figure 6.2 and the Bonferroni-corrected post-hoc test in Table 6.13. We find that for the 
high benevolence group, the in-group leads to higher attitude toward the charity than the out-
group. This is what we expected in H11, namely that the in-group would be preferred by the high 
benevolence group instead of the out-group. For the individual model, there is no difference 
between in- and the out-group condition. There are no significant simple effects between model 
singularity and model group belonging for the low benevolence group.  
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Table 6.12: Benevolence x model singularity x model group belonging: ANOVA results 

Source df Att. Charity Information Donate money 
F p F p F p 

Model 7 3.592 .001 1.993 .059 .962 .461 
Intercept 1 2810.867 <.001 753.378 <.001 631.287 <.001 
Benevolence  1 12.588 .001 9.194 .003 2.037 .155 
Model singularity 1 .514 .474 .271 .604 .234 .629 
Model group belonging 1 .823 .366 2.001 .159 1.460 .229 
Model singularity x model group 
belonging 

1 11.486 .001 3.185 .076 2.505 .115 

Benevolence x model singularity 1 1.027 .312 .959 .329 .797 .373 
Benevolence x model group 
belonging  

1 
.115 .735 .247 .620 .409 .523 

Benevolence x model singularity x 
model group belonging 

1 
5.254 .023 1.118 .292 1.987 .161 

Table 6.13: Post-hocs tests for three-way interaction effect between benevolence, model 
singularity and model group belonging  

Benevolence  Model singularity   Model group belonging     Attitude toward the charity 
Mean  SD Sig. 

Low Group In-group 4.68 .19 .28 
Out-group 4.37 .21 

Individual In-group 4.53 .19 .74 
Out-group 4.63 .22 

High Group In-group 6.00 .33 .003 
Out-group 4.73 .27 

Individual In-group 4.64 .33 .07 
Out-group 5.45 .29 
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Figure 6.2: Attitude toward the charity: Three-way interaction between benevolence, model 
singularity and model group belonging  

 

6. DISCUSSION AND CONCLUSION 

This study looks into the moderating effects of personal Schwartz values on the effect of model 
singularity and model group belonging in a charity appeal. 
There is no interaction between the conservation value type and model group belonging. We 
expected that high conservation values would lead to a higher willingness to help in-group 
members. Previous research found that individuals with high conservation values have negative 
attitudes toward immigration (Davidov & Meuleman, 2012; Schwartz, 2010), exhibit greater 
degrees of in-group favouritism (Feather, 1994) and have no interest in meeting people for out-
groups (Sagiv & Schwartz, 1995). However, this does not appear to have an effect on outcomes 
toward a charity appeal. This could be because the outcomes variables (attitude toward the 
charity, interest in additional information, intention to donate money) do not affect personal and 
social security, the preservation of traditions or of norms. Thus model group belonging is not 
relevant for groups differing in conservation. We found that for the high conservation group, the 
group of people stimuli lead to a more positive attitude toward the charity than the individual 
stimuli, but this difference is not significant in the post-hoc test. This result appears to be 
consistent with the congruity theory since conservation is a collectivistic value. 
Regarding self-enhancement, which contains power and achievement values, we found that in the 
high self-enhancement group, the in-group stimuli lead to more interest in extra information and a 
higher intention to donate money, in comparison with the out-group stimuli. This is consistent 
with our hypothesis. Previous research has also found that self-enhancement is positively 
correlated with in-group favouritism (Feather, 1994). We expected that self-enhancement would 
lead to a preference for the individual model, which is not confirmed. Since self-enhancement 
values reflect the motivation to promote one’s own interests and they attribute greater worth to 

4.2

4.4

4.6

4.8

Indidual Group

A
tt

itu
de

 to
w

ar
d 

th
e 

ch
ar

ity

Singularity

Low benevolence

In-group Out-group

4.4
4.6
4.8

5
5.2
5.4
5.6
5.8

6
6.2

Indidual Group

A
tt

itu
de

 to
w

ar
d 

th
e 

ch
ar

ity

Singularity

High benevolence

In-group Out-group



Cross-cultural differences in consumer responses to marketing communications and branding 

 140 

personal gain, one could argue that it does not matter much whether the high self-enhancement 
individual is helping an individual or a group. 
Third, openness-to-change, which consists of self-direction and stimulation values, had no 
interaction effects with model group belonging or model singularity. We expected that 
individuals with high openness-to-change would prefer an individual in the appeal and the out-
group stimuli. However, this was not the case. We did find a main effect on three dependent 
variables, indicating that the high openness-to-change group has a more positive attitude toward 
the charity, more interest in extra information and a higher intention to donate money, than the 
low openness-to-change group. When prosocial behaviour leads to opportunities for his or her 
freedom, creativity, curiosity, or arousal, individuals with high openness-to-change value type 
will engage in prosocial behaviour (Schwartz, 2010). This may indicate that people who value 
openness-to-change are more inclined to react positive to a charity appeal, independent of the 
framing technique used, when this leads to an opportunity. People who value self-direction prefer 
to make independent judgements based on their own experience and do not conform to any 
cultural pressures (Sagiv & Schwartz, 1995), which can mean they are less influenced by 
message framing techniques.  
Hedonism had no interaction with model group belonging. Previous research has also found no 
correlation with interest in out-group social contact (Sagiv & Schwartz, 1995). Since people with 
high hedonistic values are mainly focused on gaining personal gratification and pleasure, it does 
not matter whether they are helping an in- or out-group member. For the highly hedonistic group 
of message recipients, an individual model leads to higher intention to donate money than the 
group. This is consistent with congruity theory, since hedonism is an individualistic value 
(Schwartz, 1992). 
Regarding universalism, no interaction is found with model group belonging. Since universalism 
focuses on understanding, appreciation, tolerance, and protection for the welfare of all people 
(Schwartz, 2012), the results could indicate that model group belonging does not matter. There is 
a main effect of universalism on attitude toward the charity and interest in additional information, 
indicating that higher universalistic individuals have a higher tendency to help, independent of 
the persons in the charity appeal. Joireman and Duell (2007) indicated that people high in self-
transcendent values generally evaluate charities more favourably. Since universalism is one of the 
two values of self-transcendence, our results support this finding. Further, the results indicate that 
for the high universalism group, the group of people stimuli lead to more interest in additional 
information than stimuli showing individuals. This is consistent with our hypothesis since 
universalism is a collectivistic value. However, none of the post-hoc tests were significant.  
Concerning benevolence, we found a three-way interaction. There are no significant differences 
in the low benevolence group. The pattern for the high benevolence group indicates that the 
group of people that are member of the same in-group leads to a higher attitude toward the 
charity. We expected that individuals with high benevolence values would have better outcome 
variables towards the in-group in comparison with the out-group. This is found, but only when 
the appeal depicts a group of people, not an individual model. Thus, for an individual model, the 
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high benevolence individuals like to help and the model group belonging does not matter. This 
could be because one individual will not threaten the loyalty towards the in-group. However, for 
a group of people, the loyalty toward the in-group will become stronger. As Doran (2010) found, 
feeling responsible for one’s in-group can prevent consumers from identifying with, empathizing 
with, and subsequently sharing resources with out-group members. We discovered that the effect 
of in-group favouritism is only found for a group of people.  
Note that for attitude toward the charity, there is a consistent interaction effect between model 
singularity and model group belonging. When a group of people is depicted in a charity appeal, it 
is important that the people shown are members of the message recipients’ in-group, in terms of 
ethnicity, and not of the out-group. This could be because showing members of message 
recipients’ in-group in a charity appeal decreased the psychological distance between the group 
of people depicted and the message recipient. For charity appeals depicting an individual model, 
it does not matter whether that model corresponds to the message recipient’s in-group or out-
group. This could be because the psychological distance is already small, and it therefore does 
not matter whether the person is part of the message recipient’s in-group or out-group. 
Overall, we find limited support for the congruity theory for the interaction between singularity 
of the models and the Schwartz values. For hedonism, an individualistic value, we have better 
outcome variables when an individual model is depicted, than when a group is depicted. 
Collectivistic values, namely universalism and conservation, lead to better responses to a group 
charity appeal, although the post-hoc tests were not significant. For openness-to-change and self-
enhancement, there is no difference between individual and group stimuli, and for benevolence 
there is a three-way interaction. The congruity theory indicates that adapting persuasive appeals 
to the audience’s values would lead to successful persuasion (Luna & Gupta, 2001). However, 
empirical studies that examine the congruity theory are inconclusive. For example, Aaker and 
Williams (1998) found that an individualistic country (the U.S.) preferred appeals relying on 
other-focused emotions instead of ego-focused emotions, while a collectivistic country (China) 
preferred ads with ego-focused emotions. The novelty of these appeals increased the amount of 
elaboration, which generated positively valenced thoughts, which led to more favourable 
attitudes. This indicates that there are several mechanisms that impact the processing of an 
appeal, and congruency between the ad and the values of the respondent will not automatically 
lead to higher outcome variables.  
Previous research has found that respondents prefer models of the same ethnicity (Brumbaugh & 
Grier, 2006; Qualls & Moore, 1990). However, our results show that in the context of a charity 
appeal, it is more effective for certain individuals, since it will depend on the values of the 
individuals. For high self-enhancement individuals, the in-group stimuli lead to more interest in 
additioanl information and a higher intention to donate money, in comparison with the out-group 
stimuli. For the high benevolence group, the in-group of people leads to better attitude toward the 
charity than the out-group of people.  
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7. IMPLICATIONS 

This paper examines two framing techniques in a charity appeal: model singularity (individual vs. 
group) and model group belonging (in-group vs. out-group). Managers should be aware that 
Schwartz’s values will impact the responses to charity appeals. Respondents with more 
collectivistic values (i.e., universalism and conservation) will prefer to see groups in a charity 
appeal, while respondents with individualistic values (i.e., hedonism) will prefer to see an 
individual. Additionally, high self-enhancement and high benevolence individuals prefer to see 
individuals of their own in-group, instead of their out-group. On the other hand, openness-to-
change leads to a higher intention to help, independent of the framing techniques.   

8. LIMITATIONS AND FURTHER RESEARCH 

There are several limitations to this study that encourage further research. First, the charity in the 
appeal was decreasing the digital gap. Charity appeals of other types such as issue-related 
charities (abortion rights, for example) or corporate giving (the act of for-profit companies 
donating some of their profits or resources to charity) may generate different results (Laufer et 
al., 2010). The charity in the current study is also focused on a secondary need. The results could 
be different if a primary need is examined. Further, different types of charities will generate 
different responses from message recipients based on their values. In what areas someone wants 
to contribute and help, will largely depends on his or her view of the “ideal” world. What that 
ideal world looks like depends on one’s value system (Bekkers & Wiepking, 2010). Through 
giving, donors may wish to make the distribution of wealth and health more equal; they may wish 
to reduce poverty, empower women, safeguard human rights, to protect animals, wildlife, or the 
ozone layer. Donors may also have objectives that are partisan or even terrorist. Similarity 
between personal values and the choice of charitable organizations increases the probability that a 
donation to that particular organization is made (Bennett, 2003). Second, we did not measure the 
respondents’ actual behaviour concerning money or time donation. Further research could, for 
example, give respondents a certain amount of money to either keep or divide between different 
charities or conduct a field experiment where actual donations can be monitored. Third, the 
combination of models with various ethnicities can be examined. It would be interesting to 
investigate how mixed groups are evaluated. Fourth, we only tested model group belonging based 
on ethnicity. This could partly explain the few interactions with model group belonging. There 
are several factors that can impact the categorisation of individuals in in- or out-group such as 
religion, status difference, age, gender, education. Different ways of categorisation could lead to 
different results. For example, we did not found an interaction found between model group 
belonging and conservation. If we manipulated model group belonging based on status 
differences, the results could be different. This is an interesting avenue for further research.   
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Chapter 7. Conclusions 

In this concluding chapter, the overall research question is addressed, followed by the key 
findings per chapter. Next, the five key contributions of this dissertation are discussed. 
Suggestions for further research follow. The last part describes the managerial implications of the 
findings.  

1. ADDRESSING THE RESEARCH QUESTION 

As stated in the introduction, the main research question of this dissertation is:  
 

What is the moderating role of cultural values on how individuals respond to different 
forms of marketing communication? 

 
This question is answered by looking at different cultural variables, which are selected from three 
cultural frameworks, in two advertising contexts: commercial and social-profit advertisements. I 
look at two different forms of marketing communication: symbols (Chapter 2 and 3) and heroes 
(Chapter 4, 5 and 6). Further, I selected six countries based on relevant cultural differences. By 
doing this, I ended up with a broad overview of possible moderating influences of cultural 
variables on responses to different forms of persuasive communication in different contexts.   
 
Overall, all chapters indicate that cultural values are relevant moderators to take into account. 
Chapter 2 finds that consumer culture has an influence on which cues determine perceived brand 
globalness. Chapter 3 indicates that uncertainty avoidance and anxiety in general life impacts the 
processing of fear appeals. Low uncertainty avoidant and low anxiety individuals focus more on 
the cognitions of a health risk message. Chapter 4 builds on this and extends the framework with 
perceived source credibility. Compared to low power distant individuals, high power distant 
individuals attach more weight to the credibility of a source. The results in Chapter 5 show that 
higher masculinity, higher power distance, and lower feminine role orientation lead to more 
positive ad and brand attitudes for stereotypical model portrayals. Assertive individuals prefer an 
assertive portrayal, for both male (i.e., stereotypical) and female (i.e., counter-stereotypical) 
models. Chapter 6 shows that the several Schwartz values have an impact on responses to charity 
appeals in which model singularity and model group belonging are used as framing techniques. 
These moderating effects are now discussed in detail per chapter.  
 
Chapter 2 investigates the antecedents of perceived brand globalness, as well as the moderating 
influence of product involvement and consumer culture on this perception. Overall, advertising 
copy is the symbol that leads to the highest perceived brand globalness, followed by the 
spokesperson, the brand name, and the brand logo. This result is moderated by product category 
and consumer culture. For low-involvement products, the peripheral cues (i.e., spokesperson and 
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brand logo) are relatively more important. For high-involvement products, the central cues (i.e., 
the verbal cues: advertising copy and brand name) are more relevant to create the perception of 
perceived brand globalness. Local-minded consumers are more driven by central cues (i.e., the 
verbal cues), while global consumers are more led by visual cues. This could be explained by the 
different attitude they have towards global brands. Local consumers are more driven by central 
cues because local advertising elements have often been related to self-congruity and self-
relevant thinking, which could be a more cognitive and central process. On the other hand, global 
brands symbolize global status and prestige for global consumers. Hence, they attach more 
weight to cues that signal their membership of this particular group.  
 
Chapter 3 investigates the effect of culture-related individual characteristics—uncertainty 
avoidance, anxiety in general life, and chance belief—on the processing of symbols in fear 
appeals. Positive responses to fear appeals are evoked if they include a strong efficacy 
component. Uncertainty avoidance and anxiety in general life moderate the processing of health 
risk messages, while chance belief does not. Uncertainty avoidance has a strong impact on 
perceived efficacy, in that it strongly affects message outcomes for low-uncertainty avoidant 
individuals. This can be attributed to the fact that a high-uncertainty avoidant individual tends to 
hold lower perceptions of self-efficacy (Sánchez-Franco et al., 2009). Because high-uncertainty 
avoidant individuals feel they have little control over their lives (Hofstede, 2001), efficacy 
matters less for them than for low-uncertainty avoidant individuals. Regarding anxiety in general 
life, low-anxiety individuals focus more on cognitions than on fear. It is also more difficult to 
evoke fear with these individuals. High-anxiety individuals focus less on cognitions and are more 
led by fear.  
 
Chapter 4 examines the relationship between perceived source credibility and message 
compliance, which is mediated by perceived threat and perceived efficacy. Uncertainty avoidance 
and power distance are moderators for these relationships. Overall, a credible spokesperson (i.e. 
the reference person in the ad) leads to higher perceived efficacy, higher perceived threat and 
higher message compliance. The direct relationship between source credibility and message 
compliance is stronger when power distance increases. On the other hand, the indirect effect of 
perceived source credibility on message compliance through perceived efficacy decreases when 
power distance increases. These results indicate that high power distant individuals focus more 
on source credibility, while low power distant individuals focus more on the message content 
itself (Hornikx & Hoeken, 2007; Pornpitakpan & Francis, 2000; Tyler et al., 2000). The effects of 
perceived source credibility on message compliance through perceived efficacy are stronger 
when uncertainty avoidance increases. When uncertainty avoidance increases, perceived source 
credibility has a more positive influence on perceived efficacy, which has a positive effect on 
message compliance. Thus, in comparison with low uncertainty avoidant individuals, high 
uncertainty avoidant individuals rely more on highly credible sources because their advice leads 
to a stronger perception of efficacy (Paek, 2005; Pornpitakpan & Francis, 2000). 
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Chapter 5 investigates the moderating role of cultural values on consumer responses to 
advertisements differing in their degree of gender stereotyping, and whether these responses are 
similar for both male and female gender role portrayals. In general, higher degrees of perceived 
stereotyping of the model (i.e., reference person in the ad) lead to more positive ad and brand 
attitudes. This is especially true for male role portrayals, and to a lesser extent for female role 
portrayals. These results are moderated by four cultural values: masculinity, power distance, 
assertiveness and feminine role orientation. A higher degree of masculinity and a lower degree of 
feminine role orientation lead to more positive ad and brand attitudes when stereotyping 
increases. When I consider individuals with differing degrees of power distance and assertiveness 
values, the gender of the model matters. More power distant and more assertive individuals 
respond especially favourable to male gender role stereotyping. More assertive individuals 
respond negatively to female gender role stereotyping since they value assertiveness for both men 
and women.  
 
Chapter 6 investigates the effect of two framing techniques in a charity appeal, namely model 
singularity (whether a single model vs. a group is depicted) and model group belonging (whether 
the depicted models are part of the message recipients’ in-group vs. out-group). The moderating 
effects of three Schwartz value types (i.e., conservation, self-enhancement, openness-to-change) 
and three Schwartz values (hedonism, universalism, benevolence) are examined. Based on data 
collected in France, I tested the effects of model group belonging (in-group vs. out-group), model 
singularity (individual vs. group) and Schwartz values (low vs. high) on attitude toward the 
charity, interest in extra information about the charity and intention to donate money to the 
charity. There are no main effects of model group belonging and model singularity on ad 
attitudes in a charity appeal. Regarding the interaction between the Schwartz values and the 
singularity of the model, I find that individuals that score high on hedonism, a more 
individualistic value, have a more positive attitude toward the charity appeal depicting an 
individual, in comparison with a group. Individuals that score high on universalism and 
conservation, two collectivistic values, report a more positive attitude toward the charity appeal 
depicting a group than an individual. With respect to model group belonging (in-group vs. out-
group), the results show that individuals that score high on self-enhancement report a greater 
interest in additional information and have a higher intention to donate money with the depiction 
of in-group members, compared to out-group members. For benevolence, the results show a 
three-way interaction. For individuals high on benevolence, the in-group of models leads to 
higher attitudes toward the charity, in comparison to the out-group of models. When an 
individual is depicted, the model group belonging does not matter. For low benevolence 
individuals, there are no differences found between model group belonging and model 
singularity.  

2. CONTRIBUTIONS 

Overall, this dissertation makes five key contributions, which are discussed in detail below. 
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2.1 Testing boundary conditions of existing theories  

First, I test the boundary conditions of well-know and frequently used theoretical frameworks by 
adding personal cultural values. Most of the principal theories associated with consumer 
behaviour have been traditionally developed by U.S. researchers and tested in the U.S. and China 
(Engelen & Brettel, 2011; Lee & Green, 1991). A question that has been posed by consumer 
researchers concerns the applicability and cross-cultural generalizability of these theories outside 
of the United States (Luna & Gupta, 2001; Taylor, 2005). As international advertising has 
considerable room for growth in terms of theory development, testing of existing theories and the 
creation of new theories are needed (Taylor, 2005).  
 
This dissertation tests the consumer culture positioning theory (Alden et al., 1999) in Chapter 2, 
the Extended Parallel Processing Model (Witte, 1992) in Chapter 3, the Protection Motivation 
Theory (Rogers, 1975) in Chapter 4, the social role theory (Eagly & Steffen, 1984) in Chapter 5, 
and the social identity theory (Tajfel, 1982) in Chapter 6. I find support for these theories in a 
cross-cultural setting, but I also find that there are boundary conditions to these theories. Chapter 
2 empirically tests the local vs. global consumer culture positioning based on the semiotics theory 
(Alden et al., 1999) for the first time to our knowledge. The global consumer culture positioning 
receives support since all cues indicated by Alden et al. (1999) indeed lead to higher perceived 
brand globalness. However, the relative importance of cues is moderated by product category 
involvement and consumer culture orientation. In Chapter 3 and 4, I find that the processing of 
health risk messages is influenced by cultural values. Chapter 3 indicates that uncertainty 
avoidance and chance belief locus of control impact the key responses in the Extended Parallel 
Processing Model (Witte, 1992). Chapter 4 shows that power distance and uncertainty avoidance 
are moderators for the Protection Motivation Theory (Rogers, 1975) and one of their antecedents, 
namely perceived source credibility. In Chapter 5, I find that, consistent with social role and 
congruity theory, a higher congruity between the accepted gender roles in a society and the 
gender role in the ad leads to more positive affective responses (Eagly & Karau, 2002). This is 
further moderated by masculinity, power distance, assertiveness, and feminine role orientation. 
Chapter 6 looks into the social identity theory, and how group belonging can affect responses to 
charity appeals (Tajfel, 1982). The results indicate that Schwartz values and singularity of the 
models will moderate responses to in- or out-group members. 
 
Overall, the results indicate that while most of the theories explain reactions to appeals well, 
cultural values have a significant influence on the strength of these reactions. By conducting this 
type of studies, researchers develop a more nuanced insight into which cultural values lead to 
boundary conditions of effects in the theories they use.  
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2.2 The sample of countries  

The second contribution of this dissertation is the wide range of countries in which data is 
collected. Six European countries were selected based on relevant cultural differences, as in best 
practice.  
 
Most studies in cross-cultural research have taken places in the United States and China (Engelen 
& Brettel, 2011). Khang, Han, Shin, Jung and Kim (2015) conducted a content analysis of 496 
articles in 16 advertising, communication, and marketing journals between 1963 and 2014. The 
results revealed that the United States (24%) has been the most frequently explored country in 
international advertising research, followed by China (11%), the United Kingdom (9%), Japan 
(8%), Germany (6%), France (6%), and South Korea (6%). The finding also indicates that the 
United States has maintained its top-ranked position as the most frequently examined nation in 
international advertising research over the past 50 years. Notably, Asian countries, such as China, 
South Korea, and Hong Kong, have appeared in international advertising research more 
frequently since the mid-1990s, while research in European countries has remained relatively 
constant. Hence, this dissertation focuses on less-examined countries. I look at the Netherlands 
(Chapter 2), Ireland and Belgium (Chapter 3 and 4), Sweden and Germany (Chapter 5) and 
France (Chapter 6).  

2.3 The use of experiments and wide range of multivariate analyses 

The third contribution is the use of experiments within most of my studies. The use of 
experimental designs allows me to discuss causality rather than just correlations. Further, 
conjoint analysis (Chapter 2) has, to my knowledge, not been used before in the context of 
international advertising. 
 
Overall, experiments have not been used frequently in cross-cultural marketing. Of the 496 
articles Khang et al. (2015) analysed, about 69% of the studies referenced were found to be 
quantitative, followed by qualitative (13%), critical (10%), and mixed methods (10%). The 
results indicate that the most frequently employed method for international advertising research 
was surveys (28%), followed by content analysis (23%), experiment (14%), and critique (9%). 
Overall, the standards called for in methodological discussions in cross-cultural research are not 
being met (Hult et al., 2008). Each experiment in this dissertation is based on best practices in 
cross-cultural research. In each chapter, attention is paid to equivalence in terms of translation, 
data collection and measurements. Additionally, by pretesting stimuli, I try to achieve 
manipulations of the independent variables that are as “clean” as possible. 
 
Over the five research chapters in this dissertation, I study a broad range of outcome variables, 
including attitude toward the advertisement and brand, message compliance, message reactance, 
attitude toward the spokesperson, and perceived brand globalness. I also use different analytical 
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techniques, including a conjoint analysis, structural equation modelling, a moderated mediation 
model, regression analysis, and MANCOVAs. In international advertising research, descriptive 
statistical analysis, such as frequency (26%) and mean (13%), are most frequently applied, 
followed by chi-square (13%), analysis of variance (ANOVA) (11%), regression analysis (8%), 
and structural equation modelling (5%) (Khang et al., 2015). There is a shift from descriptive 
statistical analyses toward multivariate techniques (especially MANOVA/MANCOVA and 
structural equation modelling) in recent years (Engelen & Brettel, 2011; Khang et al., 2015). The 
movement toward multivariate techniques is a positive one because structural equation modelling 
allows the depiction of more complex theoretical frameworks which is shown in Chapter 3, and it 
is the major method used in assessing the measurement equivalence of the constructs, as used in 
Chapter 3, 4 and 5.  
 
Experimentation provides a powerful tool for identifying the limits of the influence of culture - 
that is, understanding when cultural values will have an influence, and when they will not 
(Leung, Bhagat, Buchan, Erez & Gibson, 2005). Thus, experimental research on various 
executional variables in different countries is needed to better understand which advertising 
techniques are effective (Taylor, 2005). Hence, studies with cultural values as moderators 
increase the precision of our cultural models (Kirkman et al., 2006; Leung et al., 2005; Taras et 
al., 2010). I found a moderating effect of consumer culture (Chapter 2), uncertainty avoidance 
and anxiety in general life (Chapter 3), power distance and uncertainty avoidance (Chapter 4), 
masculinity, power distance, feminine role orientation and assertiveness (Chapter 5), hedonism, 
universalism, conservation, self-enhancement, benevolence, and conservation (Chapter 6). Thus 
my studies can be useful both in building theory on culture’s impact on advertising and in 
providing guidance for practitioners. More specific, when conducting cross-country comparisons, 
you cannot be sure which cultural dimensions are responsible for the differences. Most research 
selects countries that are culturally different on a lot of dimensions, since the researchers are not 
sure which cultural dimension will impact the differences. The results of this dissertation could 
be used to understand cross-country differences better since we understand which cultural values 
are driving the country-level differences. For example, Chapter 3 indicates that uncertainty 
avoidance and anxiety in general life have a moderating influence on the processing of fear 
appeals. Thus, we could select countries differing on only these two values, and see whether the 
findings are consistent with my results. If the findings are consistent with my findings, it is more 
likely that this effect is related to these two values. Another example is Chapter 4. The findings 
indicate that for the credibility of the spokesperson in a fear appeal, power distance has a stronger 
moderating effect on message compliance, than uncertainty avoidance (where there only was one 
marginally significant interaction effect). Thus, the next step could be to select two countries that 
only differ on power distance, and conduct a cross-country comparison. Lastly, Chapter 5 
indicates that the findings of the moderating effect of assertiveness values are most consistent 
with the country-comparison. This indicates that further research on stereotyping could include 
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country-comparisons based on the country-level scores on assertiveness values. Thus, my results 
help explain which cultural variables are responsible for possible cross-country differences.  

2.4 Measuring cultural values at the individual level  

The fourth contribution is that I measure the cultural dimensions at the individual level in all the 
chapters. Based on the results in this dissertation, I discuss two reasons why it is important to 
keep measuring cultural values at the individual level.   
 
First, by measuring individual cultural orientations, individual attitudes and behaviours can be 
linked to individual-level cultural orientations, because the data about cultural values, attitudes, 
and behaviours come from the same primary sources (individuals’ responses), instead of 
Hofstede’s data (secondary source) (Yoo et al., 2011). This was done in all chapters. I found that 
most of the individual cultural orientations had moderating effect on the individual-measured 
attitudes.  
 
Second, by measuring the cultural dimensions at the individual level, I was able to check whether 
the country choices that I made based on the theoretical differences were justified. Thus, I was 
able to do cross-country manipulation checks on the cultural dimensions (Taylor, 2005). Given 
today’s heterogeneity and mobility of the members of a nation and worldwide communication 
channels, assigning the country-level culture score to every member of the society becomes less 
meaningful (Yoo et al., 2011). However, the content analysis of Engelen and Brettel (2011) 
found that 80% of the studies that build upon the dimensions and country classifications of 
Hofstede (2001) use the indirect method. This means that they use data from existing research 
and assign country scores on cultural dimensions to the sample under consideration. The direct 
method, by contrast, employs primary data from the respondents in the sample. Although 
growing slightly in importance, only 20% of the studies in the current research use the direct 
value inference method for national culture assessment (Engelen & Brettel, 2011). I argue that 
the direct method should always be used.  
 
The majority of the individual-level data confirms the country-level findings of Hofstede (2001). 
The cultural characteristics of countries based on Hofstede’s data collection in 1980 are 
confirmed in most samples of my studies. Hofstede predicts a large difference between Ireland 
(UAI: 35/100) and Belgium (UAI: 94/100) in terms of uncertainty avoidance (Chapter 3 and 4). 
Belgium indeed scores significantly higher in comparison with Ireland on anxiety in general life, 
and chance belief, two variables related to uncertainty avoidance. However, there is no 
significant difference on Hofstede’s uncertainty avoidance in my sample (Chapter 3 uses the 
GLOBE measure, not reported in Chapter 4). Belgium did score higher on power distance than 
Ireland, which is consistent with Hofstede’s scores (Belgium: 65/100, Ireland: 28/100) (not 
reported in Chapter 4). Hofstede also predicts that Germany (MAS: 66/100) would be more 
masculine than Sweden (MAS: 5/100) (Chapter 5). This is also found in the sample used in this 



Chapter 7: Conclusions 

 151 

dissertation. In comparison with the Swedish respondents, Germans score significantly higher on 
Hofstede’s masculinity, Hofstede’s power distance and GLOBE’s assertiveness values and lower 
on feminine role orientation. These results indicate that Hofstede’s country scores are largely still 
applicable to the samples that I collected in the countries studied. Additionally, the fact that I 
found the same cultural values at the individual level as were predicted by Hofstede on a country-
level, indicates that Hofstede’s argument that the structure of values at the individual and country 
levels is not the same, is not valid. Values show substantial structural similarity, well beyond 
chance levels, across individual and country levels, which is also found by other researchers 
(Fischer et al., 2010). However, since the values do not always match the cultural values, it is not 
a one-one relationship between the individual value and the country value.  
 
Important to note is that the country-level differences could have implications on the individual-
level analyses. In Chapter 3, 4 and 5, I merge the respondents of two countries where I collected 
data. This could create bimodal distribution in the samples, with two different modes, instead of 
just one. This would have implications on the analyses since the distribution would no longer be 
normal. One solution would be not to merge the data and analyse the modes separately. However, 
as shown in the figures in Appendix 11, the distributions in the samples are normal. Overall, 
culture means do provide important information about cultural values in a group, but this statistic 
is too limited, as it ignores the nature of the distribution of values within the group and provides 
basically meaningless information in cases of bimodal, severely skewed, or otherwise non-
normal distributions (Taras et al., 2010). Thus it is important to look at the dispersion of the 
cultural values. 

2.5 Stress-test for the measurement of cultural values   

The last contribution of this dissertation is that I use relatively new scales to measure the 
Hofstede and GLOBE dimensions on an individual level, and thus to test the suitability of the 
scales.    
 
Since the GLOBE framework is relatively new, only a few studies have used the GLOBE 
framework. For example, Chan, Li, Diehl and Terlutter (2007) used it to examine how Chinese 
and German consumers react to print advertisements that are potentially offensive. However, they 
only used the GLOBE dimensions to describe the different cultures and did not measure them on 
an individual level. Chui and Kwok (2009) examine how national culture practice affects cross-
country variations in life insurance consumption. To proxy for national culture dimensions, they 
used the GLOBE dimensions, which they did not measure on an individual level. I did measure 
the GLOBE dimensions on an individual level and found that the scales could use further 
refinement. The data in Chapter 3 and Chapter 5 show problems with the internal reliability of 
some of the GLOBE scales. In Chapter 3, three out of the five items of the uncertainty avoidance 
scale had to be removed to reach a sufficiently high Cronbach’s alpha of .71. In Chapter 5, I 
could not use the GLOBE’s Gender Egalitarianism scale because the highest Cronbach’s alpha 
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that could be reached was .63 (after deleting one item). Smith (2006) indicates that the scales 
were not formed based on a broad range of items that were factored together, to determine 
whether a smaller number of dimensions could be extracted that would adequately summarize the 
variations between samples, which is the classic scale development approach. The formulation of 
the GLOBE dimensions was theory-driven, which is why the items expected to define these 
dimensions were factored together, and the expected structure was obtained. However, this could 
explain the rather weak performance of the scales in empirical research. Because the scales are 
relatively new, they have not been tested in a lot of different contexts. Thus there is no previous 
research that addressed these concerns with internal validity.  
 
However, also the convergent validity of Hofstede’s scales in Chapter 4 (uncertainty avoidance 
scale) and Chapter 5 (masculinity scale) was problematic. I use the scales developed by Yoo et al. 
(2011) to assess Hofstede’s cultural dimensions at the individual level. They tested the cross-
national generalizability in the U.S., South Korea, Brazil and Poland. In their paper, the 
convergent validity was modest, but they decided that is was considered satisfactory in that stage 
of scale development. The chapters in this dissertation use the scales in Western European 
countries, which could indicate a lack of generalizability of the Yoo et al. scales in Western 
Europe. However, there are also measurement problems with the original Values Survey Module 
scale of Hofstede, with unacceptably low internal consistencies (Spector, Cooper & Sparks, 
2001). Thus, further refining scales for measuring cultural values would offer an academic 
contribution in that it would allow understanding and measuring cultural variables on an 
individual level in a more accurate way.  

3. LIMITATIONS AND FURTHER RESEARCH  

There are several limitations to this dissertation that could inspire future research. First, I discuss 
the suggestions based on Luna and Gupta’s (2001) framework of cross-cultural behaviour. Next, 
I discuss some suggestions based on the individual-level measurement of the cultural values. 
Lastly, I point out some limitations of the experiments that I used throughout the dissertation and 
how this could lead to further research.  
 
All the dependent variables in my dissertation relate to the attitude/intention formation process. 
Further research could focus on other components of consumer behaviour, such as cognitions or 
actual behaviour as dependent variables. First, cognition includes any construct or process that 
refers to memory structures or self-construal. In combination with heroes, the process of 
perceptions of the spokespersons could be studied. What do consumers think about models in 
stereotypical ads (Chapter 5)? How does the meaning transfer process work for spokesperson of 
different ethnicities (Chapter 6)? In combination with symbols, cognition could focus on the 
impact of language. In Chapter 2, we used an English brand name and a Dutch slogan (although 
the content of the slogan was international) as international cues. How consumers process 
English ads could be tested. What connotations does the language in ads have? Second, 
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behaviour includes individual choices and behaviour patterns. Chapter 3 and Chapter 4 measure 
intention to comply with the health recommendations of the health risk message. By conducting a 
follow-up study, one could measure whether people actually complied with the recommendations 
in the message. Actual purchase behaviour could be researched as a follow-up of Chapter 5. 
Chapter 6 measures the intention to donate money, but giving the respondent money to either 
donate to a charity or keep it, could be a strong validation of our results.  
 
Further, I focus on symbols and heroes, but not on rituals, as manifestation of culture. Rituals are 
collective activities that are technically unnecessary to the achievement of desired ends, but that 
within a culture are considered socially essential, keeping the individual bound within the norms 
of the collectivity, such as greeting, paying respect, social/religious ceremonies (Hofstede, 2001). 
Rituals are important for consumer behaviour because they involve the consumption of goods 
and services (Luna & Gupta, 2001). Studies that focus on rituals and evaluative outcomes can 
examine the preference for innovation and whether people using a product make them feel part of 
an in-group. Hence, future research could also test rituals in advertising.   
 
Some results need further theoretical explanations. In Chapter 2, my findings suggest different 
mechanisms for the local consumer culture segment and the global consumer culture segment. 
While these results may provide tentative insights for academics and guidelines for practitioners, 
the analyses do not explain why these differences occur. This is an issue that merits further 
research. In Chapter 3, the mechanisms of message acceptance and message reactance, and 
especially their interaction, remain ambiguous and further research—to unravel the processes 
leading to message acceptance and message reactance—is encouraged. Regarding Chapter 4, 
expanding the research on the antecedents of source credibility could provide interesting results. 
Chapter 5 used the social role theory to explain why gender stereotyping exists (Eagly & Steffen, 
1984). The theory indicates that gender stereotyping arises from social and cultural expectations 
placed on women and men. Women and men are paying increased attention to gender equality, 
which could result in different expectations, which ultimately could lead to less gender 
stereotyping. Further research could conduct a longitudinal study to examine whether this theory 
is true, by looking whether positive reactions to stereotyping decrease. Chapter 6 looks at the 
moderating effects of model group belonging. Further research could examine how group 
belonging is formed and influenced by other factors than ethnicity.  
 
I argue that researchers should always measure the individual values. However, there are specific 
cases where country-level and individual-level data can be interchangeable, for example in very 
homogenous countries. To measure a nation’s openness to foreign markets, the KOF index of 
globalization (Dreher, 2006) could be used. The KOF index measures the social, economic and 
political aspect of openness. The lower the openness, the less the cultural values within the 
country will differ between the individuals since the inhabitants will not have a lot of influence 
from outside. In these countries, the cultural values are still intact and consistent, which could 
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make the country-level a good proxy for the individual-level cultural values. However, overall, 
country-level values will differ from individual-level values for two reasons. First, we did find 
some differences between the predicted country-level values based on the Hofstede and GLOBE 
frameworks, and the values that we actually measured on an individual basis. Thus, the two 
levels are not identical and exchangeable. Second, today’s mobility and communication channels 
will have an impact on the cultural values, although the process will go rather slow, since cultural 
values shift slowly (Hofstede, 2001). A comparison between individuals (and samples) from two 
countries should only be undertaken if structural equivalence at the individual level has been 
demonstrated for those countries (Fischer et al., 2010), as has been shown in Chapter 5.   
 
Based on the data that I collected, further research could examine frameworks that include both 
individual-level as well as nation-level variables. Individual-level variables include the cultural 
values, demographics, and personality, while nation-level variables include wealth, well-being, 
and national culture. For example, a framework of both individual-level (e.g., feminine role 
orientation) as well as nation-level variables (e.g., wage gap between men and women in a 
nation) could be developed to assess responses to stereotypical advertisements (Chapter 5). One 
method to deal with this level of analyses issues is hierarchical linear modelling (Schaffer & 
Riordan, 2003). This method can be used when variables at one level of analysis influence or are 
influenced by variables at another level of analysis (Schaffer & Riordan, 2003). A great example 
of such is a framework is given by Steenkamp, ter Hofstede and Wedel (1999), who look at 
nation-level and individual-level antecedents of consumer innovations. In this case, the 
independent variables represent two levels of analysis. By conducting such studies, researchers 
are able to show how much variance the individual variables and the cultural variables explain of 
the outcome variables. As Schaffer and Riordan (2003) indicate, not all cross-cultural studies 
require analyses at multiple or higher levels. When investigating an individual-level relationship 
between cultural value orientations and outcomes, this is not necessary (which is the case in the 
studies in my dissertation).  
 
Throughout this dissertation, countries were selected based on Hofstede’s, GLOBE’s or 
Schwartz’s country scores. In each study, pairs of countries were identified for which previous 
research expected a substantial difference on the relevant cultural values. Although I use 
individual cultural scores to measure cultural values, replicating the studies in different countries 
would be useful to corroborate my results. For Chapter 2, the Netherlands is a developed country 
with a high level of foreign trade, a large immigrant population and a high openness to other 
cultures (Nijssen & Douglas, 2011). Possibly, the differences between local and global 
positioning would be different or more outspoken in, for example, more ethnocentric or more 
traditional societies (Steenkamp & de Jong, 2010) and developing countries (Alden et al., 1999). 
For Chapter 3, 4 and 5, the studies are conducted in two Western European countries. Less-
developed countries could be studied to investigate to what extent individuals from these 
countries need a different message approach. Less-developed countries, by definition, are likely 
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to differ from developed countries on variables such as average income, education level, gender 
equality and access to health care. Future studies that include such countries should be careful to 
control for these factors. Chapter 6 collected data in France to examine the reaction towards 
members of their in- or out-group. Other countries, for example countries that score lower on 
egalitarianism and intellectual autonomy, with different types of out-groups could lead to other 
results.   
 
The choices of cultural dimensions studied were based on the relevance of the dimensions to the 
research questions of the given chapter (Taras et al., 2009). Looking at other cultural values 
would be a meaningful extension of the studies in this dissertation. For instance, in Chapter 3, 
differences in processing fear appeals could be found between individuals who find conformity 
and security important, and individuals who mainly focus on stimulation and self-direction 
(Schwartz, 1992). In Chapter 5, differences in processing gender stereotypes appeals could be 
expected between individuals who find achievement and power (e.g., more masculine traits) 
important in comparison with individuals who value benevolence (e.g., a more feminine trait) 
more (Schwartz, 1992).  
 
Further research could also address the interactions between different types of values (Steenkamp 
& de Jong, 2010) and the relative importance of certain values over other values. I have not done 
this to avoid multicollinearity between the values. But when the correlation between the values is 
low enough, this could be an interesting avenue for further research. Schwartz (1992) does 
indicate that the values consist of a “value hierarchy”, which some more important than others. 
Not only do individuals vary in their value priorities, but cultures also differ in their value 
hierarchies, that is, their rankings of which values are relatively important and unimportant 
(Hornikx & O'Keefe, 2009). For example, in Chapter 6, I examined the Schwartz values separate 
from each other but further research could examine which value has the largest impact on 
responses to a charity appeal.  
 
Note that a few dimensions cannot provide a comprehensive description of the highly multi-
dimensional culture (Taras et al., 2009). It is extremely difficult to create a model that effectively 
and efficiently captures all aspects of such a complex phenomenon as culture (Taras et al., 2009). 
On the other hand, too many dimensions are not feasible in a research setting. If we use the 
complete GLOBE framework, which has nine cultural dimensions, for both values as well as 
practices, this would lead to 18 hypotheses. I have chosen to only select the dimensions relevant 
to the topic of the chapter to avoid such overload of hypotheses. This is further supported by the 
results of Chapter 6, where the full Schwartz model is tested and we see that not all values have 
moderating effects on the framing techniques. However, it is still possible that not all the relevant 
cultural dimensions have been found. Thus, further research should keep addressing the 
complexity of culture, and research the best way to summarize it in dimensions. Lastly, it is 
important to note that while people across the world have different cultural values, they are 
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influenced by more than just geography. There may be a greater variation in cultural values 
across generations, professions, interest communities, or socio-economic classes, than across 
countries (Taras, et al., 2009). Re-examining cultural clusters with a greater focus on the 
individual values, instead of countries, can be a strong contribution to the current literature.  
 
Throughout this dissertation, I made some consistent decisions in terms of setting up the 
experiments, developing the stimuli and collecting the data. While this helps with the consistency 
of the experiments, this also has its limitations.   
 
I use print advertisements in all studies. The results could differ when audio(visual) advertising 
(i.e., radio and TV) or interactive media (e.g., the web) are used. Research indicates that 
advertisements are processed differently in different media (Lien, 2001), which could impact the 
results. For Chapter 2, using more interactive media would allow for the manipulation of story 
themes, a factor that was ignored in this study, due to the complexity of including story telling in 
print ads. In addition, the use of music, for example, or spoken language, could also impact the 
relative importance of cues (by decreasing, for example, the importance of advertising copy). 
Pornpitakpan (2004) indicates that media modality influences the effect of credibility on 
persuasion. Extending Chapter 4 with televisions ads in which different elements such as the 
rhythm of the speech, nonverbal behaviour of the source, and the settings could be manipulated, 
could refine our findings.  
 
I used fictitious or unknown brands in all chapters. Using actual brands could impact the results. 
For example, in Chapter 2, the fictitious brand name is treated as a central cue because no short 
cuts are available for fictitious brand names. However, if I would have used an existing brand 
name, the literature predicts that it would be a peripheral cue instead of a central cue, since 
people will process the information based on existing shortcut associations in their minds. The 
same holds for a brand logo (which, I argue, is also the case for a fictitious brand logo). When 
you see the logo of Coca Cola or you see the brand name, you immediately make associations, 
which would result in low elaboration. Thus for existing brands, the brand name, brand logo and 
spokesperson (the peripheral cues) would be more important for low involvement products and 
for global consumers. The health risk messages in Chapter 3 and 4 relate to a fictitious disease. 
The use of existing diseases could lead to different results. This would increase realism, but 
would also lead to less strong initial attitudes since a-priori attitudes are already formed.  
 
Replicating the studies for different products could further refine the results. In Chapter 2, I use 
chocolate, a hedonic product, and computers, a more utilitarian product (Khan et al., 2005). This 
could have created a confound between involvement and buying motivation. Future research 
should disentangle these effects, and consider a greater spread in involvement. In Chapter 5, I use 
a low-involvement, gender-neutral product, namely a soda. Based on the Elaboration Likelihood 
Model (Petty & Cacioppo, 1986b), it could be argued that advertisements for high involvement 
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products will be elaborated more deeply. Portraying a more masculine (e.g., sports, games) or a 
more feminine product (e.g., jewellery, personal care) could also change the effect of gender 
stereotyping. Looking at a different charity in Chapter 6 could change the findings. I selected a 
charity that decreases the digital gap by providing free laptops and free computer training. 
Looking at other types of charities such as issue-related charities (abortion rights, for example) or 
corporate giving may not generate similar results (Laufer et al., 2010). 
 
Replicating the studies with adapted stimuli could corroborate the results. The recommendations 
to avoid the fictitious disease in Chapter 3 and 4 are the same across the stimuli, namely drinking 
water or sleeping. While I checked that the manipulations were successful and controlled for the 
perceived credibility of the recommendations in the health messages, other potential confounds 
cannot be fully excluded, such as the specificity of the recommendation to the disease. In Chapter 
5, I use a very common type of stereotyping, namely occupational status (Eisend, 2010). Other, 
perhaps more “extreme”, stereotypes could engender more negative consumer responses. Chapter 
6 looks at Caucasian and non-Caucasian (Indian) model(s). I only tested similarity based on 
ethnicity. Different types of similarity can be tested such as attitudinal and personality similarity 
(Ziegler & Golbeck, 2007). Additionally, ethnicity was only manipulated by pictures. It can be 
further amplified by also manipulating text.   

4. MANAGERIAL IMPLICATIONS 

This dissertation has several managerial implications.  
 
Chapter 2 indicates that advertising copy is the most essential part of an advertisement to signal 
globalness. Brand managers wanting to evoke perceptions of brand globalness or localness 
should emphasize global availability and reach or local relevance mainly through advertising 
copy, as this is the strongest determinant of perceived brand globalness. This result holds 
regardless of the product category and the consumer culture segment. Globalizing or localizing 
the brand logo will have little impact. Furthermore, brand managers targeting global-minded 
consumers, especially with a high-involvement product, are advised to also globally position the 
spokesperson. When targeting local-minded consumers, brand managers should consider 
localizing the brand name, as this influences perceived brand globalness among local-minded 
consumers relatively strongly, and prior research has indicated that these consumers tend to 
prefer a local brand.  
 
For Chapter 3, 4 and 5, the results are obtained using individual measures of cultural variables. 
Practitioners could use my findings not only to improve communication to audiences differing in 
these characteristics, but also to adapt messages on a national level or culture group level basis, 
provided sufficient indications exist that a country or a cultural group scores generally very high 
or low on one of the relevant characteristics.  
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Chapter 3’s implication for practitioners is that they should be very careful using fear appeals. 
Perceived efficacy leads to higher message acceptance and less message reactance, thus should 
be emphasized as much as possible. Strong evoked fear and perceived threat have a negative 
effect on the intention to adapt behaviour to message recommendations. Message reactance 
increases when evoked fear increases, and perceived efficacy and perceived threat decrease. 
Because adoption of behaviour is the main goal of health risk messages, generally speaking, 
overly threatening and scary messages should be avoided and perceived efficacy should be 
stressed. In view of the relatively low effectiveness of strongly threatening health risk messages, 
health promoters should refrain from using strong fear appeals and should consider using other 
messages to change behaviours. Albarracín et al. (2005) found that the most effective 
interventions were those that contained attitudinal arguments, educational information, 
behavioural skills arguments, and behavioural skills training. My findings indicate that, 
especially for low-anxiety and low- uncertainty avoidant audiences, these persuasive techniques 
should focus more strongly on protection motivation cognitions than on evoking fear.  
 
Chapter 4 shows that increasing perceived credibility leads to higher message compliance. This 
can be done by increasing the expertise and/or the trustworthiness of the source, which are the 
two dimensions of credibility. In a health risk message, source credibility increases perceived 
threat and perceived efficacy. Additionally, perceived threat decreases message compliance, 
while perceived efficacy increases message compliance. For high power distant individuals, the 
direct effect of credibility on message compliance is the most important. Thus, focusing on 
increasing source credibility is important for them. For low power distant and high uncertainty 
avoidant individuals, the relationship between credibility and message compliance through 
perceived efficacy should be the focus. This indicates that practitioners should stress the link 
between the credible source and the efficacy of the message more for these types of individuals.  
 
Chapter 5 indicates that stereotyping leads to more positive ad and brand attitudes, especially 
male stereotyping. Stereotyping works better for more masculine, high power distant and low 
feminine role oriented individuals or countries, such as Germany. Practitioners should be careful 
with the use of male counter-stereotypical portrayals. This is especially true for more assertive 
and more power distant individuals, and by extension, for countries scoring high on these values, 
such as Germany. It is important to note that, although this study indicates that ad and brand 
attitudes are not negatively affected by stereotyping, that stereotyping holds some dangers. These 
patterns of representation frame perceptions of social opportunities for women, promote 
prejudiced attitude, and set cognitive limits on the potential for social change (Coltrane & 
Messineo, 2000).  
 
Chapter 6 demonstrates that charities should take the ethnicity of the target audience and the 
models and the model singularity in their charity appeals into account, together with the 
Schwartz’s values of the target audience. When a charity appeal uses a group of models, it is 
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better if they use in-group models (of the same ethnicity as the respondents) than out-group 
members. An individual model can be an in- or out-group member since this will have no impact 
on the attitude toward the charity. An individual model in a charity appeal is best depicted for 
individuals with high hedonism values, a value that primarily serves individualistic interests. A 
group in a charity appeal is best shown for individuals high on universalism and conservation, 
two values that serve the collective interest. The charity appeal should show models of the same 
in-group as the respondent (thus same ethnicity) for individuals scoring high on self-
enhancement, instead of models of a different out-group (thus different ethnicity). For high 
benevolence individuals, when a group of models is shown, this group should be members of the 
in-group. For an individual model, it does not matter whether these are members of the in- or out-
group.  
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Appendix 1: Stimuli (Chapter 2) 

(a) Advertisement for chocolate  
1. Local advertising copy, global brand name, 
global spokesperson, global brand logo 

2. Mixed advertising copy, global brand 
name, local spokesperson, global brand logo 

  
3. Local advertising copy, global brand name, 
local spokesperson, local brand logo 

4. Global advertising copy, global brand 
name, global spokesperson, local brand logo 
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5. Local advertising copy, local brand name, 
global spokesperson, global brand logo 

6. Mixed advertising copy, local brand 
name, global spokesperson, local brand logo 

  
7. Global advertising copy, local brand name, 
local spokesperson, global brand logo 

8. Local advertising copy, local brand name, 
local spokesperson, local brand logo 
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(b) Advertisements for computers  
1. Local advertising copy, global brand 
name, global spokesperson, global brand 
logo 

2. Mixed advertising copy, global brand 
name, local spokesperson, global brand logo 

  
3. Local advertising copy, global brand 
name, local spokesperson, local brand logo 

4. Global advertising copy, global brand 
name, global spokesperson, local brand logo 
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5. Local advertising copy, local brand name, 
global spokesperson, global brand logo 

6. Mixed advertising copy, local brand name, 
global spokesperson, local brand logo 

  
7. Global advertising copy, local brand name, 
local spokesperson, global brand logo 

8. Local advertising copy, local brand name, 
local spokesperson, local brand logo 
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Appendix 2: Questionnaire (Chapter 2) 

Note. Questionnaire was in Dutch in the Netherlands  
 
Dear Madam, dear Sir,    
Thank you for participating in our research. In the next few pages, we will pose you a few 
questions. It will take approximately 15 minutes to fully complete the questionnaire. All answers 
are processed anonymously. We are always interested in your personal opinion, there are no right 
or wrong answers. We therefore ask you to answer as honestly as possible.   Should you have 
questions about this research, please don’t hesitate to contact us.    
 
Sarah de Meulenaer (sarah.demeulenaer@uantwerpen.be) 
Prof. dr. Nathalie Dens 
Prof. dr. Patrick De Pelsmacker 
Universiteit Antwerpen 
 
What is your gender?   

o Male   
o Female   

 
What is your year of birth (e.g. 1989)?  ____________________ 
 
What is the highest degree or level of school you have completed, or are currently enrolled in? 
(Dutch system) 

o Lager onderwijs of minder  
o Lager beroepsonderwijs (LTS, LHNO, LEAO)  
o Middelbaar algemeen voortgezet onderwijs (MAVO, MULO, VMBO)  
o Middelbaar beroepsonderwijs (MBO, vb. MEAO, MTS)  
o Hoger algemeen voortgezet onderwijs (HAVO)  
o Voorbereidend wetenschappelijk onderwijs (VWO, Gymnasium, Atheneum, HBS)  
o Hoger beroepsonderwijs (HBO, vb. HEAO, HTS)  
o Wetenschappelijk onderwijs (kandidaats), WO universiteit  
o Wetenschappelijk onderwijs (doctoraal)  

 
You will see eight advertisements for the same product. There will be small differences between 
each advertisement. That is way it is important to look closely to each advertisements. Your 
opinion for the advertised brand should be based on the advertisements that you currently view, 
without taken pervious advertisements into consideration.  
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Concerning the current advertisement, please indicate to what extent you agree with the 
following statements. (0 = completely agree with the statement on the left side, 5 = neutral, 10 = 
completely agree with the statement on the right side) 
 
 0  1 2 3  4  5  6  7  8  9  10   

To me, this is global brand o  o  o  o  o  o  o  o  o  o  o  To me, this is a local 
brand 

I don’t think consumers 
overseas buy this brand 

o  o  o  o  o  o  o  o  o  o  o  I do think consumers 
overseas buy this brand 

This brand is only sold in 
the Netherlands 

o  o  o  o  o  o  o  o  o  o  o  This brand is sold all over 
the world 

(Question was repeated 8 times with a different ad every time)  
 
Thank you! You have scored all advertisements. In the following sections, we would like to ask 
you a few questions on your personality and characteristics.  
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Please indicate to what extent you agree with the following statements: 
 Strongly 

disagree 
Disagree Neither agree 

nor disagree 
Agree Strongly 

agree 
I like to observe people from other cultures, 
to see what I can learn from them.  

o  o  o  o  o  

I feel very comfortable speaking another 
language than Dutch. 

o  o  o  o  o  

I enjoy exchanging ideas with people from 
other cultures or countries.  

o  o  o  o  o  

I am interested in learning more about 
people who live in other countries. 

o  o  o  o  o  

When I am watching TV, I often see 
advertising for products that are from 
outside of my country. 

o  o  o  o  o  

When I am watching TV, it seems that the 
number of advertisements for foreign 
brands is quite high, when compared to the 
number of advertisements for local brands. 

o  o  o  o  o  

The songs I listen to are almost all in a 
different language than Dutch 

o  o  o  o  o  

When I read a newspaper, I come across 
many advertisements for foreign or global 
products.  

o  o  o  o  o  

I enjoy being with people from other 
countries to learn about their views and 
approaches. 

o  o  o  o  o  

I prefer to watch television in another 
language than Dutch. 

o  o  o  o  o  

I speak another than Dutch regularly o  o  o  o  o  
I mostly carry on conversations in another 
language than Dutch  

o  o  o  o  o  

Many of my favourite television shows are 
in a different language than Dutch.  

o  o  o  o  o  
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Please indicate to what extent you agree with the following statements: 
 Strongly 

disagree 
Disagree Neither agree 

nor disagree 
Agree Strongly 

agree 
I prefer spending my vacations outside of 
the country that I live in 

o  o  o  o  o  

The way that I dress is influenced by the 
advertising activities of foreign or global 
companies. 

o  o  o  o  o  

I enjoy watching foreign films/movies. o  o  o  o  o  
While vacationing, I would prefer to stay in 
my home country, rather than visit another 
country 

o  o  o  o  o  

Visiting foreign countries is one of my 
favourite things 

o  o  o  o  o  

Some of my favourite actors/actresses are 
from abroad. 

o  o  o  o  o  

I like the way people live abroad. o  o  o  o  o  
I have travelled extensively outside my 
home country 

o  o  o  o  o  

Globalization is generally a good thing. o  o  o  o  o  
I pay attention to the fashions worn by 
people in my age-group that live in other 
countries. 

o  o  o  o  o  

I often watch foreign television programs. o  o  o  o  o  
Advertising by foreign or global brands has 
a strong influence on my clothing choices. 

o  o  o  o  o  
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Please indicate to what extent you agree with the following statements: 
 Strongly 

disagree 
Disagree Neither agree 

nor disagree 
Agree Strongly 

agree 
Purchasing foreign-made products is un-
Dutch.  

o  o  o  o  o  

It is not right to purchase foreign products, 
because it puts Dutch people out of jobs.  

o  o  o  o  o  

A real Dutch person should always buy 
Dutch-made products.  

o  o  o  o  o  

Dutch people should not buy foreign 
products, because this hurts Dutch business 
and �causes unemployment.  

o  o  o  o  o  

Buying global brands makes me feel like a 
citizen of the world 

o  o  o  o  o  

Purchasing global brands makes me feel 
part of something bigger 

o  o  o  o  o  

Buying global brands gives me a sense of 
belonging to the global marketplace 

o  o  o  o  o  
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Please indicate to what extent you agree with the following statements: 
 Strongly 

disagree 
Disagree Neither agree 

nor disagree 
Agree Strongly 

agree 
Even when consuming a particular foreign 
product does not fit the norms and values of 
my own culture, I still try it. 

o  o  o  o  o  

Even if I do not know how well a specific 
foreign brand will perform beforehand, I try 
it. 

o  o  o  o  o  

When grasshopper is promoted as a 
delicacy in a Mexican restaurant, I like to 
try it.  

o  o  o  o  o  

When a foreign friend recommends a 
product from his/her own culture that is 
unknown to me, I am prepared to try it 
without any prejudice. 

o  o  o  o  o  

If I move to the U.S. and have to buy a car, 
than it is very likely that I would switch to 
an U.S. brand. 

o  o  o  o  o  

Even though I (for example) would like 
French wine very much, I like to drink 
wines from other traditional wine countries 
like Spain, Italy as well. 

o  o  o  o  o  

Although I (might) have a favourite drink, 
when and for the time that I visit another 
country I will drink the local alternative. 

o  o  o  o  o  

Although I prefer a certain type of food, 
when and for the time that I am abroad I 
adopt the local cuisine. 

o  o  o  o  o  

 
Chocolate/ A computer is…  
 -3 -2 -1 0 1 2 3  

Very unimportant o  o  o  o  o  o  o  Very important 
Means nothing o  o  o  o  o  o  o  Means a lot 
Does not matter o  o  o  o  o  o  o  Matters a lot 
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Appendix 3:  Stimuli (Chapters 3-4) 

1. Low threat, low efficacy, doctor  2.  Low threat, high efficacy, doctor 

  
 

3. High threat, low efficacy, doctor  4. High threat, high efficacy, doctor   
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5. High threat, high efficacy, patient  6. High threat, low efficacy, patient   

 
 
7. Low threat, high efficacy, patient  8. Low threat, low efficacy, patient   
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Appendix 4: Questionnaire (Chapters 3-4) 

Note. Questionnaire was in Dutch in Belgium and in English in Ireland  
 
Dear Madam, dear Sir,    
Thank you for participating in our research. In the next few pages, we will pose you a few 
questions on your habits in your daily life. Next, you will see an informative message, followed 
by a few more questions.    
It will take approximately 10 minutes to fully complete the questionnaire. All answers are 
processed anonymously. We are always interested in your personal opinion, there are no right or 
wrong answers. We therefore ask you to answer as honestly as possible.   Should you have 
questions about this research, please don’t hesitate to contact us.    
 
Kind regards,  
Sarah de Meulenaer (sarah.demeulenaer@uantwerpen.be) 
Prof. dr. Nathalie Dens 
Prof. dr. Patrick De Pelsmacker 
University of Antwerp 
 
What is your gender?   

o Male   
o Female   

 
What is your year of birth (e.g. 1989)?  ____________________ 
 
What is the highest degree or level of school you have completed, or are currently enrolled in?  
 
Options in Belgium 

o Lager onderwijs of minder  
o Middelbaar onderwijs  
o Hoger niet-universitair onderwijs (hogeschool, A1, 7e jaar beroeps, professionele 

bachelor of master)  
o Hoger universitair onderwijs (kandidaturen of licenties, academische bachelor of master)  
o Post-universitair  
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Options in Ireland:  
o No education  
o Primary or elementary education  
o Secondary school or high school (until grade X)  
o Higher secondary school, Senior secondary school or Junior college (until grade XII)  
o Technical education   
o College bachelor's diploma   
o College master's diploma   
o University bachelor's diploma   
o University master's diploma   
o Professional degree (MD, JD, etc.)   

 
How do you handle possible illnesses? For each of the following statements, click the dot that 
best represents your opinion.   
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither agree 
nor disagree 

Rather 
agree 

Strongly 
agree 

If I get sick, it is my own 
behaviour which determines 
how soon I get well again  

o  o  o  o  o  o  

I am in control of my health   o  o  o  o  o  o  
If I take the right actions, I can 
stay healthy    

o  o  o  o  o  o  

No matter what I do, if I am 
going to get sick, I will get sick 

o  o  o  o  o  o  

Luck plays a big part in 
determining how soon I will 
recover from an illness   

o  o  o  o  o  o  

My good health is largely a 
matter of good fortune   

o  o  o  o  o  o  

Having regular contact with my 
physician is the best way for me 
to avoid illness   

o  o  o  o  o  o  

Health professionals control my 
health   

o  o  o  o  o  o  
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To what extent do you experience the following feelings in your everyday life?  

 Never Almost never Rarely Sometimes Regularly Very often Always 
Fearful    o  o  o  o  o  o  o  
Tense    o  o  o  o  o  o  o  
Nervous    o  o  o  o  o  o  o  
Anxious  o  o  o  o  o  o  o  
Reassured   o  o  o  o  o  o  o  
Relaxed    o  o  o  o  o  o  o  
Comforted    o  o  o  o  o  o  o  
Stressed    o  o  o  o  o  o  o  
  
On the following page, you will receive an informative public service announcement. Please read 
the message completely, and click “>>” to proceed with the questionnaire. 
 
What is your opinion about the message you have just seen?   
 1 2 3 4 5 6 7  
Not persuasive o  o  o  o  o  o  o  Persuasive 
Uninformative o  o  o  o  o  o  o  Informative 
Unbelievable o  o  o  o  o  o  o  Believable 
Sceptical about it o  o  o  o  o  o  o  Not sceptical about it 
Bad o  o  o  o  o  o  o  Good 
Negative o  o  o  o  o  o  o  Positive 
Don’t like it o  o  o  o  o  o  o  Like it 
Unethical o  o  o  o  o  o  o  Ethical 
 
The message was: 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither agree 
nor disagree 

Rather 
agree 

Agree Strongly 
agree 

Distorted   o  o  o  o  o  o  o  
Exaggerated   o  o  o  o  o  o  o  
Boring   o  o  o  o  o  o  o  
Overstated   o  o  o  o  o  o  o  
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What is your opinion on the subject of the message you just saw, the PSZ-mosquito?   
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

It is likely that I will get 
infected by the PSZ-
mosquito   

o  o  o  o  o  o  o  

I am at risk for getting 
infected by the PSZ-
mosquito   

o  o  o  o  o  o  o  

It is possible that I will 
get infected by the PSZ-
mosquito   

o  o  o  o  o  o  o  

I believe that the 
consequences of an 
infection by the PSZ-
mosquito are severe   

o  o  o  o  o  o  o  

I believe that an 
infection by the PSZ-
mosquito has serious 
negative consequences   

o  o  o  o  o  o  o  

I believe that an 
infection by the PSZ-
mosquito is extremely 
harmful   

o  o  o  o  o  o  o  
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What is your opinion on the subject of the message you just saw, the PSZ-mosquito? (Items if 
efficacy manipulation is high) 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

Drinking half a litre of 
water a day is effective in 
preventing the 
consequences of an 
infection by the PSZ-
mosquito   

o  o  o  o  o  o  o  

Drinking half a litre of 
water a day works in 
preventing the 
consequences of an 
infection by the PSZ-
mosquito   

o  o  o  o  o  o  o  

If I drink half a litre of 
water a day, I am less 
likely to get infected by 
the PSZ-mosquito   

o  o  o  o  o  o  o  

I am able to drink half a 
litre of water a day to 
prevent the consequences 
of an infection by the 
PSZ-mosquito   

o  o  o  o  o  o  o  

I have the time to drink 
half a litre of water a day 
to prevent the 
consequences of an 
infection by the PSZ-
mosquito   

o  o  o  o  o  o  o  

I can easily drink half a 
litre of water a day to 
prevent the consequences 
of an infection by the 
PSZ-mosquito   

o  o  o  o  o  o  o  
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What is your opinion on the subject of the message you just saw, the PSZ-mosquito? (Items if 
efficacy manipulation is low) 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

Sleeping at least 10 hours 
a night is effective in 
preventing the 
consequences of an 
infection by the PSZ-
mosquito   

o  o  o  o  o  o  o  

Sleeping at least 10 hours 
a night works in 
preventing the 
consequences of an 
infection by the PSZ-
mosquito   

o  o  o  o  o  o  o  

If I sleep at least 10 hours 
a night, I am less likely to 
get infected by the PSZ-
mosquito   

o  o  o  o  o  o  o  

I am able to sleep at least 
10 hours a night to 
prevent the consequences 
of an infection by the 
PSZ-mosquito   

o  o  o  o  o  o  o  

I have the time to sleep at 
least 10 hours a night to 
prevent the consequences 
of an infection by the 
PSZ-mosquito   

o  o  o  o  o  o  o  

I can easily sleep at least 
10 hours a day to prevent 
the consequences of an 
infection by the PSZ-
mosquito   

o  o  o  o  o  o  o  
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To what extent did you experience the following emotions when seeing and reading the 
message?   
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

Frightened   o  o  o  o  o  o  o  
Tense   o  o  o  o  o  o  o  
Nervous   o  o  o  o  o  o  o  
Anxious   o  o  o  o  o  o  o  
Uncomfortable   o  o  o  o  o  o  o  
Nauseous   o  o  o  o  o  o  o  
Disgusted   o  o  o  o  o  o  o  
Revolted   o  o  o  o  o  o  o  
Gross   o  o  o  o  o  o  o  
Surprised   o  o  o  o  o  o  o  
Angry    o  o  o  o  o  o  o  
Sad o  o  o  o  o  o  o  
Irritated o  o  o  o  o  o  o  
Depressed o  o  o  o  o  o  o  
 
The spokesperson in the message, Dr. Hassellberg, is… (question if the spokesperson was the 
doctor) 
The spokesperson in the message, Peter Decker, is… (question if the spokesperson was the 
patient) 
 1 2 3 4 5 6 7  
Not an expert o  o  o  o  o  o  o  An expert 
Very unknowledgeable  o  o  o  o  o  o  o  Very knowledgeable 
Very unqualified o  o  o  o  o  o  o  Very qualified 
Very unattractive o  o  o  o  o  o  o  Very attractive 
Not at all good looking o  o  o  o  o  o  o  Very good looking 
Very unappealing o  o  o  o  o  o  o  Very appealing 
Very insincere o  o  o  o  o  o  o  Very sincere 
Very untrustworthy o  o  o  o  o  o  o  Very trustworthy 
Very unreliable o  o  o  o  o  o  o  Very reliable 
Very unlikable o  o  o  o  o  o  o  Very likeable 
Fits very poorly with the cause o  o  o  o  o  o  o  Fits very well with the cause 
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Based on this message, do you feel…   

 Strongly 
disagree 

Disagree Rather 
disagree 

Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

Manipulated o  o  o  o  o  o  o  
Exploited o  o  o  o  o  o  o  
That the message 
deliberately tried to 
manipulate your feelings   

o  o  o  o  o  o  o  

 
The chance that you will drink half a litre of water a day is (question is the efficacy manipulation 
was high) 
The chance that you will sleep at least 10 hours a night is (question is the efficacy manipulation 
was low) 
 1 2 3 4 5 6 7  
Unlikely o  o  o  o  o  o  o  Likely 
Non-existent o  o  o  o  o  o  o  Existent 
Impossible o  o  o  o  o  o  o  Possible 
 
Do you intend to drink more water the next 4 to 6 weeks? (question is the efficacy manipulation 
was high) 
Do you intend to sleep more during the next 4 to 6 weeks? (question is the efficacy manipulation 
was low) 
 1 2 3 4 5 6 7  
Definitely do not o  o  o  o  o  o  o  Definitely do so 
 
You have now finished the questions that are related to the displayed message. In the following 
section, we would like to ask you a few more questions about yourself as a person. These 
questions are no longer related to the message. 
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Please indicate to what extent you agree with the following statements: 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither agree 
nor disagree 

Rather 
agree 

Agree Strongly 
agree 

I sacrifice self-interest 
for my friends   

o  o  o  o  o  o  o  

I stick with my friends 
even through difficulties   

o  o  o  o  o  o  o  

Friends’ welfare is more 
important than my 
rewards   

o  o  o  o  o  o  o  

Friends’ success is more 
important than my own 
success   

o  o  o  o  o  o  o  

People in higher 
positions should make 
most decision without 
consulting people in 
lower positions   

o  o  o  o  o  o  o  

People in higher 
positions should not ask 
the opinions of people in 
lower positions too 
frequently   

o  o  o  o  o  o  o  

People in higher 
positions should avoid 
interaction with people 
in lower positions   

o  o  o  o  o  o  o  

People in higher position 
should not delegate 
important tasks to people 
in lower positions   

o  o  o  o  o  o  o  

It is more important for 
men to have a 
professional  career than 
it is for women   

o  o  o  o  o  o  o  

Men usually solve 
problems with logical 
analysis; women usually 
solve problems with 
intuition (emotions)   

o  o  o  o  o  o  o  
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Solving problems 
requires an active 
forcible approach, which 
is typical of men   

o  o  o  o  o  o  o  

There are some jobs that 
a man can do better than 
a woman   

o  o  o  o  o  o  o  

Rules and regulations are 
important because they 
inform me of what is 
expected of me   

o  o  o  o  o  o  o  

It is important to have 
instructions spelled out 
in detail so that I know 
what I’m expected to do   

o  o  o  o  o  o  o  

It is important to closely 
follow instructions and 
procedures   

o  o  o  o  o  o  o  

Standardized work 
procedures are helpful   

o  o  o  o  o  o  o  

   
Please indicate to what extent you agree with the following statements:  

 Strongly 
disagree 

Disagree Rather 
disagree 

Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

I believe that orderliness 
and consistency should be 
stressed, even at the 
expense of 
experimentation and 
innovation  

o  o  o  o  o  o  o  

I believe that societal 
requirements and 
instructions should be 
spelled out in detail so 
citizens know what they 
are expected to do  

o  o  o  o  o  o  o  
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I believe that a person who leads a structured life that has few unexpected events... 
 1 2 3 4 5 6 7  
has a lot to be thankful for o  o  o  o  o  o  o  is missing a lot of excitement 
 
I believe that society should have rules or laws to cover... 
very few situations    -2 -1 some situations   1 2 some situations   
o  o  o  o  o  o  o  
 
I believe that leaders in this society should...   
 1 2 3 4 5 6 7  
provide detailed plans 
concerning how to achieve 
goals 

o  o  o  o  o  o  o  allow the people freedom in 
determining how best to achieve goals 
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Appendix 5: Stimuli (Chapter 5) 

Note. Slogan in German, translation: “Everything goes better with Faygo” 
 
1.  Stereotypical female role  portrayal         2. Counter-stereotypical male role portrayal 

  
 
3. Neutral female role portrayal   4. Neutral male role portrayal 

            
 
5. Counter-stereotypical female role portrayal 6. Stereotypical male role portrayal 
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Appendix 6: Questionnaire (Chapter 5) 

Note. Questionnaire was in Swedish in Sweden and in German in Germany  
 
Dear Madam, dear Sir, 
 
Thank you for participating in this study. On the next page, you will see an advertisement for a 
soft drink. Please consider it as you would normally look at an advertisement and answer a few 
questions.  
It will take approximately 10 minutes to fully complete the questionnaire. All answers are 
processed anonymously. We are always interested in your personal opinion, there are no right or 
wrong answers. We therefore ask you to answer as honestly as possible. 
Should you have questions about this research, please don’t hesitate to contact us.  
 
Kind regards, 
Sarah De Meulenaer, University of Antwerp, Belgium (sarah.demeulenaer@uantwerpen.be) 
Prof. dr. Nathalie Dens, University of Antwerp, Belgium 
Prof. dr. Patrick De Pelsmacker, University of Antwerp, Belgium 
Prof. dr. Martin Eisend, Europa-Universität Viadrina Frankfurt 
 
What is your gender?   

o Male   
o Female   

 
What is your year of birth (e.g. 1989)?  ____________________ 
 
What is the highest degree or level of school you have completed, or are currently enrolled in?   
 
Options in Sweden:  

o Mindre än grundskola 
o Studentexamen 
o Minst 4 års universitetsutbildning 
o Högre universitetsutbildning 

 
Options in Germany: 

o Kein Schulabschluss/keine Ausbildung abgeschlossen   
o Hauptschulabschluss   
o Realschule/Mittlere Reife   
o (Fach-)Abitur   
o Bachelor   
o Master, Diplom, Magister, Promotion   
o Abgschlossene Berufsausbildung   
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Thank you for participating in this study. On the next page, you will see an advertisement for a 
soft drink. Please consider it as you would normally look at an advertisement and answer a few 
questions.  
 
Please indicate to what extent you agree with the following statements. (items depend on the 
gender of the model that the respondents have viewed) 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither agree 
nor disagree 

Rather 
agree 

Agree Strongly 
agree 

This ad shows 
men/women as they 
really are 

o  o  o  o  o  o  o  

This ad accurately 
portrays men/women in 
most of their daily 
activities 

o  o  o  o  o  o  o  

This ad is consistent with 
the typical expectations 
for men/women  

o  o  o  o  o  o  o  

This is a traditional 
image  

o  o  o  o  o  o  o  

This ad is typical of the 
role of men/women in 
society 

o  o  o  o  o  o  o  

The sex role portrayed in 
the advertisement is 
congruent with what 
most people believe are 
appropriate roles for 
men/women in society 

o  o  o  o  o  o  o  
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What is your opinion of the advertisement you have just seen?  
 -3 -2 -1 0 1 2 3  
Not persuasive o  o  o  o  o  o  o  Persuasive 
Uninformative o  o  o  o  o  o  o  Informative 
Unbelievable o  o  o  o  o  o  o  Believable 
Sceptical about it o  o  o  o  o  o  o  Not sceptical about it 
Bad o  o  o  o  o  o  o  Good 
Negative o  o  o  o  o  o  o  Positive 
Don’t like it o  o  o  o  o  o  o  Like it 
Uninteresting o  o  o  o  o  o  o  Interesting 
Not surprising o  o  o  o  o  o  o  Surprising 
Unethical o  o  o  o  o  o  o  Ethical 
Offensive o  o  o  o  o  o  o  Not offensive 
Contemptuous o  o  o  o  o  o  o  Not contemptuous 
 
To what extent do these words describe the ad?  
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

Humorous o  o  o  o  o  o  o  
Amusing o  o  o  o  o  o  o  
Not funny o  o  o  o  o  o  o  
Annoying  o  o  o  o  o  o  o  
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According to you, to what extent does this ad evokes the following emotions? 
 -3 -2 -1 0 1 2 3  
Irritated o  o  o  o  o  o  o  Pleased 
Sad o  o  o  o  o  o  o  Happy 
Depressed o  o  o  o  o  o  o  Cheerful 
Regretful o  o  o  o  o  o  o  Rejoicing 
Insulted o  o  o  o  o  o  o  Honoured 
Callous o  o  o  o  o  o  o  Affectionate 
Unemotional o  o  o  o  o  o  o  Sentimental 
Cautious o  o  o  o  o  o  o  Adventurous 
Pessimistic o  o  o  o  o  o  o  Hopeful 
Dubious o  o  o  o  o  o  o  Confident 
Critical o  o  o  o  o  o  o  Accepting 
Worried o  o  o  o  o  o  o  Carefree 
Contemplative o  o  o  o  o  o  o  Impulsive 
Nervous o  o  o  o  o  o  o  Calm 
 
The spokesperson in the advertisement is:  

 -3 -2 -1 0 1 2 3  
Not an expert o  o  o  o  o  o  o  An expert 
Very unattractive o  o  o  o  o  o  o  Very attractive 
Very untrustworthy o  o  o  o  o  o  o  Very trustworthy 
Very unlikeable o  o  o  o  o  o  o  Very likeable 
Fits very poorly with the 
advertised product 

o  o  o  o  o  o  o  Fits very well with the 
advertised product 

 
The advertisement you just saw was for Faygo. Please indicate how familiar you are with this 
brand?  
 -3 -2 -1 0 1 2 3  
Very unfamiliar o  o  o  o  o  o  o  Very familiar 
 
What is your opinion of the advertised brand? 
 -3 -2 -1 0 1 2 3  
Don’t like it o  o  o  o  o  o  o  Like it 
Negative o  o  o  o  o  o  o  Positive 
Bad o  o  o  o  o  o  o  Good 
Low quality o  o  o  o  o  o  o  High quality 
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In the following sections, we would like to ask you a few questions on your personality and 
characteristics.  
 
Please indicate to what extent you agree with each of the following statements. 

 Strongly 
disagree 

Disagree Rather 
disagree 

Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

The gender gap (between 
men and women) should be 
small in our culture  

o  o  o  o  o  o  o  

Women should have more 
equal job and education 
opportunities 

o  o  o  o  o  o  o  

A larger share of women 
should participate in 
professional and technical 
jobs 

o  o  o  o  o  o  o  

Our society should go for 
socialization toward non-
traditional gender roles 

o  o  o  o  o  o  o  

Women’s liberation means 
that men and women should 
take equal share both at 
home and at work 

o  o  o  o  o  o  o  

Gender stereotypes are 
normal because they are 
rooted in universal 
biological differences 

o  o  o  o  o  o  o  

Men should be allowed to 
be gentle, feminine, and 
weak 

o  o  o  o  o  o  o  
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Please indicate to what extent you agree with each of the following statements. 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither 
agree nor 
disagree 

Rather 
agree 

Agree Strongly 
agree 

People in higher positions 
should make most decision 
without consulting people 
in lower positions 

o  o  o  o  o  o  o  

People in higher positions 
should not ask the opinions 
of people in lower positions 
too frequently 

o  o  o  o  o  o  o  

People in higher positions 
should avoid interaction 
with people in lower 
positions 

o  o  o  o  o  o  o  

People in higher position 
should not delegate 
important tasks to people in 
lower positions 

o  o  o  o  o  o  o  

It is more important for men 
to have a professional  
career than it is for women 

o  o  o  o  o  o  o  

Men usually solve problems 
with logical analysis; 
women usually solve 
problems with intuition 
(emotions) 

o  o  o  o  o  o  o  

Solving problems requires 
an active forcible approach, 
which is typical of men 

o  o  o  o  o  o  o  

There are some jobs that a 
man can do better than a 
woman 

o  o  o  o  o  o  o  

Rules and regulations are 
important because they 
inform me of what is 
expected of me 

o  o  o  o  o  o  o  

It is important to have 
instructions spelled out in 

o  o  o  o  o  o  o  
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detail so that I know what 
I’m expected to do 
It is important to closely 
follow instructions and 
procedures 

o  o  o  o  o  o  o  

Standardized work 
procedures are helpful 

o  o  o  o  o  o  o  

 
Please indicate to what extent you agree with each of the following statements. 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither agree 
nor disagree 

Rather 
agree 

Agree Strongly 
agree 

In this society, boys are 
encouraged more than 
girls to attain a higher 
education 

o  o  o  o  o  o  o  

In this society, it is 
worse for a boy to fail in 
school than for a girl to 
fail in school 

o  o  o  o  o  o  o  

 
In this society, there is more emphasis on athletic programs for: 
 -3 -2 -1 0 1 2 3  
Boys o  o  o  o  o  o  o  Girls 
 
In this society, who is more likely to serve in a position of high office? 

Men -2 -1 Men and women are equally likely to serve 1 2 Women 
o  o  o  o  o  o  o  
 
In this society, people are generally  
 -3 -2 -1 0 1 2 3  
Assertive o  o  o  o  o  o  o  Non-assertive 
Aggressive o  o  o  o  o  o  o  Non-aggressive 
Dominant o  o  o  o  o  o  o  Non-dominant 
Though o  o  o  o  o  o  o  Tender 
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Please indicate to what extent you agree with each of the following statements. 
 Strongly 

disagree 
Disagree Rather 

disagree 
Neither agree 
nor disagree 

Rather 
agree 

Agree Strongly 
agree 

I believe that boys 
should be encouraged 
to attain a higher 
education more than 
girls 

o  o  o  o  o  o  o  

I believe that it should 
be worse for a boy to 
fail in school than for a 
girl to fail in school 

o  o  o  o  o  o  o  

 
I believe that there should be more emphasis on athletic programs for:  
 -3 -2 -1 0 1 2 -3  
Boys o  o  o  o  o  o  o  Girls 
 
I believe that this society would be more effectively managed if there were:  
Many less women in 
positions of authority 
than there are now 

-2 -1 About the same number of 
women in positions of 
authority as there are now 

1 2 Many more women in 
positions of authority 
than there are now 

o  o  o  o  o  o  o  
 
I believe that opportunities for leadership positions should be:  

more available for men 
than for women 

-2 -1 equally available for men 
and women 

1 2 more available for women 
than for men 

o  o  o  o  o  o  o  
 
In this society, people should be encouraged to be 
 -3 -2 -1 0 1 2 3  
Assertive o  o  o  o  o  o  o  Non-assertive 
Dominant o  o  o  o  o  o  o  Non-dominant 
Though o  o  o  o  o  o  o  Tender 
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Appendix 7: Confirmatory factor analysis, measurement 
invariance and correlation matrix (Chapter 5) 

Fit indices 
Measurement model Dependent 

variable  
Sweden Germany 

CFI TLI RMSEA CFI TLI RMSEA 
Masculinity Aad .98 .98 .05 .96 .95 .08 

Ab .99 .98 .05 .96 .84 .09 
Power distance Aad .99 .98 .05 .96 .95 .09 

Ab .99 .99 .05 .96 .95 .09 
Assertiveness values Aad .99 .99 .05 .96 .95 .09 

Ab .99 .98 .05 .97 .95 .09 
Feminine role orientation (7 items) Aad .98 .98 .05 .95 .94 .08 

Ab .98 .98 .05 .95 .94 .08 
Adjusted Feminine role orientation 
(6 items) 

Aad .99 .99 .04 .96 .95 .08 
Ab .99 .99 .04 .96 .95 .08 

Note. Aad = Attitude toward the ad, Ab = Attitude toward the brand 
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Standardized regression weights  

   Sweden Germany 
Masc_1 <--- Masculinity .71 .64 
Masc_2 <--- Masculinity .73 .57 
Masc_3 <--- Masculinity .83 .65 
Masc_4 <--- Masculinity .43 .31 
Power_1 <--- Power distance .83 .73 
Power_2 <--- Power distance .85 .80 
Power_3 <--- Power distance .78 .77 
Power_4 <--- Power distance .70 .57 
Assert_1 <--- Assertiveness .77 .77 
Assert_2 <--- Assertiveness .85 .64 
Assert_3 <--- Assertiveness .78 .95 
Feminine_1 <--- Feminine .80 .68 
Feminine_2 <--- Feminine .85 .81 
Feminine_3 <--- Feminine .80 .80 
Feminine_4 <--- Feminine .77 .67 
Feminine_5 <--- Feminine .82 .80 
Feminine_6 (removed) <--- Feminine .25 -.02 
Feminine_7 <--- Feminine .66 .61 
Stereo_1 <--- Stereotyping .82 .80 
Stereo_2 <--- Stereotyping .81 .82 
Stereo_3 <--- Stereotyping .84 .90 
Aad_1 <--- Aad .90 .92 
Aad_2 <--- Aad .88 .91 
Aad_3 <--- Aad .96 .93 
Aad_4 <--- Aad .83 .88 
Ab_1 <--- Ab .91 .93 
Ab_2 <--- Ab .95 .96 
Ab_3 <--- Ab .96 .94 
Ab_4 <--- Ab .90 .85 
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Reliability, convergent validity and discriminant validity 
Model Dependent 

variable  
Construct Sweden Germany 

CR AVE MSV AVS CR AVE MSV AVS 
Masculinity 
(MAS) 

Attitude 
toward the 
ad 

MAS .78 .48 .09 .06 .63 .31 .09 .08 
Stereo. .86 .68 .07 .05 .88 .70 .18 .12 
Aad .94 .80 .09 .08 .95 .83 .18 .13 

Attitude 
toward the 
brand 

MAS. .78 .48 .06 .05 .63 .31 .07 .06 
Stereo. .86 .68 .06 .04 .88 .70 .13 .10 
Ab .96 .87 .06 .06 .96 .84 .13 .09 

Power 
distance (PD) 

Attitude 
toward the 
ad 

PD .82 .60 .08 .05 .81 .53 .09 .08 
Stereo. .86 .68 .02 .01 .88 .71 .18 .13 
Aad .94 .80 .08 .04 .95 .83 .18 .13 

Attitude 
toward the 
brand 

PD .87 .63 .04 .03 .81 .53 .09 .07 
Stereo. .86 .68 .06 .04 .88 .71 .13 .11 
Ab .96 .87 .06 .05 .96 .84 .13 .09 

Assertiveness 
values 
(ASSER) 

Attitude 
toward the 
ad 

ASSER .84 .64 .001 .001 .84 .63 .04 .02 
Stereo. .86 .68 .07 .04 .88 .71 .18 .11 
Aad .94 .80 .07 .04 .95 .82 .18 .09 

Attitude 
toward the 
brand 

ASSER .84 .64 .011 .01 .84 .64 .04 .02 
Stereo. .86 .68 .06 .03 .88 .70 .13 .08 
Ab .96 .87 .06 .04 .96 .84 .13 .06 

Adjusted 
Feminine 
role 
orientation 
(FRO)  
(6 items) 

Attitude 
toward the 
ad 

FRO .89 .61 .004 .004 .86 .55 .01 .004 
Stereo. .86 .68 .07 .04 .88 .70 .01 .003 
Aad .94 .80 .07 .04 .95 .82 .000 .000 

Attitude 
toward the 
brand 

FRO .89 .61 .004 .004 .86 .55 .01 .004 
Stereo. .86 .68 .004 .002 .88 .71 .01 .004 
Ab .96 .87 .004 .002 .96 .84 .001 .001 

Note. Stereo. means stereotyping. Aad means attitude toward the ad. Ab means attitude toward 
the brand.  
 
Fit indices – Configural Invariance  
Model  Dependent variable  CFI TLI RMSEA 
Masculinity Attitude toward the ad .97 .96 .05 

Attitude toward the brand .97 .96 .05 
Power distance (PD) Attitude toward the ad .97 .96 .05 

Attitude toward the brand .97 .97 .05 
Assertiveness values Attitude toward the ad .97 .96 .05 

Attitude toward the brand .98 .97 .05 
Adjusted Feminine role orientation 
(FRO) (6 items) 

Attitude toward the ad .97 .97 .04 
Attitude toward the brand .97 .97 .04 
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Metric invariance  
Model: Masculinity, attitude toward the ad Chi-square df Δ chi-

square 
Δ 
df 

p-
value 

Baseline model  1023.96 302    
Factor loadings constrained 1057.25 315 33.29 13 .002 
Factor loadings “masculinity” constrained 1029.78 305 5.81 3 .12 
Factor loadings “stereotypical” constrained  1034.62 307 5.14 2 .08 
Factor loadings “attitude toward the ad” constrained  1035.59 310 0.67 3 .88 
 
Model: Masculinity, attitude toward the 
brand 

Chi-
square 

df Δ chi-
square 

Δ 
df 

p-
value 

Baseline model  933.32 302    
Factor loadings constrained 984.50 315 51.17 13 <.001 
Factor loadings “masculinity” constrained 938.63 305 5.31 3 .15 
Factor loadings “stereotypical” constrained  943.69 307 5.06 2 .08 
Factor loadings “attitude toward the brand” 
constrained  

966.04 310 22.35 3 <.001 

Item 2 constrained 954.82 308 11.12 1 <.001 
Item 3 constrained 953.90 308 10.20 1 .001 
Item 4 constrained 963.90 308 20.21 1 <.001 
 
Model: Power distance, attitude toward the ad Chi-

square 
df Δ chi-

square 
Δ 
df 

p-value 

Baseline model  1010.35 302    
Factor loadings constrained 1044.88 315 34.53 13 <.001 
Factor loadings “PD” constrained 1018.24 305 7.89 3 .05 
Item 2 constrained  1011.72 303 1.37 1 .24 
Item 2 and 3 constrained 1013.03 304 2.68 2 .26 
Factor loadings “stereotypical” constrained  1017.79 306 4.76 2 .09 
Factor loadings “attitude toward the ad” 
constrained  

1018.46 309 0.68 3 .88 

 
Model: Power distance, attitude toward the 
brand 

Chi-
square 

df Δ chi-
square 

Δ 
df 

p-
value 

Baseline model  923.07 302    
Factor loadings constrained 976.60 315 53.53 13 <.001 
Factor loadings “PD” constrained 931.11 305 8.04 3 .05 
Item 1 and 2 constrained  925.85 304 2.78 2 .25 
Factor loadings “stereotypical” constrained  930.52 306 4.67 2 .10 
Factor loadings “attitude toward the brand” 
constrained  

952.88 309 22.36 3 <.001 

Item 2 constrained 947.69 307 11.17 1 <.001 
Item 3 constrained 950.72 307 20.20 1 <.001 
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Model: Assertiveness, attitude toward the ad Chi-

square 
df Δ chi-

square 
Δ 
df 

p-
value 

Baseline model  935.30 266    
Factor loadings constrained 999.12 278 63.83 12 <.001 
Factor loadings “assertiveness” constrained 970.79 268 35.49 2 <.001 
Item 2 constrained  944.71 267 9.42 1 <.001 
Factor loadings “stereotypical” constrained  940.48 268 5.19 2 .08 
Factor loadings “attitude toward the ad” 
constrained  

941.22 271 0.73 4 .87 

 
Model: Assertiveness, attitude toward the 
brand 

Chi-
square 

df Δ chi-
square 

Δ 
df 

p-
value 

Baseline model  861.84 266    
Factor loadings constrained 942.17 278 80.33 12 <.001 
Factor loadings “assertiveness” constrained 896.79 268 34.95 2 <.001 
Item 2 constrained 871.43 267 9.56 1 .002 
Factor loadings “stereotypical” constrained  866.88 268 5.04 2 .08 
Factor loadings “attitude toward the brand” 
constrained  

889.24 271 22.36 3 <.001 

Item 2 constrained 878.02 269 11.14 1 <.001 
Item 3 constrained 877.04 269 10.16 1 <.001 
Item 4 constrained 887.10 269 20.22 1 <.001 
 
Model: Feminine role orientation, attitude 
toward the ad 

Chi-
square 

df Δ chi-
square 

Δ 
df 

p-
value 

Baseline model  1099.43 380    
Factor loadings constrained 1143.60 395 44.17 15 <.001 
Factor loadings “Feminine” constrained 1134.96 386 35.52 6 <.001 
Item 2 constrained  1102.90 381 3.46 1 .06 
Item 2 and 3 constrained  1104.76 382 5.33 2 .07 
Item 2, 3 and 4 constrained  1113.69 383 14.26 3 <.001 
Item 2, 3 and 5 constrained 1104.89 383 5.46 3 .14 
Item 2, 3, 5 and 6 constrained 1104.98 384 5.55 4 .24 
Factor loadings “stereotypical” constrained  1111.16 386 6.18 2 .05 
Item 2 constrained 1106.95 385 1.96 1 .16 
Factor loadings “attitude toward the ad” 
constrained  

1107.71 388 0.77 3 .86 
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Model: Feminine role orientation, attitude 
toward the brand 

Chi-
square 

df Δ chi-
square 

Δ 
df 

p-
value 

Baseline model  1034.55 380    
Factor loadings constrained 1095.58 395 61.03 15 <.001 
Factor loadings “Feminine” constrained 1049.22 386 14.67 6 .02 
Item 2 constrained  1037.96 381 3.40 1 .07 
Item 2 and 3 constrained  1039.89 382 5.34 3 .07 
Item 2, 3 and 4 constrained  1048.86 383 14.31 3 .003 
Item 2, 3 and 5 constrained 1040.03 383 5.48 3 .14 
Item 2, 3, 5 and 6 constrained 1040.13 384 5.58 4 .23 
Factor loadings “stereotypical” constrained 1046.06 386 8.93 2 .01 
Item 2 constrained 1042.50 385 2.37 1 .12 
Factor loadings “attitude toward the brand” 
constrained  

1064.75 388 22.25 3 <.001 

Item 2 constrained 1053.72 386 11.22 1 <.001 
Item 3 constrained 1052.60 386 10.10 1 .001 
Item 4 constrained 1062.56 386 20.06 1 <.001 

  

Correlation Matrix 
 Masculinity Power distance Assertiveness values 
Power distance r(1011) = 0.62 

p < .001 
1  

Assertiveness values r(1011) = 0.09 
p = .004 

r(1011) = 0.07 
p = .03 

1 

Feminine role orientation  r(1011) =-0.27 
p < .001 

r(1011) = -0.26 
p < .001 

r(1011) = -0.10 
p = .005 
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Appendix 8: Stimuli (Chapter 6) 

Note. The stimuli are in French.  
 
1. In-group, individual model    2. Out-group, individual model 

   
 
3. In-group, group of models    4. Out-group models, group of models  
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Appendix 9: Questionnaire (Chapter 6) 

Note. Questionnaire was in French   
 
Dear Madam, dear Sir,        
 
Thank you for participating in our research. In the next few pages, we will pose you a few 
demographical questions. Next, you will see an advertisement, followed by a few more 
questions.        
It will take approximately 10 minutes to fully complete the questionnaire. All answers are 
processed anonymously. We are always interested in your personal opinion, there are no right or 
wrong answers. We therefore ask you to answer as honestly as possible. Should you have 
questions about this research, please don’t hesitate to contact us.       
  
Kind regards,   
Sarah De Meulenaer (sarah.demeulenaer@uantwerpen.be) 
Prof. Nathalie Dens   
Prof. Patrick De Pelsmacker 
 
What is your gender?  

o Male   
o Female   

 
What is your year of birth (e.g. 1989)? ____________________ 
 
What is the highest degree or level of school you have completed, or are currently enrolled in?  

o Pas d’études 
o Études primaires 
o Études secondaires 
o Études techniques 
o Bac +2 ou +3 
o Bac +5 
o Formation professionnelle  

 
Please fill in your nationality: 

o France   
o Other, please fill in:   ____________________ 
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Which racial or ethnic group(s) do you most identify with? You can select multiple answers. 
o Caucasian/ white   
o Indian    
o Chinese    
o Other Asian    
o Black/ African   
o Latin American    
o Arab   
o Other, please fill in:   ____________________ 

 
Would you describe yourself as: 

o Caucasian/ white   
o Indian    
o Chinese    
o Other Asian    
o Black/ African   
o Latin American    
o Arab   
o Other, please fill in:   ____________________ 

 
Please wait while the advertisement is loading. 
 
What is your opinion of YouBridge? 

 Strongly 
disagree 

Disagree Rather 
disagree 

Neither agree 
nor disagree 

Rather 
agree 

Agree Strongly 
agree 

I respect YouBridge o  o  o  o  o  o  o  
YouBridge is a worthy 
organization 

o  o  o  o  o  o  o  

The objectives of 
YouBridge are 
worthwhile 

o  o  o  o  o  o  o  

 
Please mark how likely it is that you will donate money to YouBridge. 
Very 
unlikely 

Unlikely Somewhat 
unlikely 

Undecided Somewhat 
likely 

Likely Very 
likely 

o  o  o  o  o  o  o  
	

 To what extent would you be interested in additional information about YouBridge and their 
charity projects? 
Very 
uninterested 

Uninterested Somewhat 
uninterested 

Undecided Somewhat 
interested 

Interested Very 
interested 

o  o  o  o  o  o  o  
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In the following sections, we would like to ask you a few questions about yourself. 
 
Here are some descriptions of what you may find important in life. Please, rate the importance of 
each value item as a guiding principle in your life (you have 10 options). 
 Not at all 

important 
Hardly 
important 

Slightly 
unimportant 

Neutral Slightly 
important 

Very 
important 

Extremely 
important 

Achievement: to 
have success, be 
competent, 
ambitious, have 
influence on 
people and events 

o  o  o  o  o  o  o  

Power: to be rich, 
having authority 
and social power 

o  o  o  o  o  o  o  

Security: national 
security, security 
for the family, 
order in society, 
reciprocate 
favours 

o  o  o  o  o  o  o  

Tradition: respect 
for tradition, 
humbleness, 
accept life, 
moderation  

o  o  o  o  o  o  o  

Conformity: 
obedience, respect 
for parents and 
elder people, self-
discipline, 
politeness  

o  o  o  o  o  o  o  

Benevolence: to 
be helpful, honest, 
forgiving, loyalty 
to friends, 
responsible 

o  o  o  o  o  o  o  

Universalism: to 
be broad-minded, 
loving a world full 

o  o  o  o  o  o  o  
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of beauty, social 
justice, peace, 
equality, wisdom, 
unity with nature, 
care for nature and 
the environment  
Self-direction: 
creativity, 
curiosity, freedom  
to choose your 
own goals  

o  o  o  o  o  o  o  

Stimulation: 
excitement, 
novelty, and 
challenge in life  

o  o  o  o  o  o  o  

Hedonism: to 
enjoy life, self-
indulgence, fun  

o  o  o  o  o  o  o  
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Appendix 10: MANOVA results and descriptives (Chapter 6) 

Table 1: Conservation x model singularity x model group belonging: MANOVA 

 Value Wilks’ 
Lambda 

F Hypothesis df Error df Sig. 

Intercept .050 1020.074 3 162 .000 
Model singularity .999 .062 3 162 .980 
Model group belonging .991 .492 3 162 .688 
Conservation .956 2.473 3 162 .064 
Model singularity x model group 
belonging 

.950 2.828 3 162 .040 

Model singularity x conservation .972 1.570 3 162 .199 
Model group belonging x 
conservation 

.973 1.486 3 162 .220 

Model singularity x model group 
belonging x conservation 

.973 1.483 3 162 .221 

Table 2: Conservation x model singularity x model group belonging: Descriptives 

Conservation Model 
singularity 

Model 
group 
belonging 

n Att. Charity Information Money 
M  SD M SD M  SD 

Low Group In-group 26 4.64 .596 3.23 1.478 3.00 1.470 
Out-group 24 4.24 1.381 3.29 1.681 2.83 1.341 

Individual In-group 25 4.73 1.151 3.52 1.661 3.12 1.269 
Out-group 23 4.74 .969 3.57 1.532 3.13 1.517 

High Group In-group 18 5.54 1.269 4.78 1.592 3.67 1.910 
Out-group 20 4.83 .855 3.30 1.780 2.85 1.496 

Individual In-group 20 4.33 1.329 3.50 1.670 2.95 1.432 
Out-group 16 5.19 1.259 3.69 1.702 3.00 1.673 
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Table 3: Self-enhancement x model singularity x model group belonging: MANOVA 

 Value Wilks’ 
Lambda 

F Hypothesis 
df 

Error 
df 

Sig. 

Intercept .057 890.780 3 162 .000 
Model singularity .999 .041 3 162 .989 
Model group belonging .984 .864 3 162 .461 
Self-enhancement .989 .587 3 162 .624 
Model singularity x model group 
belonging 

.964 2.006 3 162 .115 

Model singularity x self-enhancement .983 .910 3 162 .438 
Model group belonging x self-
enhancement 

.954 2.613 3 162 .053 

Model singularity x model group 
belonging x self-enhancement 

.991 .484 3 162 .694 

Table 4: Self-enhancement x model singularity x model group belonging: Descriptives  

Self-
enhancement 

Model 
singularity 

Model 
group 
belonging 

n Att. Charity Information Money 
M  SD M SD M  SD 

Low Group In-group 28 4.96 1.101 3.46 1.621 3.00 1.610 
Out-group 31 4.59 1.050 3.52 1.786 3.06 1.459 

Individual In-group 29 4.38 1.324 3.38 1.568 2.93 1.252 
Out-group 18 4.80 1.067 3.78 1.555 3.44 1.423 

High Group In-group 16 5.08 .890 4.56 1.632 3.75 1.732 
Out-group 13 4.31 1.524 2.77 1.423 2.31 1.109 

Individual In-group 16 4.88 1.017 3.75 1.807 3.25 1.483 
Out-group 21 5.03 1.149 3.48 1.632 2.76 1.640 
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Table 5: Openness-to-change x model singularity x model group belonging: MANOVA 

 Value Wilks’ 
Lambda 

F Hypothesis 
df 

Error 
df 

Sig. 

Intercept .047 1083.384 3 162 .000 
Model singularity 1.000 .003 3 162 1.000 
Model group belonging .993 .364 3 162 .779 
Openness-to-change .848 9.646 3 162 .000 
Model singularity x model group 
belonging 

.957 2.426 3 162 .068 

Model singularity x openness-to-
change 

.994 .329 3 162 .804 

Model group belonging x openness-
to-change 

.980 1.096 3 162 .352 

Model singularity x model group 
belonging x openness-to-change 

.998 .129 3 162 .943 

Table 6: Openness-to-change x model singularity x model group belonging: Descriptives 

Openness-
to-change 

Model 
singularity 

Model 
group 
belonging 

n Att. Charity Information Money 
M  SD M SD M  SD 

Low Group In-group 22 4.64 .829 3.50 1.626 3.09 1.659 
Out-group 21 4.19 1.083 2.48 1.289 2.38 1.117 

Individual In-group 23 4.19 1.167 3.26 1.514 3.00 1.000 
Out-group 20 4.47 .840 3.00 1.414 2.70 1.380 

High Group In-group 22 5.38 1.075 4.23 1.716 3.45 1.711 
Out-group 23 4.80 1.246 4.04 1.718 3.26 1.514 

Individual In-group 22 4.94 1.211 3.77 1.771 3.09 1.630 
Out-group 19 5.40 1.163 4.26 1.522 3.47 1.679 
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Table 7: Hedonism x model singularity x model group belonging: MANOVA 

 Value Wilks’ 
Lambda 

F Hypothesis 
df 

Error 
df 

Sig. 

Intercept .055 927.502 3 162 .000 
Model singularity .995 .260 3 162 .854 
Model group belonging .995 .261 3 162 .854 
Hedonism .933 3.890 3 162 .010 
Model singularity x model group 
belonging 

.974 1.465 3 162 .226 

Model singularity x hedonism .960 2.243 3 162 .085 
Model group belonging x hedonism .985 .850 3 162 .469 
Model singularity x model group 
belonging x hedonism 

.996 .239 3 162 .869 

Table 8: Hedonism x model singularity x model group belonging: Descriptives 

Hedonism Model 
singularity 

Model 
group 
belonging 

n Att. Charity Information Money 
M  SD M SD M  SD 

Low Group In-group 25 5.03 1.023 3.96 1.594 3.56 1.446 
Out-group 33 4.33 1.296 3.27 1.807 2.85 1.302 

Individual In-group 31 4.30 1.197 3.35 1.539 2.87 1.118 
Out-group 28 4.63 .931 3.36 1.446 2.75 1.404 

High Group In-group 19 4.98 1.045 3.74 1.851 2.89 1.912 
Out-group 11 5.03 .623 3.36 1.433 2.82 1.722 

Individual In-group 14 5.12 1.167 3.86 1.875 3.43 1.697 
Out-group 11 5.67 1.202 4.27 1.794 3.91 1.700 
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Table 9: Universalism x model singularity x model group belonging: MANOVA 

 Value Wilks’ 
Lambda 

F Hypothesis 
df 

Error 
df 

Sig. 

Intercept .060 839.852 3 162 .000 
Model singularity .995 .267 3 162 .849 
Model group belonging .984 .857 3 162 .465 
Universalism .872 7.943 3 162 .000 
Model singularity x model group 
belonging 

.968 1.801 3 162 .149 

Model singularity x universalism .969 1.711 3 162 .167 
Model group belonging x 
universalism 

.998 .093 3 162 .964 

Model singularity x model group 
belonging x universalism 

.986 .774 3 162 .510 

Table 10: Universalism x model singularity x model group belonging: Descriptives 

Universalism Model 
singularity 

Model 
group 
belonging 

n Att. Charity Information Money 
M  SD M SD M  SD 

Low Group In-group 37 3.14 1.530 4.84 .951 3.70 1.614 
Out-group 28 2.46 1.232 4.12 1.145 2.61 1.227 

Individual In-group 37 2.92 1.164 4.39 1.082 3.41 1.572 
Out-group 27 3.00 1.593 4.69 .947 3.67 1.593 

High Group In-group 7 4.00 2.309 5.90 .957 4.71 1.976 
Out-group 16 3.50 1.461 5.19 .989 4.50 1.789 

Individual In-group 8 3.63 1.923 5.33 1.652 4.00 2.000 
Out-group 12 3.25 1.545 5.44 1.290 3.50 1.624 
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Table 11: Benevolence x model singularity x model group belonging: MANOVA 

 Value Wilks’ 
Lambda 

F Hypothesis 
df 

Error 
df 

Sig. 

Intercept .055 933.787 3 162 .000 
Model singularity .997 .188 3 162 .904 
Model group belonging .987 .714 3 162 .545 
Benevolence .903 5.784 3 162 .001 
Model singularity x model group 
belonging 

.934 3.826 3 162 .011 

Model singularity x benevolence .991 .465 3 162 .707 
Model group belonging x 
benevolence 

.997 .137 3 162 .938 

Model singularity x model group 
belonging x benevolence 

.967 1.833 3 162 .143 

Table 12: Benevolence x model singularity x model group belonging: Descriptives 

Benevolence Model 
singularity 

Model 
group 
belonging 

n Att. Charity Information Money 
M  SD M SD M  SD 

Low Group In-group 33 4.68 .719 3.48 1.642 3.00 1.601 
Out-group 27 4.37 1.126 3.04 1.480 2.81 1.272 

Individual In-group 34 4.53 .978 3.41 1.559 3.06 1.071 
Out-group 25 4.63 .868 3.36 1.604 2.96 1.645 

High Group In-group 11 6.00 1.174 5.00 1.342 4.09 1.700 
Out-group 17 4.73 1.308 3.71 1.993 2.88 1.616 

Individual In-group 11 4.64 1.882 3.82 1.940 3.00 2.000 
Out-group 14 5.45 1.305 4.07 1.492 3.29 1.437 
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Appendix 11: Distribution of the cultural values in Chapter 3, 4 
and 5 
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Dutch summary (Nederlandse samenvatting)  

Dit proefschrift onderzoekt de modererende effecten van culturele waarden bij 
consumentenreacties op reclame. Dit onderwerp is een van de belangrijkste topics in de literatuur 
over internationale reclame van de afgelopen vijf decennia en onderzoekt of, en in welke mate, 
consumenten met verschillende culturele waarden anders reageren op reclame. Culturele waarden 
zijn cruciale componenten in het verklaren van consumentengedrag. Ik onderzoek welke culturele 
waarden belangrijk zijn om rekening mee te houden bij het ontwerpen van reclames voor 
bedrijven en liefdadigheidsinstellingen, en hoe deze waarden consumentenreacties beïnvloeden. 
Mijn onderzoek naar de executie van reclametechnieken die doeltreffend zijn in een bepaalde 
culturele groep en in bepaalde landen, is gebaseerd op theoretische onderbouwingen en 
empirische studies. 
 
De centrale onderzoeksvraag van de studies, en dus van dit proefschrift is: wat is de modererende 
rol van culturele waarden voor consumentenreacties op verschillende vormen van 
marketingcommunicatie.  
 
Deze onderzoeksvraag wordt beantwoord aan de hand van een conjunct analyse en vier 
experimenten, opgezet in zes landen. Op basis van de resultaten van deze studies, meet ik de 
cross-culturele consumentenpercepties en attitudes ten opzichte van reclame, rekening houdend 
met individuele verschillen in cultuur-gerelateerde consumentenkenmerken. Voor elk van deze 
studies heeft een professioneel datacollectie-bedrijf respondenten gerekruteerd. De resultaten van 
dit proefschrift dragen bij tot de academische kennis van cross-cultureel consumentengedrag en 
leiden tot een beter begrip van de effectiviteit van merk- en marketingcommunicatie.  
 
Hoofdstuk 2 onderzoekt de antecedenten van de perceptie van merk-globaalheid (“brand 
globalness”). De perceptie van merk-globaalheid is de perceptie van consumenten dat het merk 
wordt verkocht in meerdere landen en erkend wordt als “globaal” (“wereldwijd”) in deze landen. 
Deze perceptie kan opgewekt worden op basis van componenten in een advertentie. Dit 
hoofdstuk onderzoekt de invloed van vier componenten in de advertentie, namelijk de tekst, het 
reclamemodel, het logo en de merknaam. Ik ga na welke van deze vier componenten het 
belangrijkste is, en ook wat de modererende effecten zijn van productbetrokkenheid en de 
consumentencultuur. De studie vond plaats in Nederland. Over het algemeen heeft de tekst in een 
advertentie de grootste invloed op de perceptie van merk-globaalheid. Voor producten waarbij 
consumenten een hoge betrokkenheid hebben, zijn de centrale componenten (de verbale 
componenten: de tekst en de merknaam) relevanter voor de perceptie van merk-globaalheid; bij 
lage productbetrokkenheid zijn perifere elementen zoals het logo en het reclamemodel 
belangrijker. Lokaal-gerichte mensen worden meer geleid door centrale componenten. Lokale 
reclame-componenten zijn meer gerelateerd aan zelf-congruentie, wat een meer cognitief en 
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centraal proces is. Anderzijds symboliseren globale merken globale status en prestige voor 
globale consumenten. Dus globaal-gerichte mensen zijn meer gericht op de visuele, perifere 
componenten zoals het logo en het model, omdat deze een symbool zijn van het behoren tot een 
bepaalde maatschappelijke groep.  
 
Hoofdstuk 3 gaat na of mensen met verschillende waarden anders reageren op angstprikkels. Er 
wordt naar drie waarden gekeken: het mijden van onzekerheid, het algemene angstniveau in 
iemands leven, en het geloof in toeval bij gezondheidsproblemen. De studie vond plaats in 
Ierland en België. De resultaten tonen aan dat het mijden van onzekerheid en het angstniveau het 
verwerken van angstprikkels modereren, maar het geloof in toeval niet. Het mijden van 
onzekerheid heeft een sterke impact op de perceptie van doeltreffendheid. Deze perceptie is 
belangrijker voor mensen met een lage onzekerheidsmijding, dan voor mensen met een hoge 
onzekerheidsmijding. Individuen met een hoge onzekerheidsmijding hebben het gevoel weinig 
controle te hebben over hun leven, waardoor doeltreffendheid minder belangrijk voor hen is dan 
voor individuen die onzekerheid in mindere mate vermijden. Verder heeft het algemene 
angstniveau in iemands leven ook een effect op hoe ze op angstprikkels reageren. Individuen met 
weinig angst in het leven focussen meer op cognities (bedreiging, doeltreffendheid). Het is 
moeilijker om bij hen angst op te wekken. Individuen met veel angst in het leven focussen 
duidelijk minder op cognitieve elementen en laten zich uiteraard meer leiden door angst. 
 
Hoofdstuk 4 analyseert de relatie tussen de perceptie van geloofwaardigheid van een bron en de 
aanvaarding van de boodschap. Ook in dit hoofdstuk wordt gefocust op een angstprikkel. Ik 
verwacht dat deze relatie gemedieerd wordt door de perceptie van bedreiging en doeltreffendheid. 
Daarbovenop onderzoek ik twee moderatoren voor deze relatie: onzekerheidsmijding, de mate 
waarin individuen moeite doen om onzekerheid te mijden, en machtsafstand, de mate waarin 
individuen aanvaarden dat er een hiërarchie in de samenleving is. De data werden verzameld in 
Ierland en België. De resultaten tonen aan dat de directe relatie tussen de geloofwaardigheid van 
de bron en de aanvaarding van de boodschap positiever is wanneer machtsafstand stijgt. Langs de 
andere kant vermindert het indirecte effect van geloofwaardigheid van de bron op aanvaarding 
van de boodschap via de gepercipieerde doeltreffendheid wanneer de machtsafstand stijgt. Dit 
resultaat duidt aan dat individuen met een hoge machtsafstand meer focussen op autoriteit van 
een bron, terwijl individuen met een lage machtsafstand meer focussen op de boodschap zelf. Het 
indirect effect van de geloofwaardigheid van de bron op aanvaarding van de boodschap via de 
perceptie van doeltreffendheid wordt positiever wanneer machtsafstand toeneemt. Wanneer het 
vermijden van onzekerheid toeneemt, heeft de geloofwaardigheid van de bron een positiever 
effect op de perceptie van doeltreffendheid, en dit heeft een positief effect op aanvaarding van de 
boodschap. Dus, in vergelijking met individuen met een lage onzekerheidsmijding, hechten 
individuen met een hoge onzekerheidsmijding meer waarde aan de geloofwaardigheid van 
bronnen omdat hun advies tot een hogere perceptie van doeltreffendheid leidt.  
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Hoofdstuk 5 onderzoekt het modererende effect van culturele waarden voor consumentenreacties 
op reclame die verschillen in hun graad van genderstereotypering, en of deze reacties verschillen 
bij het gebruik van mannelijke of vrouwelijke reclamemodellen. De studie vond plaats in 
Duitsland en Zweden. Over het algemeen leidt een hogere graad van stereotypering tot 
positievere attitudes ten opzichte van de advertentie en het merk. Dit effect is vooral sterk voor 
mannelijke modellen, en iets minder voor vrouwelijke modellen. De resultaten worden 
gemodereerd door vier culturele waarden: mannelijkheid, machtsafstand, assertiviteit en 
vrouwelijke rol-oriëntatie. Dit laatste duidt aan in welke mate vrouwen zich bewust zijn van hun 
sociale rol in de maatschappij en meer autonomie vragen. Een hogere mannelijkheid en een 
lagere vrouwelijke rol-oriëntatie leiden tot positievere houdingen ten opzichte de advertentie en 
het merk wanneer stereotypering stijgt. Voor machtsafstand en assertiviteit, speelt het geslacht 
van het fotomodel een rol. Mensen die hoger scoren op machtsafstand en assertiever zijn, hebben 
een positievere houding ten opzichte stereotypering van mannen. Assertievere individuen staan 
negatief tegenover vrouwelijke stereotypering, aangezien ze assertiviteit waarderen voor mannen 
en vrouwen.  
 
Hoofdstuk 6 focust op een boodschap van een liefdadigheidsinstelling. Ik onderzoek of de 
boodschap best een fotomodel of een groep toont, en of de persoon in de reclame best deel 
uitmaakt van dezelfde groep als de respondent. Dit laatste wordt gemanipuleerd aan de hand van 
etniciteit. Als de modellen en de respondenten dezelfde etniciteit hebben, behoren ze tot dezelfde 
groep. Hierop worden de modererende effecten van de Schwartz-waarden onderzocht. De studie 
vond plaats in Frankrijk. De resultaten tonen aan individuen met collectivistische waarden liever 
een groep zien, terwijl individuen met individualistische waarden liever een individu zien. 
Individuen met een hoge waarde aan zelf-versterking en welwillendheid hebben betere reacties 
op fotomodellen die tot dezelfde groep behoren als zijzelf (dus dezelfde etniciteit), dan op 
modellen die tot een andere groep behoren (met een andere etniciteit).  
 
De resultaten van deze vijf hoofdstukken beantwoorden mijn onderzoeksvraag. In elk hoofdstuk 
is aangeduid dat culturele waarden inderdaad een modererend effect hebben op hoe individuen 
reageren op marketingcommunicatie. Dit wordt aangetoond in verschillende contexten: 
commerciële advertenties, angstprikkels in gezondheidscommunicatie, en een 
liefdadigheidsinstelling.  
 
 
 
 
 
 
 
 


