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ABSTRACT

The importanc®f images as a means of pasion in advertisements, witéw
exceptions, has been viewed as secondary to copy (text) in adweriis€eEven though images
play an important part in the communication of messages for fashion apparel, research to
develop arunderstanding of how images influence consumers is needed. Hypotheses were
developed to test the proposition that e w evelgf &dvertisement anfdshion involvement
would be moderated lype ofadvertisement treatment for a fashion procdhactsiderd
controversial(1) copy and image, (2) copy only, and (3) image only.

Involvement,as a state that can be measured along a contjraauwmed ashetheoretical
framework The Revised Personal Involvement Inventory (RRHs used to measure
advertisemeninvolvement. The Fashion Involvement Index (FIl) was used to metsimen
involvement as a function iroductinvolvement.Both scales hadimensionghat provided
additional information to testn overall state of involvement

A mail surveywas conductedf asampleof 1,200womenwith intended busehold
incomeof $75,000 or highetiving in eightmajor metropolitan areas of thinited StatesThe
response rateas23% In general, theespondents/ere highly educateaver 30 years of age;
white, not of Hispanic origin married full-time empoyed professionalsgnd affluent.

Hypotheses were tested usingltiple regression (MR) anBearson correlatioanalyses
Variation in advertisement treatmgmmbduced no moderating effecs involvement withthe
advertisementAge was the only demographic characterigiimdto moderate the relationship
between fashion involvement and involvement with the advertisemseneasured on the
pleasure dimensioof the RPII Thereweresignificantrelation$ipsbetween fashion

involvement ad ownership of leathgroducts andbetween level of advertisement involvement

Xi



andownership of leather products. Results also showed significant refapsbstween fashion
involvement and media exposure ardvieen advertisement involvement and media exposure.
Results in this study contribute to an understanding of the role of images in print adertssem
for fashion apparel and further support éxéernal validity ofadvertisement involvement as

measured pthe RPII andashion involvement theory as measured by the FII.

Xii



CHAPTER 1
INTRODUCTION

Apparel consumers use dress not only for utilitarian reasons but also as a signaling device
to express various values and symbolic meanings of sutyjective social concerns and
personal characteristics such as elegance, cheerfulness, or patterns of leisure activities (Holbrook
& Hirshman, 1982Kaiser, 199). These consumers seek information from both media and non
media sources to make appareighase decisions (Thomas, Cassill, & Forsythe, 1991). Despite
the pervasive use of images in fashion advertisements, there is little understanding of how
consumers perceive visual information and process it and few studies have focusedrea this a
of resarch (Kim, Damhorsi& Lee, 2002; Oh & Jasper, 2006).

The importance of images as a means of persuasion in advertisements, with a few
exceptions, has been viewed as secondary to copy (text) in advertisements (Messaris, 1997).
However, these views are sliywchanging as research on cognition and perception suggest that
even images such as sketches or stick figures may trigger the same kind of cognitive processes as
verbal information (Messaris, 1997). Unfortunately, the framework to assess the effects of
images in advertisements is not as well developed as that of copy (Forceville, 1996; Messaris
1997; Scott, 1994a, 1994b).

Apparel products become a symbol in consumer driven economies that are no longer
constrained by tribal or political views (Polhemus98p Consumption of material goods is the
basic means by which contemporary society creates social life and culture (Wattansuwan, 2005).
For this reason, the consumption of fashion apparel products seems to generate higher levels of
involvement as consumeseek these products to portray congruent images of themselves to

ot hers (O6Cass, 2004) . Mar keters focus on hig



trends earlier than most consumers and who rely on images presented in the media for trend
inffoormat i on. These innovators significantly inflt
Moore, & Beaudoin, 1999).

A fashion image of a dress in an advertisement may serve asvenah cue that
enhances memory, but the image can also stand as the symepoisentation of a utilitarian
object (Barnard, 2002). Consequently, it could be argued that an image can convey rational
information more effectively than copy because the consumer gains a better understanding of an
object 6ds physi cateristes Color aonsteuctionplength, textuneaand even fit
are some of the characteristics that an image of a fashion product can convey. By comparing two
images, a clothing manufacturer could easily show how a special treatment may help reduce
stairs or prevent mosquito bites or fabric wrinkles. In addition, an image may convey complex
cultural, social, economic, and situational information (Barnard, 2002). For products such as
fashion apparel that have utilitarian, aesthetic, and social dimensioresevidence is needed in
order to understand how consumersodo | evel of i
involvement with advertisements when these advertisements use images in the communication of
their message.

Images may also be betwrcommunicating aspects of visual design that are important in
dress such as space, line, shape and form, light, color, texture, and pattern that convey both
physical and psychological effects including optical illusions. These elements create apparent
changes of height, weight, or contour of figure or color or textural properties (Davis, 1996).

Because the perception of these visual illusions is not well understood, culture, education, and
race may influence a c¢onsummagéSegad, Canbellt&y t o r e

Herskovitz 1966).



While some disciplines such as aesthetics have developed rich frameworks to understand
how visual information is processed, these philosophies with roots in the arts and design have not
been fully integrated ith the more traditional scientific philosophies because they seem to
require a less linear and systematic approach to their understanding. Consequently, there are
commurcations researchers like Barf3005) who continue to write philosophical essays on
visual communication and perception theory from the standpoint that text is a more evolved and
thus more rational cognition press Her interpretations seem to be an example of the bias that
is still evident in the literature since she does not collget loiat rather draws her conclusions
from a review of the evidence provided by researchers writing within the consumer behavior
literature. Researchers who make subjective observaifasdence without major data
analysis tend to sustain an oversimptifigew that information offered in text reiges higher
cognitive abilities contained in the left hemisphere of the licaprocess and that images are
more appropriate when trying to communicate more emotional messages.

Fashion designers, producers, agi@ilers who rely on images in their advertisements to
convey meaning without a clear understanding of how consumers use images to interpret
messages and make product choices may adversely affect their productanTdesespecially
of specialconcernwhenadvertising products considered controversial. For example, research
has shown that consumers make negative and positive inferences about products from pictures
used in advertisements (Mitchell & Olson, 1981). These consumers may be engaging in
proceses of higher issue elaboration that influence purchase behavior. Developing a better
understanding of how consumers process images in advertisements can help marketers choose

messages that connect with their consumers and avoid those that hinder thsmyafeheir



messages. Additional evidence into the role of images in advertisements for apparel products
may also help generate a better understanding of the behaviors thdashieainvolvement.

Advertising and marketing researchers have ackn@el@dhe importance of images in
advertisements within the communication process and recognize the need for more studies that
focus on their impact (Pracejus, 2003). However, the role of images in studies of persuasion
within advertising has been sedamyto that of copy Martenson1987;Messaris1997; Oh &
Jasper, 2006; Pracejus, 2003; S&oBatra, 2003). Thus the importance of images in
advertisements has not only been diminished, but their importance in the communication process
has also been limited

Another important issue for marketers to consider is the growing trend among consumers
to withhold consumption of goods and services because of ethical conceres, @Burde,
Devinney, & Louviere2003). These ethical concerns may even change howroens process
information about different product categories, but more information is needed to fully
understand this phenomenon (Shaw, Grehan, Shiu, Hassan, & Thomson, 2005). Some apparel
products may be considered controversial because consumers gpnooezof how the
products are made or from what they are made. Consumers may also feel pressure from reference
groups to comply with social concerns and behaviors SéanCanli, & Morwitz, 2001).
For example, animal rights activists have stalledstiles of furs, and other groups have
condemned apparel companies that outsource labor to countries where labor laws are minimal or
nonexistent (McCunne, 1990). The debate over labeling genetically modified foods has raised
the awareness of consumers tovhgous risks associated with the production processes of
products that otherwise would be low on their information processing scale (Kysar, 2004).

Although demographic characteristics may deaet e d t o maotivatiopal staee 10f0 s



involvementwithd ver ti sements, other variables such

involvement may also be at plélyaczni&k, Muehling,& Grossbart1993).In addition, Flynn

and Goldsmith (1993) found that identifying consumers by their levelotvementwas a

better predictor of fashion involvement than using demographic inform&fittin and

Goldsmith (1989Jound thatethnic differences explagdlless than 2% of fashion involvement.
Statement ofProblem

There is awareness among apparel researchers that pentisgiments are an important
source of product information for consumers, especiallppparelproducts that may be deemed
controversial. Even though images play an important part in the communication of messages for
fashion apparel, research to devedopunderstanding of how images influence consumers is
needed.

Although advertising theory may help to fill this gap in the apparel research literature,
advertising theory is still evolving. Some researchers have argued that images offer issue
relevant inbrmation, may be as involving as text in advertising, and may contribute to
involvement. However, the lack of agreement about how to conceptualize and measure
involvement within consumer research makes it difficult to compare results, especially when
somesocial scientists have begun to recommend simpler and more powettioldnef
analysesPrevious studies have relied on student santplaismay limit the generalizability of
results. In addition, studies han®@nipulated involvemenBecause involvemers a personal
state that varies from person to person, it is more appropriate to measure the concept along a
continuum from low to highTherefore, more evidence about the role images play in fashion
advertisements for a controversial apparel product catribute to this evolution of the

understanding ahe relationship of fashion involvement and advertisement involvement.

a ¢



Purpose
The purpose of this study was to explore how consumers process images and copy in a
print fashion advertisement featuriag apparel product considered controversial.
Hypotheses
Based on the review of literature, the following test hypotheses were proposed:
Hi1.Respondentsd | evel of involvement with an act
and fashion involvementill be moderated by the type of advertisement treatment viewed: copy
and image, copy only, or image only.
As a result of moderation, these results were anticipated:
a) The relationship between involvement with an advertisement and fashion
involvement amog respondents who saw the copy and imadyeertisement
would be moderate for both less and more fashion involved individuals;
b) The relationship between involvement with an advertisement and fashion
involvement among respondents who she/copy only adugisement would
be lower for those respondemtbo weke less fashion involved and higher for
those respondents where more fashion involved;
c) The relationship between involvement with an advertisement and fashion
involvement among respondents who sha/ithage only advertisement
would be higher for those respondemtiso wereless fashion involved and
lower for those respondents winere more fashion involved.
H2. For respondents in all treatment groups, the relationship between advertisement involvement
and fashion involvement will not be moderated by their demographic characteristics: race, age,

marital status, college education, employment status, and affluence.



H3. For respondents in all advertisement treatment groups, there will be a significaonsalp
between fashion involvement and ownersbfiglligator, exotic, norexotic and faux leather
products.
H4. For respondents in all advertisement treatment groups, there will be a significant relationship
between advertisemeinvolvement and ownerghof alligator, exotic, norexotic and faux
leather products.
H5. For respondents in all advertisement treatment groups, there will be a significant relationship
between fashion involvement and noticing clothing featured in the media: advertisements, worn
by celebrities, on television, in movies, magazines, the Internet, aschigcatalogs.
H6. For respondents in all advertisement treatment groups, there will be a significant relationship
between advertisement involvement and noticing clothing feainith@ media: advertisements,
worn by celebrities, on television, in movies, magazines, the Internet, eswhlgpcatalogs.
H7. For respondents in different advertisement treatment groups, there will be a significant
relationship between fashion involvemi@nd persuasiveness to buy.
H8. For respondents in different advertisement treatment groups, there will be a significant
relationship between fashion involvement and likelihood to buy.
H9. For respondents in different advertisement treatment grougys, will be a significant
relationship between advertisement involvement and persuasiveness to buy.
H10. For respondents in different advertisement treatment groups, there will be a significant
relationship between advertisement involvement and likelihoddy.
Assumptions
Americans perceive advertisements to be paid speech intended to communicate the

benefits of products and services available in the marketplace. Among consumers, there is a



general awareness that the goal of the advertiser is to persuade them to buy products or services
and because there is some degree of competition for most products and services, advertisers try
to feature their products in the best light possible. Withennharketplace, most individuals
participate in the economy as consumers who wish to satisfy their needs, wants, and desires by
purchasing goods and services of value to them. However, consumers differ in their interest in
processing advertising informati@nd in their level of advertising exposure. For this reason,
many consumers will fail to process advertisement information.
Limitations
The results of this study may not be generalizable to other types of products. The sample
was limited to affluent female consumers in urban areas. Therefore, the results may not be
generalizable to men or less affluent women livingrioan or rural areas.
Definition of Terms
Aesthetic fit he sensitive selection or appreciatior
the product or environment, providing nmstrumental benefits that result in pleasure or
satisfactiono (Fiore, 1997, p.4).
Argument a short statement of subjenatterstating a reason or reasons offered for or against
something (Neufeldt & Garalnik,1986, p.73).
Cogniton t he activities involved in perceiving, t
(Foxall, Goldsmith, & Brown1998, p.51).
Copy dall written or t extIlmbel&Toflet,087ipall9).i n an ad

Emotional motives fii mply the selection of goals accord

(e.g., the desire for individuality, pride, fear, affenf status) . . . based on the indi



need structure, as well as on past behaviorakaoi@l (or learned) experieneg$chiffman&

Kanuk 2007, p.89).

Fashion & @llturally endorsed form of expression, in a particular material ematerial

phenomenon, which is discernible at any given time and changes over time within a social
systemogr oup of associated individual so (King &
Image Avi sual counterpart or |d(lkbemsloffer, 1987, an o0Db|j
p.235).

Involvement & épersonédés perceived r el etneedscvaluenf t he
and i n(Zachkewskysl985, p.342).

Mediaaichannel s of communi catitormntskéatlT heemea i ma ity
adverti s e andsgerveras a\sta Inlelbetween the seller of a product or service and the

c o n s u(imber & Toffler, 1987, p.295).

Message fAin the communication process, the infor
r e c e ilmber & dofflér, 1987, p.301).

Paradigm fian accepted model or patterno (Kuhn, 1
Persuasion & @éange in the mental state of otherseath t han t heir conduct
(O'Keefe, 1990, p.16).

Rationality i1 . ssumas that consumers behave rationally by carefully comgjceir
alternatives as they choose those objects tha
consumerselect goals based on totally objective critstiah asize, weght, price, or miles per

gallo n O (Schi ff magm®8).& Kanuk, 2007,



CHAPTER 2
LIT ERATURE REVIEW

Textile and apparel researchers often encourage retailers and manufacturers to provide
consumersvith more product information (Thomas al, 1991). Print advertisements are one
visible way to communicate the latest fashion informationtaadmages in them often play a
key role in the communication of the fashion message. Despite the extensive use of images in
advertisements for fashion apparel, research on the way in which consumers respond is limited
(Oh & Jasper, 2006). Consequentherte is a gam the literature about the influence of images
on consumer behavidoward fashiorapparel products.

The role and relevance of images in advertisements to promote the latest fashions for
appareis not well understood within the textile angparel research literature (Oh & Jasper,
2006).However,a review of theconsumer behavior, advertising, social psychology, economic,
and psychology literatunevealeda better understanding the use ofmages emergesVvhile
images, as relantarguments in the advertisememéssages, have not always been the central
topic of study among these disciplines, various articles have been written thafenapme
insight into consumedperceptions.

Often, however, the framework used in these studtlegated images to the role of cues
tha reinforce verbal information by arguing that imagessatgordinate to verbal information
and thus makadvertisement information moneemorablgScott, 1994a, 1994bThis view of
images has lately drawn critsen from researchers doing workthis area (Scott & Batra, 2003).
However, these researchers have problems of their own. In their review of the visual literature
Kenney and Scott (2003) suggest probl ems t hat

theories and i f they do, thepd9)hey Itne satd dtihtei otn
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many of the essays there is no mentpd®mandof how

Arepl i cat i o np49).5orthinreasommeviewof thé information processing theory

provides some understanding not only of the role impfgswithin the consumelearning

paradigm, but also homore research is needed in order to find noavketers may

communicate with their consumeespeciallywhen their produstmay be controversial.
Theoretical Framework

When marketers see consumers as active learners of new product information, they rely
on elements taken from different learning theories to understand the processes by which
consumers not onlgerceive information, but also use information to purchase, consume, and
dispose of products and even tell others about their experiences (Solomon, 2007). However,
learning theorists do not agree on how learning takes platé&ave developedany models to
helpexplainhow different elements interact in problem solving (Schiffman & Kanuk, 2007). As
a result, in order to use information processing theories one must understand how researchers
have framedlifferentconsumer communicatiqgeroblemsn order to see why certain variables
chosen influence their views and interpretations of the evidence on how consumers process
information.

For examplein their effort to understand advertising effects, some researchers have
studied how consumers preseimages within models of learning theory. However gimesdels
tend t o vi efermationprscessirepetm\dorin alinearfashion. Consequently,
these theories have been developed from the perspective that consumers use hierarchical
processesf thinking similar to squential computer logic (Foxadt al., 1998)As a result,
images are often treated as peripheral cues. While these views have been the subject of criticism,

further research is needed to examine the relationships of the vaabaplag from a different
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perspective and thus see if the evidence suggests that the role of images in advertisements can be
better understood.
Involvement Theory

Involvement theory has been widely used to explain how consumers process information
(Celsi& Olson, 1988). The concept of involvement can describe how individuals, as consumers
motivated to attain a goal, connect with products, product categories, advertisements, or purchase
situations (Houston & Rothschild, 1978). Different types of involvety®uch as enduring
involvement, have been theorized in an effort to describe how consumers process product
information including advertisements during certain purchase situations and over time (Laczniak,
Muehling, & Grossbart, 1989). In apparel reseafehexample, fashion involvement has been
used to explain how information influences a

The concept of involvement has generated much interest given its perceived impact on
consumer sO6 pur cha e7). Hevéevarvdifferanceg irchow researchers have
not only conceptualized involvement, but also measured it make it difficult to replicate findings
among research studies (Cole, Etterson, Re&l&chrader, 1990; Costley, 1988).
Comprehensive overviewd how the concept developed offer multiple ways to compare and
contrast the differing points of view (Arews, Durvasula, & Akhter, 199@ntil, 1984;Areni &
Lutz, 1988;Higie & Feick, 1989 aczniak et a].1989 Zaichkowsky, 1986

Generating consens@mong involvement researchers on the meaning of involvement
has proven problematic to the nature of theory development. For this reasqumntiey and
diversityof models used to frame tlkencept have resulted a variety of differing ways to
explan how informatiorprocessing takes place in the social sciences and how to view its

effects. Leftright hemispheric laterality, dug@irocessing hypothesis, and sequential versus
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simultaneous models of processing information are among the most influetialwhen
framing the paradigm (Holbrook & Moore, 1981). These differing views also affect how
researchers evaluate consumerso judgments of
advertisements (Holbrook & Moore, 1981). Disagreement among cbseatriggeredo many
newdefinitionsthat Rothschild (19849alledfor a moratorium omfforts to redefine the concept
and more time spent on collecting and analyzing.data

Involvement Theory within C onsumerResearch

Krugman (1965) first adopted tleenstruct of involvement from social psychology and
adapted it to consumer behavior to explain how viewers connect with television advertisements.
He argued that viewers connect to television messages by the number of conscious connections
or Abr idrgii enfp8xekgy make with information. Since Krugman first used
involvement theory in 1965, many other researchers have based their work on his assumptions in
their efforts to explain consumer behavior (Petty, Cacioppo, & Schumann, 1983). When
Krugman (1965) wrote his groundbreaking approach to involvement, he did not collect any data
to test his proposition. His article was mainly a discussion of the various theories of the time and
personal opinions influenced by his earlier research.

UsingKrugma 6 s conceptual framework of involvem
developed a practical advertising planning model. The Foote, Cone, and Belding (FCB) model
was created to make it easier for practitioners to develop persuasive messages. Even though the
FCB mockl was conceived within the consumer sciences, the layout of the matrix also tried to
capture and interpret the beliefs held by some scientists of how the brain functioned. The model

thatVaughnintroduced was simple enough for practitioners to both utadetsand use. This
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visual matrix allowed practitioners to craft messages by using the involvement level of

consumers as a guide according to different product cate¢eeiesigure 11

Thinking <« » Feeling

High
A

Involvement

\/

Low

Thinking <« » Feeling

High
A
lnyolyernent
) /£

1. Informative 2. Affective

3. Habit Formation 4, Self-Satisfaction

Low

Thinking « » Feeling

A

anOlVement 1. Informative 2. Affective

3. Habit Formation 4. Self-Satisfaction
v
Low

A. FCB model as originally conceived showing the strategies to follow given the vari
dimensions.

B. FCB model using different product categories.
C.FCB model showing varieties of same car product category.

NoteeAdapted from AHow advertising wor BosrnaloA pl a
Advertising Research, 28), p.31.

Figure 1. Foote, Cone, and Belding (FCB) model (Modified from Vaughn, 1980)
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Matrix A in Figurel shows how th&CB model has two continuumsne that measures
level of involvement (vertical) and the othene that measures the typamfolvement
(horizontal). The two continuums together make four quadrants. Because the model assumes that
different categories of products elicit different rational and emotional responses, developing the
right message within this framework involves placing the product to be promoted in the
appropriate quadrant.

Vaughn (1986) revised the matrix and proposedghaduct varieties within the same
product category could be used to define the four quadrants. For example, MatRigBre 1
shows how different product categories can be classified by using the type of involvement they
elicit. The products within eacquadrant vary mainly by the level of involvement required to
make thepurchaselecision. However, Vaughn also tried to incorporate other learning theories
popular with advertisers in order to classify products in the different quadrantsckgigitems
like appliances, for example, are among the products that define Quadrant 1 because they tend to
elicit more economic considerations. Cleaners are products that tend to be more habitual
purchases elicit almost no economic considerations, and define Quad@uadrant 2 and 4 are
similar in that they elicit feelings. However, Quadrant 2 elicitsregmted impulses such as the
desires satisfied by products like jewelry and cosmetics. Social products that provide simple
satisfaction such as beer or choteldefine Quadrant 4.

Matrix C inFigure 1 show$iow varieties of a single product category can also be
classified within the revised FCB model (Vaughn, 1986). Automobiles are generally thought of
as a product category that elicits high involvement and thought. Using vehicles as an example of
a productategory, Matrix C shows how different vehicles can be further classified into different

guadrants. Different types of vehicles, such as helaty, economy, sporty or suburban-all
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terrain, can elicit not only different kinds of involvement, but also thopknd feeling reactions.
As a result, different types of vehicles can fall in more than one of the four quadrants when only
automobiles are evaluated within the matrix.

The FCB model can help advertisers characterize their consumers and target their
messages. Given the variety and number of messages to which consumers are exposed, targeting
the right messages to intended groups is important in order to make the most of advertising
budgets (Siomkos, Rao, & Rauch, 1997). Vaughn (1986) developed d spalgdo revise the
planning model using 250 product categories among 1800 consumers in the United States.
Additional data came from respondents in 23 other countries. However, there is little information
in either the 1980 or the 1986 article as to hiogvdata gathering process took place

Petty and Cacioppo (198@gvelopedan alternative model that explains persuasion and
information processing by individualShese researchepsstulated the Elaboration Likelihood
Model (ELM) as an extension of their work based on their own understanding gfdsettasion
and attitude change withsocial psychology (Petty &acioppo, 1986; Petty, Cacioppo, &
Goldman, 1981). An interest in perasion by Petty and Cacioppo (1984) led these researchers to
focus their attention on changes in attitude @nedight in response to argument quantity
changes. According to Petty and Cacioppo (1986), attitude change in highly involved individuals
takes phce when advertising arguments tap into their central route to persuasion, while less
involved individuals use a peripheral route. Because they argue that personal relevance
moderates attitude change, they manipulated involvement levels into high aidhéyw.
proposed that attitudes formed via the central route to persuasion are more predictive of behavior

than attitudes formed via the peripheral route.
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The ELM outlines how different elements such as cues versus quantity of arguments in
mass media and ae€litising affect consumer behavior (Petty & Cacioppo, 1984). Extensions of
the ELM have also been used to explain how attitude change can be achieved by using attractive
and unattractive individuals as product endorsers (Haugtvedt, Petty, Cacioppo,|&ySteid
1988). Within this same understanding, the research has also extended to the analysis of the
effect of endorser expertise on attitude change arsligsion (Petty &acioppo, 1984).

Although Petty et al(1983) did not directly study the effect ofiages, they formulated
inferences on their possible persuasive effects. They argued that an image could be central when
these persuasive effects are relevant to the message, and verbal information could be peripheral
when it invokes a simple decision rule.

Throughout their research on information processing and persuasion, their methodology
varied little Petty & Cacioppo, 1984; Petty & Cacioppo, 19Béity, Cacioppo, & Goldman,

1981; Petty, Cacioppo, & Heesacker, 198ty et al, 1983. These studiegssed student

samples and evaluated issues or advertisements that seemed relevant to these populations. Male
and female students from undergraduate introductory level psychology classes participated in the
studies. These students were divided into grogmne groups would be led to believe that the
scenario would affect them directly by the outcome of their opinion or choice using either strong
or weak arguments-or example, some were told that academic changes underway at the
university would require #m to take a comprehensive exam (Petty & Cacioppo, 1984). Other
groups would also read strong and weak arguments, but the outcomes would not have affected
them directly either way. Students also evaluated a series of arguments that varied in message
quality or source expertise. Other advertising studies used products that students would be

familiar with such as razors and cameras to test attitude changes under similar laboratory

17



conditions. In order to hold involvement high, students were lead to beleviiadly would get
an incentive from the brand of razor advertised. fEselts were analyzed usiAgNOVAs.

Over the years some researchers hav® inter
find more evidence tehow support for the postulates for tieM (Miniard, Bhatla, Lord,
Dickson, & Unnava, 1991; Oh & Jaamp 200¢. However, researchers likeole et al(1990)
were not able to show support for the ELNMhile someresearchexlike Scott (1994ahave
criticized problems with the methodologgthes like Crimmins (1997have summarized key
problems with the ELM. Crimminsdé summary not
shortcomings of the model beyond a laboratory setting, but may also help to better understand
and interpret the results of thosemiinave directly studied the role of images and involvement.

According to Crimmins (1997), a leading problem for external validity is that in the
methodology subjects were generally divided into high and low involvement by making them
believe that thadvertisemens were immediately relevant. Many scientists and practitioners
seem to agree that advertisers do not really have that ability, so it is wrong to assume this.
Designating the level of involvement also goes against the understanding that involvement is
measued on a continuum. Another problem Crimmins noted wasithtah e di f f er ence Db
centr al arguments and peripheral cues seems a
and results in concepts that findeguenky itasnotl ear wo
clear how they identify and use central (sgihscious) and peripheral (subconscious) arguments
to devel op persuasive messages. Crimmins also
distinguished central arguments from peripheralcues s o mewhat <circul ar f as
this reason, Crimmins is among the few who has talked about the lack of evidence that Petti and

Caci op p onéerdgs prewdp ferrtheir theory.
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Because there is disagreement as to the many types of involvéhiel,ass (2000)
suggested thatitisbette t o t hi n k orelatively stable whalstnstilhatlowiagsor i
fluctuations i n cer tpabbOh As amsult, ihvplvemaent candoecpneme nt s

state of overall involvement where the intgran among different objects can be studied as

contributing to the profile of involvement. O
Ai mplies a positive and relatively complete e
object, whereasvelyow i nvol vement pbmR)i edcsepdiagi 600 Of
involved consumeralsoper cei ve t he fipotential for satisfy

n e e ¢p.H52) of the products and the contexts important to the lives of mostrmers Br
thisreason,har gues that product involvement is not
situation wib%h a product o (
Measuring Involvement

Many different scales have been developed
Researchers have s#gted the need to develop a convenient measure for practitioners to use as
their primary reason to develop and improve ssrdles l(aurent & Kapferer, 1985
Zaichkowsky, 1985). In 1985tudiesemergedhat havehad longterm influenceom e s ear cher s
views on scale development for involvement measurement.

The idea ofa Consuner InvolvementProfile (CIP) emerged as a result of a series of
studies by the team d¥rench researchel&apfererand Lauren{Kapferer & Laurent, 1985a,
1985b, 1993; Laurent & Kapfer, 1985). Through their years of working together, Kapferer and
Laurent (1993) strongly believenhe index of involvement was not appropriate to medbere
state ofinvolvement.Instead, they arguddr measuring this state by assessiagerafacetsor

antecedents of anvolvement profileas they believed that profile of involvement resolved the
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many distinctions researchers made between different types of involvement such as situational
and enduringKapferer & Laurent, 1985a, 1985b, 1993; Lau@rndapferer, 1985)According

to their evidencea profile could better measure the facets along the same construct of
involvement that corresponded with the perceived characteristics of involvétapferer &

Laurent, 1985a, 1985b, 1993; Laurent & Kapfel985) Using evidence collectedom their
studiesKapfererand Laurensuggested thato single facet can predict involvement. For this
reason, they strongly proposértview that multiple facetselpto determine the value of

certain product bend$ and the role they play in satisfying consumers. This information can then
be used to predict consumer behavior

For example, Laurent and Kapfe(@©85)discussed how products like soap have
become highly involving because marketers have bolsterecdrability of fragrances and
sensual qualities of soap beyond its utilitarian function of cleaning thus creatiagvecall
value to consumer€onsequently, the dynamic function of all the facets of their sgateeived
importance, perceivedsk, symbolic sign or valugandhedonic valudelp explain involvement
(Laurent & Kapferer, 1989.43). The facet of perceived risk has two facets of its own:
perceived importance and probability (Laurent & Kapferer, 1985, p.43)

In order to generate an initipool of items, Laurent and Kapferer (1985) usedepth
interviews with two sets of 100 French housewives as test sampkes.theytested their model
with anothersample of 207 French housewives who provided information duringdeeee
interviewson fourteen product categories baseddemographic characteristics such as age and
socioeconomic statublsing a 5point Likerttype scale, respondergave their level of

agreement witla multritem scale for each facet of involvementorder to get aariety of

di fferent products in each category, the rese
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typi cal product came to mind among fp48r categ
Researchers used Gheiotenal@ondistescy o thepsbake and tactar e s t
analysis to test the trait and discriminant validity of their scale.

Apparel and textile researchers have ubed.aurent and Kapferer involvement scale to
understand consumption profiles for intimate apparel. HarDawdsnap (2001) found that the
Lawrence and Kgafererinvolvementscale was useful when studying involvement with intimate
apparel because these garmentyateally invisible andhighly personal. Consumers of
intimate apparel such as a bra, usually havaghange stylethroughoutmanystages of life not
only because of body changes, but also because manufacturers change the styles, sizes, and
materials. Besides lifestyle changes that had been documented in the literature, Hart and
Dewsnapfound the Lawrea e and Ka pf e rseaehaped tombettel expaimte t
psychological complexities of consumers in the process of purchasing and satisfaction of this
appar el category. For example, the instrument
of involvement with bras, butlsowhereconsumersgliffer in the level of risk and pleasure they
get from these items.

Using this understating, Hart and Dewsna({2001)took a purposivesample of 48
middle-aged women in the United Kingddimat meth o t 4 key warialiiesage, bust size,
socioeconomic group,pBha) gemyytr awdiulcd | lbxvad | DIND<
bra buying exper i engxlé2) Thawormean iverasabslividedhimodthredee | i e f s
focus groups witl8 participants aoording to age. These three groups were as followt43%5
54, and 554 because women would not only have achieved physical matttitgir breast
size, but would have alsxperienceaimilar life changeshe various stages of their livéhe

womentook the Laurent and Kapferer scale as part of the exantisee trained interviewers
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lead the session with each grotjart and Dewsnap found that risk associated withpuishase

of a bra increases the level of involvement with this apparel produgpichase of a bra can

only be gauged after the bra has been worn and washed; as a result, there is inidgalmgk to

get a return foa fairly expensive product. Across brands, there are styling and sizing differences
that also influence a high lelof involvement and high level of risk for rpsirchase.

Zaichkowsky (1985), like Laurent and Kapferer (1985), wanted to develop one simple
scale that could be used to measure different types of involvement. Based on her research, she
published the Peosal Involvement Inventory (Plln 1985 However, unlike the profile
developed by Laurent and Kapferer (1985), she argued that her measure of involvement was
sensitive to the three categories that, affect
and situational. She developed these categories based on earlier studies by Bloch and Richins
(1983) and Houston and Rothchild (1978). These researchers proposed that inherent interests,
object characteristics, and temporary relevance influencecpal gnd levels of involvement.

Zaichkowsky (1987) provided evidence to suppploet effectiveness dfer scaleShe
recruited 230 undergraduate and graduate business students of both sexes to test two product
categories fsm each quadrant of the Vaug{i®36) matrix: (1) automobiles and personal
computers, (2) diamond rings and cologne, (3) ground beef and paper towels, and (4) chocolate
and cigarettesZ@ichkowsky, 1987p.33). These respondemtged each item ote 20 item
bipolarscale during the fat 10 minutes of class. Across both graduate and undergraduate
students the scores obtained revealedtk®ainly significant differenceserefor diamond rings
which undergraduate students perceived as more involiXegt, Zaichkowsky used factor
analyss with a varimax (orthogonal) rotatigito pull the groupings of adjectives as far away as

possibl® (p.34). Then, she plotted the products in a matrix like Vaughn (1986). Sagiyisi
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chocolates did not register in the low involvement affective quadsaexpected. Among
women, thesshifted to the thinkig or habitual spac&Jnlike women, men werneeither as
involved withdiamondrings nor with cologne

Questonover the PII scaleb6s | ength, validity,
to provideadditional empirical evidence to reassure researchers that her scale could capture both
affective and utilitarian levels of involvement when used to segment consumer groups in
response to an advertising message. She also shortened the measure. Stpddrtsdeielop
and test the scale in order to assess internal reliability ancetest reliability. Additional data
provided from 1994 show evidence to suggest how involvement is personal and that measuring
involvement with an advertisement is relateditperson. Expert judges in the field of advertising
provided the evidence. Judges read and categorized the responses of subjects to an additional
guestion. The question asked subjects, who had rated a print advertisement for Lean Machine
Exercise equipnmd, a radio advertisement for Pepsi Cola, and a televisicerégkment for
Edy 6s i c efiNawrmwe womld likeaysu to state, in your own word$ywou rated each
ad as you did p.§2). While the judges di not see or hear any of the advertisemehéy
categorized responses into: low, medium, andhighc or di ng t o t he responde
involvement.

FI ynn and Gol dsmith @llsgad 3o)discuss kod it Gbald be h k o ws k
used successfully to measure and reveal important informatioongnmer behavioithe
version of the scale they used was based on a 1987 working paper by Zaichkowsky. From the
citation and reference, it seems that this pa
Their research on travel services and faspimuucts looked at involvement not only as mere

interest by consumers in a service or product category, but also as enduring enthusiasm toward
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services and products that persists as feelings of personal relevance. Respondents to the survey
were adults whavere participants and exhibitors attending a senior citizen showcase. The
guestionnaires given to these participants solicited their involvement with travel services and
fashion. Although this was not a random sample, the women who participated indiis stu
represented a cross section of the adult female consumers with reported household incomes of
around $40,000. The median age of these women was 37 years with a range for the sample of 20
to 77 years. Because the primary interest was to evaluate thieeR#searchs conducted
several tests. The coefficient alpha of 0.92 and an exploratory factor analysis performed
indicated consistency and dimensionality of the PII.
The Flynn and Goldsmith (1993%tudy is valuable also becausprovidesinsightsinto
howthe Plican be used to understand fashion involvemEmir findings revealetashion
spendings correlated to fashion involvemernitne dedicated to searchifgr fashion clothing is
correlated to fashion involvement; asldopping for fashion anfdshioninvolvementare also
correlatedWomen, who were high in fashion involvemeaiso were more likely to read more
about fashion, seek out fashion featured in the media, and reported spending more time in the
stores of those fashions publicized. Hygimvolved fashion consumers also seemed to seek
products that hadye and were less interestedsinoging for bargains or sales. While income
seemed to explain some consumer behavior, other demographic variables such as education and
age were not asseful as involvement. In addition, there was evidence to suggest that liberal
return policies minimizethe risk for mispurchase among less involved consumers.
McQuarrie and Munson (1987) viewed Zaichko
measuring inglvement. However, McQuarrie and Munson believed in purging some of the

items from the scale. Some of their criticisms proved important aseheyaichkowsky to
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further revise herscale.or exampl e, they argued that the sc
associated with the measuremenéttiftuded p3 6) . As a result, there wa
cont ami m3a6t)i otnhbat( Acan be expected to overestin
certaint y pes o f p.37)x @oudsaguentty,cconsumers would be wrongly classified as
involved with products that they just like, but they have not experienced.

McQuarrie and Munson also thought that Laurent and Kapferer (h@8pyesented a
strong model écause théacetsofiv ol vement are dall plausi bl e s
degr ee o(p.36)ahat@aacading td0 Cohen (1988as a fundamental constituent of the
state of involvementn order to resolve these comag, McQuarrie and Munsqi987,1992)
combined the Laurent and Kapferer (1985) prof
Personal Involvement Inventory (RPII). Using student daspMcQuarrie and Munson (1987,
1992) asked respondents to evaluate their involmeémih a variety of products usirtge PlI
and RPII to test the scales.

Because there is still little agreement as to what measures to use to assess involvement,
some researchers have used all or part of the McQuarrie and Munson scale in their studies. For
example, Lynch and Beck (2006) used 4 items of the McQuarrie and Msicelenin the
research to profile internet buyers in 20 countries. The scale was used initihzar and Ho
(1998 to compare the effects of web and print media on brand attitude, emotional response, and
behavioral intention. However, until 1985 no draal used McQuarrie and Munson to research
fashion involvemengFairhurst, Good, & Gentry, 1989

Although these different measurement scales have been usefubjretiagionalization
of involvement, many more measurement scales have been developedit isigppdual

resear cher so v.iTeesesadddidnal scales bavevneteseaped from criticism
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(Higie & Feick, 1989). However, the work of Laurent and Kapferer (1985) and Zaichkowsky
(1985) has been widely reviewed and cited relating to thda@went of involvement scales.
Bearden and Netemeyer (1999) includeelLaurent and Kapfer (1985), McQuarrie and

Munson (1987), and Zaichkowsky (19&®gks in theHandbook of Marketing Scalé®cause

these scales met certain relevant criteria: (1) theory driven, (2) measure had at least three items
or questions, (3) measure had been used in marketing research, (4) some scaling procedures were
employed, and (5) estimates of reliability and/alidity existed. Other criteria were also used to
exclude measures from the book.
Fashion Involvement

Innovativeness, opinion leadership, and enthusiasm are some of the common
characteristics of those consumers who experience long enduring involveroenain product
categories. Fashion involvement has been recognized as one of those categories that attract deep
enthusiasm of many consumers (Bloch, 1986). Enthusiastic consumers of fashion are not only
attracted to fashion because it satisfies utilitgrfanctional, pleasure or sekpressiveneeds,
but because it arouses@antinuous and active attraction over tifibe enduring attraction keeps
consumerg$ocused and motivated to keep up with changes. For this reason, researchers studying
C 0 n s u meavia dwald textiles and apparel products adapted the concept of involvement to
determine how consumersodo fashion involvement
apparel products and the subsequent purchase behavior.

Al t hough Z a1985hskatevas used & she mid 1986s measure fashion
involvement, Tigert, Ring, and King (1976) had already developed the Fashion Involvement
Index (FII) almost 10 years earlier as a measure to understand consumer behavior toward

apparel. Within thehteoretical and methodological conceptual framework operationalized by
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fashion adoption theory, their FIl provides a better understanding of how fashion innovators and
leaders process information. Their research findings also provide some perspectieinto w
motivates fashion leaders and followers to share information and thus influence the behavior of
other consumers. Fashion innovators are important because early adoption of new fashions
provides revenues that help fund development costs (Goldsmiti, &tVhite, 1987).

The concept of fashion involvement, as pragubby Tigert et al. (19764980, has
several dimensions related to behaviors and actiwatbgited byfashion leaders when
purchasing apparel, such as a tendency to tell others abotasteans. Fashion innovativeness
and time of purchase, fashion interpersonal communication, fashion interest, fashion
knowledgeability, and fashion awareness and reaction to changing fashion trends are the five
dimensions they proposed that make up fasimeolvement. The Fll is among the most widely
reviewed scales for those studying involvement and those interested in measuring the effects of
enduring involvement (Higie & &ck, 1989). This scale has also been includedBsarden and
Netemeyer (1999 their listing of scales

Ring (1977) used theaShioninvolvementindex(Fll) in his dissertation work to define a
profile of the male consumer. Building on the views of King, his major professor, that the
fitrickle dowrd p.Z0)theory ofthefashion adofion process that dominated gk@63thinking,
Ring also argued that certain segments of adult males can be fashion change agents in the fashion
adoption process. Until then, women and undergraduate students, both male and female, had
been studied, so Ringanted to profile adult males. To this end, he developed and administered
an eightpage survey to 1,025 adult male heads of households in the metropolitan census areas of
Toronto and Ontario, Canada. Datalgses included correlation, regression, faciod

discriminant analyseslis findingssuggest there is enough evidence to differentiate adult male
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consumer behaviors in terms of their fashion involvement. In addition, these male adults held
distinct impressions of retailers when compareché&ssmarket consumers that offered
implications for marketers.

The attractivenessf gay professionals terms of education, occupation, income,
spending power and even lifestyle characteristics has attracted the inteqgsae retailers
towards undestanding the purchasing preferences and consumer behavior of this consumer
group. In order to assess the importance and influence of the male homosexual market segment,
Sha (2004) in her exploratory study used a convenience sample and both qualitative and
guantitative techniques. Part two of the research was quantitative and involved a self
administered survey from a convence sample of 145 respondents. The survey used the
Fashion Involvement Indeffll). The researchers also collected demographicrmdaon.
Researchers collected additional daten (1) subjects enjoying events surrounding the Gay
Pride Parade held in Toronto and (2) cold calls anthdgs to members of gay organizations and
their friends

This researclhilustrates another way thdte Fll has been used and applied to analyze a
consumer groupos | e vlbadscale dllowearssearchens toiunderstdnd e me n t
how gay professionals perceive themselves when compared to other men and women.
Researchers took tlseim ofthe scoresaccording to Tigerétal. (1976 by adding the total from
each respondenthisyieldeda sum score mean value of 11.2. Overall, this score falls around
the middle of the scale. For this reasthey concluded thahost gay professionals in this
sample wee moderately involved with fashidrecause thegomparedhis valueto the
directions ofTigert et al.The range of scores is 5 ahd. According to this scalehbse who are

low involvedhave ascorebetween 5 an8; moderately involvedave ascore bewveen 9 and 3;
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and those highly involveldave ascore between 14 and Tihe four dimensions of the scale
allowed researchers to describe this group when they compared themselves to other men and
women Each dimension of the Fll also allowed the reseasdveunderstand hoyl) fashion
innovation (2) interpersonal communication through fashi®),fashion interest(4) fashion
knowledge and(5) fashion awareess could be used to describis consumer group.
Interestingly,22.1 %saw themselveas early adopters, 46.9 % reported bemaye fashion
interested, an equpkrcentage werashion knowledgable and only 5.%6 reported keeping up
regularly with fashion news. However, most respondedisated they kept up with the trends.

A studyby Fairhurstet al.(1989) revealed that the PIl developed by Zaichkowsky was
applicable to measuring involvement with wome
validity with other two fashion involvement measures that included the Egali{1976)FII,
and an adaptation of a set of 45 lifestyle characteristics. Additional questions provided
information on evaluative criteria consumers use when considering stores. Using a purposive
femaleonly sample consisting of two groups: (1) specialty store me&t®and (2) students from
a Midwestern College of Home Economics, the study had a total of 220 completed
guestionnaires for group 1 and 113 for group 2. The researchers found that the Zaichkowsky
scale was a reliable and valid measure of involvementwithme n 6s appar el . Resu!
showed that the FIl was unidimensional supported by findings of a single factor in both groups.
Although Faihurstet al. did not test the McQuarrie and Munson (1987) scale, in their conclusion
they recognized its importanead possible contributions to the understanding of involvement
with apparel. Because of the socialization process and the resultant decision risk when making

apparel boices, Fairhurst et dbelieved that the modified PII that McQuarrie and Munson
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(1987)proposed would be a better measure to tap into dimensions of apparel specific to the
apparel consumer.

Others like Thomas et q1991) have tried to expand the concept of fashion involvement
by studying the underlying dimensions of apparel involvenrentc onsumer s6 pur chas
A final sample of 177 female shoppers recruited from area malls participated istullg.
These women patrticipated in the tdk@me survey theseturned by maiafter they completed it.
The research instrument consistédn involvement measure, a fiber information source
measure, and a demographic measure. The apparel involvement scale was adapted from Traylor
and Joseph (1984). Using factor analysis, these researchers determined that fiber content and
performance chacteristics are additional elements of apparel involvement influencing the
purchase decision, thus confirmed their supposition of the multidimensionality of apparel
involvement. They believe that two important dimensions of apparel involvement are tlie use o
ADress to Express Personal p47y Arampdrtai® findiggef as a
this research suggests that media plays a big role in influencing the meaning that dvees has
usedas a signaling device. Apparel consumers also seesetbath marketedominated and
nonrmarketer dominated sources of media both jointly and independently to make inferences as
to what dress means.

Kim et al.(2002) developed an advertisement for a fictitious brandsifif to research
the concept of ggarel involvement. The study usedanvenience sample of 274 male and
femalestudentsrom an undergraduate population attending classes in marketing, sociology, and
political science in a Midwestern university. Most of the participants, 85%, were agel@5.
These participants reviewed an advertisement for a fictitious brandHftlthat includedacts

such as fiber type, color, size availability, and price information. Although the product chosen
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was one with which most undergraduate students waeikamiliar, the researchers

acknowledge that it is not the most fashion forward of all types of garnkemt®t al.used

Zactk ows ky 6 s Per s onweatbry (Plihthreeltimes im erdet to rheasure three
dimensions of apparel involvement: (1) fashion, (2) comfort, and (3) individuality. In addition,
based onheir literature reviewthey adptedmeasursto determingoroduct attribute beliefs

using a mui-item scaleUsing dructural equations modeling (SEMesearchers tested their
causal modelTheir results showethat among women, fashion involvement individualigsw
strongest in shaping apparel involvement. In contrash indicated that comfoseemedo play

the strongest role in shaping their apparel involvement. These finding are similar to others that
have found women and men differ in their level of apparel involvement. Researchers believe that
gender differences exist because women aralsomil differently. For this reason, in this study
women did not see-$hirts as fashionable or items that convey individuality. The researchers
concluded that the level of product involvement influences how consumers form beliefs of
advertised product abutes. In addition, the authors suggest the need for more studies of
different advertising strategies.

Apparel products are material goods produced and exchanged within the context of a
consumer culture and the acquisition and possession of such hgeda carries value to
consumers. Although most products have life cycles, apparel products have more distinct and
visible cycles where consumers adopt and dispose of these products (Sproles, 1981). For this
reason, level of fashion involvement by itsadintinues to be useful in understanding the
consequences of consumer knowledge and interest in fashion. The level of knowledge and
understanding of the value of such possessions to consumers and their fashion involvement seem

to influence the decisionswoe n f as hi on consumers make about t
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Implications of Contrasting Views

A major limitation of involvement studies has been the almost exclusive use of students
as the test population. Although models like the ELM have enduredyesestrch to test these
models used experimentalbased designs in laboratory settings (Laczniak & Teas, 2001). Scott
(1994b) disagrees with some of the findings of ELM studies. She proposed that the underlying
assumptions of involvement theories basegltosophical traditions of information processing
truncate the understanding of how advertisements are read (Scott & Batra, 2003). As a result,
she and others like McQuar@ad Mick (L996,1999) have tried to analyze highly visual
advertisements usingher disciplines such as semiotics.

In recent years, the methods used to test and analyze elaboration have fallen into disfavor
among social scientists. These models have used four or higher order factor interactions using
ANOVA which some researchersveafound to benappropriate Ymesh, Peterson, McCann
Nelson, &Vaidyanathan, 1995Social scientists like Cohen (1990) have suggested that
researchers using elaboration theory have tested too many variables thus greatly increasing the
chances of findingignificant differences where none might exist.

Psychology has been used to understand information processing and consumer behavior.
However, some of the interpretations adopted from this discipline to understand consumer
behavior are simplistic becausgey favor views of learning and behavior that tend to
overestimate the impact of attitude change as a result of a reactive system of rewards and
punishments. These interpretations have also diminished the way in which images are perceived
and understood w#hin communications theory (Scott, 1994a).

Classical learning and hemispheric lateralization theories have often been used to develop

assumptions about how the brain processes different types of information in advertisements
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(Janiszewski, 1990; Lutz & ltm, 1978). However, new tools to assess brain function have
produced results that challenge previous assumptions on how the brain processes information.
Some scientists now believe that it is too simplistic to link one side of the brain to only certain
types of information processing, such as advertising copy, and not others, like images, as
lateralization would suggest (Martin & Klecker, 1990). They believe that the brain is flexible,
and early studies on lateralization theory were deceptive becausedfepavformed with

patients who had severe brain damage. Even consesearchers like Rothchild (1984vho
influenced the assumptions of many researchers including Zaichkowsky, have acknowledged
that lateralization is an extremely complex subject. Despe findings that the brain is flexible
and cognition is more abstract, it appears researchers cannot effectively extrapolate this
information into other areas such as consumer theory (Shanteau, 1983).

Researchers like Vaughn (1986) have acknowledgeg@adssible impact of discoveries in
neuroscience on the reframing of the underlying assumptions of involvement. However, other
researchers have been slow to change their views. Most have been influenced by the
comparisons athe brain tchow computers preessed information (Harris, 1983).

Psychological thegrhas also sustained advertsefiews that images work in
communication as triggers of memory and recall. However, these views are changing. Some
researchers now believe that simply recalling infdromafrom memory is not enough to indicate
persuasion when there is no information processing (Monroe & Lee, 1999). Consumers may
interpret visual information about products because they also negotiate the meaning of cultural
and social symbols (Kaiser, Yasawa, & Hutton, 1995). This is an important implication for
assumptions drawn on the basis that consumers actively engage in making socially appropriate

purchase decisions.
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Many researchers have come to realize that the difference between imaggsyand co
might just be philosophical. For the most part, the exploration of persuasion has been guided by
tradition. Interpretations of classical theories from philosophers such as Aristotle and Plato have
often been used to develop explanations of the eftd@syuments and speaker presentation on
persuasion (Winkielman, Schwartz, Rel#Fazendeiro, 2003). As a result, some researchers
now believe that images are as important as text in communicating &suant information,
but more studies are needadrder to develop the rhetoric understanding in this area
(McQuarrie & Mick, 1999).

Personal Relevance

Personal relevance drives involvement (Zaichkowsky, 1985). The enghensgnal
relevance with apparehay help explain why fashion involved consumers are more willing to
engage in prpurchase activities such as information processing of advertisements that may also
influence othe@db e havi or s ( O6 Cas s, thededcOnBumers atténd teimbt i on t o
cues has also been thought to contribute significantly to their ability to process information
(Bearden & Rose, 1990).

Among luxury fashion consumers of apparel, social acceptance of the product has been
found to be an important predictor of consurmptBelleau, Nowlin, Summers; Xu, 2001,
Summers, Belleau, & Xu, 2008u, Summers, & Belleau, 20D4Alligator leather apparel, for
example, is both luxurious and fashionable, but some consumers perceive it as socially
unacceptable (Xu, 2000). Thus fashiproducts can be both controversial and highly desirable
among consumers. There is a need to better understand how images in advertisemesgs for the

products might influence infornian processing (Santaella, 2001
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The success of the marketplace haangfed the American scene. Gobdseadpted
meanirg beyond their utilitarian functiofLevy, 1959). Individuals purchaseathionfor their
symbolicvalue Consumers use dress to express their individuality and to indicate their social
worth or status (Baard, 2002)Fashion app@l also allows consumers ¢éxperiment with
different social identitiesSThese personas providecial information about the multipl
personalities of the weareas they try to differentiate themselves from others (Levy, 1982)
the consumption of these subcultural innovations influesm®e fishion cyclesmass adoption
of politically correct fashion might be influenced by values such as those advanced by activist
groups and thualsoinfluence the perception of social rigkor this reason, social acceptance
maybe used to better understand how images in advertisements for these products may influence
information processing and the facets of involvement. Xu (2000) used a measure of social
acceptance for apparel made witloex leather a product considered controversial by some
consumer groups

Images in Information Processing heory

Scattered within research in the information processing literature are a limited number of
studies that have examined the role of imageslirertising. While images are not always the
central focus of all these studi@sany have influenced the current understanding and theory
development of the role that images play in advertisement. However, some of their conclusions
may not be generalizabbecause their experiments disenvenience samples. Consequently,
the frameworks used for understanding the effects of advertising exposure on choice have
considered the role of images within a perspective of traditional learning theories that may not be

completely predictive of consumer behavior.
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An interest in understanding how consumers perceive and code brand information led
researchers like Mitchell and Olson (1981) to study the effects of images in advertisements.
Internal evaluations of brands\ve been an important topic of concern for these researchers. As
part of their study of attitude and beliefs toward brands, they exartaetfferent effects of
verbal (copy)ersus visual information in advertisements for branded products. In orést to t
their assumptions, the researchers developed four advertisement treatments in an experiment
where mly one advertisement had verlrd@ormation(copy)about a product characteristic.

Except for the hypothetical brand and product names for facial sisthe=other three
advertisements contained only visual informat®uabjects viewed photographs of
advertisementthat variedsubjectiveand objective information conteabout the product

Subjects includedl junior and senior undergraduate studesdsuited from an introductory
marketing classBoth female and male studeptrticipated irone of four experimental sessions
that lasted 45 minutes in return for a small compensation. The final number of students in each
group was 21, 19, 17, and figspetively. Researchers did not presume a bias atuent

group assignment

The experiment took place in a large room where subjects wéaeel attables and saw
projections of the advertisements designed to look like partially completed print advertisements.
Theimagesn the advertisementsere: (1) an image of a kitten, (2) an image of a sunset, and (3)
an image of an abstract paintiithe order of the adverésnents changed for each group. In
order to substitute for real brand names, r
L, a npd321RDhe researchers believed that the advertisement with the image of the kitten

communicated the specifattribute of softness. The fourth advertisement included vébpy)
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information about the product only in the headline with an explicit claim of softness. In the other
advertisements, copy was only simulated.

Their analysis used ANOVA, ANCOVA, and regsionResearchers statéloat their
dependent variables were 0icomm823) Forthiseeaseryr ed i
there was no mention of a specific scale. However, the researchers measured beliefs and attitudes
for brands and purchagntentions of products usingKert-typeitems Findings indicated that
respondents formed different beliefs abotfedlent brandsResearcheralso found that
respondens r at i pogtivefontleeradvertisements containing the visual stimuli of the
kitten and the sunset. Findings also lead them to conclude that visual manipulations had
significant effects on the strength of beliefs about product attributes, attitudes toward the brand
and the act of buying the brand, and even purchase intentions.a@éhgsis suggested that
visual stimulus influenced the general liking of the advertisements. In their discussion
researcherhiighlightedthat repetition did not seem to have an effect on more positive attitude.
Respondents seemed to havade inferencesna formed rather different perceptions of the four
brands due to the use of visual information. For example, respondents took the picture of the
sunset to mean that the product came in different colors. In addition, they made inferences about
other charaeristics such as absorbency when there was no related information provided.

In a later study, Mitchell (1986) revisited the effect of verbal and visual components of
the advertisement paradigifhe dependent measures for sedy were brand attitudes and
product attribute beliefs. Based on two criteria: (1) products with which undergraduates would
be familiar and (2) products that had a small number of salient attributes, several products were

selected: (1) toothpaste, (2) ballpoint pen, (3) cola, anddddorant. Photographs in the
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advertisements were ptested and chosen as treatments because they differed in three affective
ways and consistently tested to be: (1) positive, (2) neutral, and (3) negative.

The convenience samples e d i n Mdy {188B6)aclutled &9 jusidr and senior
undergraduate students recruited from business classes and signs placed on a university campus.
Both female and male students participated in the gtardy small compensatiaturing
convenient times for thenirheresearchers lead respondents to believe thget ltympanies
wanted their opinions because they wantet$b marketheir products.

Students saw the advertisements on a screen in randomAoffdier. task followed.

Upon completion of this task, students respondedjieeationnair@o obtainoverall attitudes.

The researchers explaiithat it was important to measure their attitudes before the students had
a chance to write down everything that came to mind adeeh product they had just seen. The
second portion of the studyasintended to measure actual associations between brands and
conceptsNext, students wrote for each product a particular attribute they thought was important.
After they had completed thiask, they rated how much the products advertised had this
attribute. Students also wrote down their likelihood to purchase each of the advertiducts.

Then, students compkt several measures to obtain attitudes and beliefs towards the
advertisemets and the products advertised. Finally, students gave their thoughts on the purpose
of the experiment.

Data were analyzed usidfdNOVA. Findings indicatd that visual elements of
advertisements affestlbrand attitudes because individuals make infererzggesukedin the
formation or change of beliefs. These findings are similar to those fowid ibh ¢ hearlied 6 s

study (Mitchell & Olson, 1981). Verbal informatig¢oopy)in advertisements seems to have the
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sameeffectasvisuab c c or di n g evidenchliHe atsh &dues dhat images did not
distract information from the main message.

From the perspective of Edell and Staelin (1983) the role of images had intrigued
researchers because previous studies had documented how individualengestry better
able to recall advertisements with pictures. However, they argued that more research was needed
to better understand how consumers learn about brand information from advertisements that used
images. This led Edell and Staelin to test a modekptaen how consumers processed brand
information from pictures in print advertisements.

Edell and Staelin (1983) also believed that images might distract viewers from their
brand learning task and thus offer different insights when looking at pictorsals/eerbal
advertisements. They wanted to find evidence to suggest images and not verbal formatd activate
previous information stored in memory. For this reason, they tested a methodology to search for
differences in cognitive processing of a messagh as different beliefs, attitudes, or intentions
among consumers.

Ther experimental design varied advertisement struc{@jeverbal (paragraph only), (2)
pictorial framed (picture and paragraph in combination), and (3) pictorial unframed (unlabeled
picture); content(1) objective (when ad conveyed factual information), (2) subjective (when ad
conveyed an individual characterization of an attribute liked), and (3) characterization (when ad
had paired message with a positive message); and produabrctadsgory(1) car, (2) camera,
and (3) calculator. Each subject saw an advertisement from each structure, content, class
condition, and two extra filler advertisements.

A pretestwas used by searchers teelectthe pictures that conveyeide desired

consistent number of messages. The researchers did not elalsaxateow they drew their
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sample foithar subjects irthe pretest or in the actual experimeiitsey did providea
description of the characteristics ithgubjects had to have order to @rticipateand how they
were contactediThe sibjects used throughout all phases of the study varied in age between 20
and280 Edell & Staelin, 1983p.50). Inadditonfisubj ect s wer e telephoned
before participating in the main expare n(Edell & Staelin, 1983p.50). The procedure
allowedresearchers tdetermineattributes that the subjects considered important for brands and
products to have within each of the product class categories used in the expdriond¢hé
main experimet there were 27 subjeciBheactual laboratory tesbok place at the Consumer
Behavior Laboratory of the University of Chicagdnder this controlled environment
researcherg/ere ablgo record the eye movement #@participants. At the laboratoryall
subjectperformed a main task individuallyiewed theprinted testdvertisemenisand
completed a nonsense task. When they finished, they told interviewers everything they thought
was true about the brands for the advertisements they vievesdertain knowledge, interest,
and number of previous purchas@s therespondentsl4 were askedo write everything they
could recall about the print advertisements they had just viewed while the remaining 13
responded to a different set of quessioagarding informatioaboutthese print advertisements.
Threeindependenjudgesclassified theresponses of the subjeatso threedifferentcategories
accordingo how thejudgesperceivedesponden@written thoughts supported, showed
indifferenceorr ef ut ed t he adv.dherewas sondisagreainent ameings a g e
judges

Results of the study found that distraction and or forgetfulness seemed to interfere with
respondent sdé processing behavior ftlymanynf r amed

respondents had fewevaluative (positive or negative) thougbtghe brands advertised in
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these advertisement&lthoughrespondents shared which attributes theyluwgdeen purchasing
products in the category, it seemed as if they did nothase tattributes when reviewing the
advertisements. Respondents could not remember the brands either. There were cansignifi
cognitive differences amorgands on any measures between the pictorial framed
advertisements and the verbal advertisemergse&chers expected to see more positive
attitudes or more counterarguments for brands. They suggested the lack of differghtes
have resulted because their images and verbal information treatments were congruent. In
addition, researchers found that when the message was more objective in nature, respondents
gave more arguments in support of the message. The characterizatiosritggnerated little
evaluative thought#lthough not statistically significanthé recall measure showed how brands
are better recalled when picture advertisements are framed with arguments.

Pictures in advertising have been generally considerediattegstting devices, but
some researchers have explored pictlrasked persuasion and the moderating role of
involvement like Minard, Bhatla, Lord, Dickson, and Unnava (1991). Using a safi®lemale
and 84 femalstudents from an undergraduate marketiogrsethe researchers asked the
students to evaluatelvertisements for a fictional brand of softdfifkSu nbur st . 06 The s
were subdivided in groups of) where some were led to believe that they would receive a
product of their choice as addihal compensation for their participation. Minard e{#991)
manipulated the relevance of the message by using different: c{ainssrong and (2) weak;
images (1) attractive and (2) unattractive images; and the level of involverfigritigh and 2)
low in order to understand how pictures influence: the (1) evaluative or affective responses, (2)
judgments about picture appropriateness, and (3) imagery evoked. The pictures they used next to

the soft drink included: lizards, palm trees, dogs, andgaralicesThe statistical analysis used
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2 X 2 X 2 ANOVAs.Although their studies produced marginal results, there was evidence to
suggest that attractive and product relevant images contributed to higher elaboration especially
among highly involved respalents. However, their discussions also suggested that more
research is needed @ n s u peesondl Evels of involvementight affect how some view
and interpret images. Additional discussions on appropriateness and relevance of pictures
revealed thathte instruments used might not have been able to measure such structures. Overall,
Miniard et al.findingsshowedhatconsumer recall oferbal advertisements tegdito decay
faster from memory. Although both verbal and visual advertisements were bbgtidikbe
processed, audiences preferred the visual versions. These findings are important, but should be
appro&hed with caution. Some diniard et al.discussions are based on the interpretation of
Amar gi nal | yo s pthatard higlega ri@) and thues hat ®gsificant. In addition,
theyalsoused three way interactionSome ofresearchers are now discouraging analyzing
interactionwith ANOVA as the likelihood to erroneous significanoereases with more
interactions in the analysis (Cohel990).

According to Holbrook and Moore (1981) consumer evaluations of prodattsetfuire
not only judgments aitilitarian features, but also aesthetic and symldebtureshave visual
appeal that may Haetter explainedby other psychological models. Female and male students in
an MBA classwere assigned at random to evaluate verbal and schematized black and white line
representations of sweaters. These 59 students judged 20 pairs of adjectives based on a scale
developed byDsgood, Suci, and Taanbaum (1957). Resultdéfered support for the presence
of significant moderating effects of different input formats. Findings sdémnsuggest that

pictures tenddto elicit more ntegrative mental processes thveords alone
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A mgor area of study in advertising research has been the use of images as cues that help
consumers recall information from memory. The study by Unnav&antkrant (1991)
suggests that highly involved consumers can recall information that is presentély verba
claims allow consumers to evoke images. For this reason, the researchers argue that the value of
using verbal information may be bettean text aloneHowever, they also found that when both
images and verbal informatiavithin theadvertisementare consistent, respondents were more
likely to recall information. A convenience sample of undergraduate students in an introductory
marketing class evaluated advertisements for fictitious new products within product categories
that would be relevant thi¢ir demographicharacteristicsAlthough the 107 undergraduates
viewed several print advertisements, only one advertisement was manipulated within a session.
The treatment advertisement was for a camcorder. At the end of the session, students were asked
a series of questions about the manipulated advertisement. Students returned within a few days to
claim their incentive and to answer recall questions about the ads they saw.

Although many years have passed since Childers and Houston (1984) offerenva aevi
discussion, and a quick overview of some of the different conceptual frameworks that consumer
behavior researchers could take into consideration whesideringhe visual versus verbal
paradigm, their observationsaystill be relevant today. Becae they understood that images
have been constantly found to aid in the learning and retention of product information, they
encouraged researchers to search for reasons as to why the inclusion of pictures improves the
effectiveness of the advertisementeirireview of literature lead these researchers to believe
that visual information stimulates cognitive processes that may allow marketers to tap into
differing informational processing behaviors of visual versus verbal informagioiders and

Houston us the ternfimaginab (p.60) to describe theognitiveprocess that consumarseto
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code andstoreinformationmemorythroughassociatiorthat give images their meaning without
having to be consciously experienc&tie argument for this process is thatgamers when
looking at images often can draw a mental picture because these imagés saqhifierent
process of learninthat allows for anore effectivamemory systemThusit is easiefor
consumerso incorporate different sebf elements into avay of remembering information
important assumption that these researcimaiseis that images tap into more senses than
written informationalone However, results from a later study by Childers, Houston, and Heckler
(1985) where thefurtherexaminedhis question,esulted in divergent resultsh@&y also failed
to generate a scaletonsistentymte asur e consumer s® orientation t
verbalization of product information which they believed could explain why images were more
easly remembered than verbal information.
Summary

Images are the most visible and prominent part of fashion advertisements. Sometimes
images are the sole element in an advertisement for a fashion pithmagh textiles and
appareimanufacturers aneetalers rely heavily on images fwromotethe latest fashion trends to
markettheir productstheresearch literature in this disciplioa the effectiveness of images in
promotional communicatiois scarceThereis even less evidena@ how consumers prose
images ofashionthat might be socially unacceptable or controversial. For example, some
fashionappareimight be socially riskyor certainconsumer®ecause it is made with materials
thatare consideredontroversial such as the useeabticleatheror fur.

Through their studies, textiEnd apparel researchers understand the need to inform
consumers ahu the characteristics products.Some have found tharomotional materials,

such as advertisements, need to incimdee informatioraboutthe materials that make up
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fashion productsThomaset al.(1991)found that it is important for advertiseisincludemore

fiber contenf garments iradvertisementslhese researchers also found that consumers pay
attention to the information in theadia and advertisemenBecause fashion conscious
consumersely on the media when looking for the latest fashion trend changes with every new
season, apparel and textile researchers need to better understand the role that images play in
communicating sutmessages.

Apparel researchuggests thavomenare more interested in fashion than nféexual
orientation amng men has also been explored in ordemrtderstand if there are significant
differences among males ibthe perception thahomosexual mearemore highly involved than
other men or as highipvolvedas femaless real However, there iBmited research in this area
on how consumerngrocess fashiopromotionalinformation. Understandinigow advertisement
information is processedspecially among those consumers who are more entheisibstit
fashion products, migfitelp fashion retailers and mdaaturers of products that mag
consideredontroversial communicate with their targeted consumers while minimizing the risk
percepton that their products are socially unacceptable.

Amongother disciplines ithe social sciencea,number of theoridsave been developed
that providedifferentviewson how thassueof images in advertisemenigaybe explained and
understoodSocial pgchologyhasbeen influential in framing the understandofgersuasive
communicationThis disciplinehasframed the pblem in terms of attitude change. The focus
has beemnthe number orgumentsieeded to persuade others. Researdtamsgeneratedhe
idea that more interested involvedpeope will require more argumen{Petty& Caccioppo,

1984) Thinking in terms of persuasion, thegivealsoexplored how th@nagesmight help or

hinder the persuasiveness of an is3ire Foote, Cone, and BeldjiFCB)and the Elabration
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Likelihood Model (ELM) were théwo mostimportant modelshat were reviewed in detail.
While socialpsychology has generatenany useful ideas and concettat have shape research
onthe issue, the evidence that has resuliedixed. A review of the literatureevealedhere
have beerseveal researchers whravehighlighted theflaws in the evidenceised to support the
models(Crimmins,1997; Scott & Batra, 2003 Modelshavebeenbased on not only marginal
results, but alscesearcherbave used methodologies that may lack external valititg
discussions of results an@isleading because although their evidence to support their findings is
marginal, the tone used to describartfiadings is positiveln addition, some researchers have
beenunabl e t o r epl i ca(Cdeettalh W90 o3&y s198B)i ndi ngs

Advertising and consumer reseagcshave used the literature in social psycholdgy
sketch the processes thagimi workin consumer communicatiomheseresearcheralso used
the understanding in learning to shape the views on human persuasion. The theoretical
framework of involvement provides many useful ideas to explore how images may influence
consumer behaviomlhe state of involvement has been recognized as an important factor in
influencing information processing because it is the motivation to read, bub &dlo to others
about relevant products such as fashibowever,a major drawback is that most studies have
used convenience samples magef university students recruited from business classes.
Although student samples are a common approach to studying phenomena, student samples often
lack external validityFrom thisbody of work, researchers have also developsiluments to
try to measure involvementhere is evidence to suggest that these instruments are useful in
understanding a state of involvement.

Numerous sudies have been dobte develop and revise theserolvement scales. Many

apply thesescaledo different product categoriedowever, some of the most important scales

46



were developed by Zaichkowsky and Laurent and Kapferer in 1985. As shdwahlet,
McQuarrie and Munso(iL987) combined these two scalato one to generate a
multidimensional scale that could be used to measure involvemenapparel and textiles
discipline can use these scales to understandidsivionconsumers procesisefashion images
usal in advertisemest The scales can be wkalongwith the Fashion Involvement Index (FlI)
developed by Tigert al.(1976 to gaugdashion involvement ankdow different advertisement
elements moderate involvement with advertisemditits.evidence would help fill the gaps in
the understandingf the roleimages and textlay in advertisements among those who are
involved witha product category.

Imagesare considered an importgart of advertisements by making them more
memorable. However, as cuéseir role in advertisementss been vieweds secondary to that
of text The role of images in fashion advertisements is to convey information about the apparel
product, thus their role as pneumonic devices needs to be reconsifletedstanding the role of
images can also lead to a better undeding of the research evidence that seems to suggest that
consumers rely on both text and images in advertisements from which they make their own

inferences about the products advertised.
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Table 1.Involvement scales

|

Date Scale Name Total _—
LGS Published (Abbreviation) | Items Description
Zaichkowsky | 1985 Personal 20 Semantic All items are summed to
(Revised 1990) Involvement differential items | "M anoverall measure
of involvement.
Inventory scored on “point
(PN scales
Laurentand 1985 Consumer 16 Likert-type Measures 5 dimensions:
Kapferer (Revised Involvement Profile statements scoreq gi 2 el (= ¢
y probability of
1986) (CIP) on a 3point mispurchase; (4) symbolid
basis & (5) hedonic value that
form anoverall profile.
McQuarrie 1987 Revised Personal | 22 Semantic The RPIl is derived from
and Munson (Revised Involvement differential items Teemssuzjlzf;':nizz:;e
1991) Inventory scored on spoint TR (e e e
(RPIN) scales derived from
Zai ¢ h k sswalekng 6
the others from Laurent &
Kapferer The scale can b
subdivided into 3
dimensions:(1)
Importanceitems1-4 &
7; (2) Pleasure9-11 &
17-19; (3)Risk ltems20-
22.
Tigert, Ring, | 197 Fashion 5 5 Questions4 are | Each question is one of 5
faces: (1) fashion
and King Ifeement m(-.?asured one3 innovativeness and time
Inventory point scale and 1 purchase: (2) fashion
(FIT) on a 5point interpersonal
communications; (3)
fashion interestand (4)
knowledgeability; ang5)
fashion awareness and
reaction to changing
fashion trendsThe sum
forms an overall measure
of fashion involvement.

Note. Chart develope with information infiHandbook of marketing scales (2nd éd.) WyD. BeardenandR.G.
Netemeyer1999
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CHAPTER 3
METHODOLOGY

Data collected in 2001 as part of egar study funded by a grant werged in this study
(Summers &Belleau, 2000). These data haat been analyzed or used in any other research.
The methodology and itresment used in this study were based on procedures developed and
tested in a pilot study in 2000 involving a local sample of undergraduate stusiamtse]la,
2001). The data wemntered into SPSS 14nd all computationand plotsvereperformed using
thesameprogram.

Test Advertisement

Three versions of a fashion advertisement developed in the pilot study were adapted for
use in this national study. A New York fashion designer provided the original photograph used
as the basis for the image in tlesttadvertisementhe aithorization to use the original fashion
photographor the image advertisemenssincluded in Appendix AGroup 1, the control group,
receivedhe advertisement that includbdth copy and image. Group 2 receiveddbpy only
advertisement. Group 3 receivéitkimage onlyversion of the advertisement. The copy in the
advertisement treatments was the same and presented information regarding the comeback of the
American alligato and the use of the leatherfashion. The imagasel in theadvertisement
treatmentsvassimilar to advertisements for major designers such as Versace or Calvin Klein.
All three advertisement treatmenisere produced in full color on magazigeality paper as
shown in Appendix B

Instrument
The survey ingument is included in Aggndix C. The instrumeritadses of questions

that assessed the demographic characteristics of the sample, level of social acceptance and
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compliance for controversial apparel products; current ownershipnefiéan alligator, exat,
nonexotic, and faux leather apparel produtgsel of media exposure; fashion involvemeantd
involvement with the advertisement.
Demographic Characteristics

Seven forcea¢hoiceitemswere included to capturthe demographic characteristics of
the respondentsThe information collected helped to produce a profile of nedpnts based on
race,age, marital statugducatiomal attainmentemployment status, aradfluence
Social Acceptance and Compliance of @ontroversial Apparel Product

Four items developed by Xu, Summers, and Belleau (2004) to measure product social
acceptance and compliance were also included since the test advertisement was for a fashion
product considered controversial. The items were measuaradZpoint scale.

Current Ownership of American Alligator, Exotic, Non-exotic, and Faux Leather Apparel
Products

Information on curreihownership of a variety of genuim@dfaux leather apparel
products was collected. Respondents were asked to tteeakost appropriate choice from a list
of 3 possible optiongzes no, andnot sureo answer the ownership questions. If the response

wasyes respondents were asked to write in the space prohiol@dnany itemshey owned and

how many of these itemsere acquired in the last 5 years

Media Exposure

Six 5-point Likerttype items fronstrongly disagree to strongly agmeere used to

determne if respondents noticexdbthingfeatured in the media such as when clothing appears in
magazines. Respondentsre also asked to give information about their level of viewership of

television and movies as well as magazine readership.
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Fashion Involvementindex (FII)

The Fashion Involvement Index (Fll) scalevelopedy Tigert et al(1976 was used to
measurenvolvement with the producflthough the internal consistency measures were not
reported such & r o mb a c h ibisbroadly pcoepted asvalid and reliablaneasure of
fashion involvement (Bearden & Netemeyer, 1999). The Flfikaslimension®f fashion
involvement The first four dimensions are measured orpidit scale: (1) fashion
innovativeness and time of purchase; (2) fashion interpersonal communications; (3) fashion
interest; and (4) knowledgeability; and the fifth dimension, fashwareness and reaction to
changing fashion trends, is measured orpaift scale.

Revised Personal Involvement Inventory{RPII)

The Revised Personal Involvement Inventory (RPII) scale was used to measure
involvement with the three advertisemémiatmens. McQuarrie and Munson (1987) developed
this multidimensional measure of involvement by merging involvement scales by Laurent and
Kapferer (1985) and Zaichkowsk¥985). The RPII measures a state of involventaough a
battery of 26 semantic differentti'ems scored on a@oint Likerttype scale. Th®riginal
Personallnvolvementinventory (OPII) importance, pleasure, and ridgknensionsnakeup the
four internaldimensions of thiscale The RPII and the OPIl have arepor@®d o mbachds al p
of .95(Bearden & Netemeyer, 1999).

Sample
The intended sample was limited to affluent females, 21 years of age and older with
household incomes of $75,000 or more, residing in the following eight metropolitan statistical
areas of the United StateStlanta, Chcago, Dallas, Los Angeles, Miami, New Orleans, New

York, and San Francisco. These cities are regarded as primary U.S. fashion centers. The sample
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was representative of the racial mix of the female population of each locale within the desired
age and inomerange. Industry partners funditige research project were specifically interested
in information about affluent female consumers residing in primary fashion markets whom they
perceived to be the most likely consumers of fine alligator leather products.

As previouslynoted, this stdy was part of a larger projedthe use of human subjects
approval is shown in Appendix D.

Names and addresses of 1200 female consumers were purchased for the project from
Survey Sampling International (SSI), formerly knoas\Survey Sampling Incorporatedd
located in Fairfield, CTthat specializes in providing samples for research surveys. The sample
was systematically ntkelected from a relevant sampling frame constructed of all qualifying
records of the eight localeBhis multidimensionaprocedure usenhultiple regression analysis
of both individual household data and census data at the block group level to demoethe |
predictor. Census data wdyased on over 200 variables related to income frentthited Stags
Census. SSI usevariety of inputs to estimate household wewlttuding correlations to
income, home value, education level, tangible and intangible assets, investment activity,
philanthropic behavior, and other behavioral and life style charaatsri®ver 100 million
United Statefiouseholds wereepresentedlargeted affluence samples can be combined with
other demographic variables such as age, gender, geographic location, and ethnic group to refine
selection targeting.

While there is no widg accepted threshold standard of affluence, and the concept is
considered difficult to define, some researchers have operationalized affluence as a multiplier
(such as 7x) of the poverty line (DanzigeGottschalk,1995) or as a fixed percentage of the

highest earners in a society (swahtop 5%, 10%, or 20%) (LeviQ98; Ryscavage, 1999; U.S.
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Bureau of the Census, 2000). For purposes of the research project, researchers defined affluent
consumers as individuals having a reported household incoméabta$75,000. This amount
corresponded to approximately 20% of the top earners in the United States population and a 7x
multiplier of the poverty line. SSI projected response rates of individuals within the study
sampl ebds desired income | evels to be 35%.
TestProcedure

The sample wasandomlydivided into three equal groups of individuals, and each group
received one version of the test advertisement along with the survey instrument. The survey
instrument had detailed directions and examples of howtey eesponses. Respondents were
instructed to complete the FIl and the social acege and compliance itenEhen they were
instructedo view the test advertisement and complete the RPII scale and demographic
guestions.

ResearchDesign

A mail surveywas used to collect the data during May 2001. Data collection followed
Salant and Dill mands (19 8 pgeysontlined letter waasfirstailedy de s i
to members of the sample with information describing the study and the selectiesspitite
instrumentwith a cover letter anthetered return envelope was then mailed approximately a
week later. About a week latenembers of the sample were sent a postcard thanking them if
they had already responded and reminding them to completetandtresir survey if they had
not yet responded. Approximatelywaeks after the initial survey mailing, a follawp letter
with another copy of the surveynd metered return envelope warailed to all individuals who

had notyet respondedSamples of altorrespondence are included in Appendix Endall
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aligator leather keychain was offered to the first 100 respondents who returned their completed
surveys a a participation inducement.
Statistical Analyses

Frequencies wereomputed to dscribetherespondentsAs an exploratory technique,
frequencies provided a simple method for summarizinglémeographic characteristio$
respondentsicludingrace,age, marital statugducatioml attainmentemployment status, and
affluencefor eachadvertisenent treatmengroup (1) copy and image, (2) copy only, and (3)
image only.

A respondent’s social acceptance for a controversial fashion product was determined by
summing her responses to the four items included for measuring this variable. Thesenur ite
used a #point scale on which a respondent indicated her level of agreement with statements that
measure the perception of the social acceptance and compliance with wearing a controversial
apparel producErequencies were computaddresults plottedn histograms to summarize this
variableacross the three groups

Ownership of alligator, exotic, neexotic, and faux leather were summadusing
frequencies. These frequencies presentedising histogramgor the treetreatmengroups

R e s p o nrdedia éxmogure and level @fvareness of clothing itenfisatured in
advertisementsyorn by celebritiesand shownn movies television, magazines, thetérnet,
and catalogsveregauged on several itenResultsverecomputedusing frequencies and
summarized using histograms.

TheFashion Involvement Indeffll) provided an overall fashion involvement score for
each responderBecause the first four items on this scale are measured on a 3 point scale and

the last item on the FIl is measured on@obt scale, the response to this last item was



multipliedby3/5 Responses on all I tems werogeral hen sum
fashion involvement scor8ox-plots conveya visual overview of the distributions of respess

on the FIl. Histograns with overlays of the normal curygovidefurther detail to visualize the
distributions of the Fll across the three groups. Deviations from normality were assessed using
the statistics for skewness divided by the value for its error and the statistictfusis divided

by its error. The meaand standard deviatismvere computed for the three groupsese

values were also computed for the five facets of theRdliability values were calculated

provide a measure of consistendn ANOVA was perbrmedin order to assess any potential
differences across thbreetreatmengrou ps as a resul t imvdlvemeats pondent
Summing the responsekthe 26 items included in the origirdPIl found on Figure & in

Appendix Cyieldedthe overall measure afresponderd'level of involvement with an
advertisemenfor a controversial apparel produBesponses on the foumternaldimensions of

the RPII (1) Original Personal Involvement Inventory (OPII), (2) importance, (3) pleamsode,

(4) riskwere also used inthisstud. r e s p o n d e meCPBwas derveddywsmmingt
respomses toitems1 through 16. The importancikmensiorwasdetermined by summinigems 1
through 4 and 7. ltems 9 through afid 17 througii9 were summetb determine the pleasure
dimension Items 20 through 2&ere summed to measutesrisk dimensionBearden &

Netemeyer, 1999, p. 20®s with the FII, boxplotswere used to conveyvisual overvies of

the distributions ofespondersbscores on the RPIL Histograms wth overlays of the normal
curveprovided further detail tbelpvisualize the distributions of the RPII across the three
treatmengroups. Deviations from normality were assessed using the statistics foreskewn
divided by the value for thskewnessrror and the statiic for kurtosis divided by the kurtosis

error. The meagand standard deviatision the RPIWwere computed for the three groups. These
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A

values were also computed fortRé? | | 6 s d (InriginaliPersorsgl Involvement
Inventory (OPII), (2) importance, (3) pleasure, and (4) Esiability values were computed to
provide a measure abnsistency. An ANOVA was perforrden order to assess differences
across the threieeatmengroupsfor these variables. Based on the SPSS outpitetevene test
showedconcerns for nofnomogeneousariability on the riskdimension For this reason, a
KrustalWallis nonparametric tesdf this dimersion was used turthertest for significant
differences followed by a MafWhitney U test in order to analyze where the differences were.
Box-plots were used to visualize this informatidlo other transformation was necessary.
Twoitemsweresied t o ¢ a u gowerall ingrgssional teeadvertisement
treatmentsRespndents rated the advertisement treatment they viewdubw (1)

persuasiviot persuasivéhey perceived the advertisemetadeandif they thought they would

be (2)more likely/less likely to buyhe productdvertisedTheitems werescored on a-point
scale Deviations from normality were assessed using the statistics for skewness divided by the
value for the skewness error and the statistic for kurtosis divided by the kurtosi3 leeror.

analysis revealed sonpesitive skewness oteim(2) more likely/less likely to buynly. For this

reason theedata weretransformedising the log(X+2) An ANOVA was used to determine if
there were significant differences among all groups based on thesge@sores
Hypotheses Testing
Multiple regressiorfMR) analysiswas used to test for moderati@re., slope differences
across groupsModeration is a term used withanrange of disciplines includirgpcialand
psychological researdb describe relationship wherethird variableZ affectstherelationship
between thelependent variablé and another independent variaile filn other words, the

nature of the relationship between X and Y &syidepending on the value aj @accard,
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Turrisi, & Wan, 1990p. 7). This relationship haalso been known as an interaction (Miles &
Shevlin, 2006p.165). Specifically, the moderator function is a conceptual term used to describe
thef . function ofthird variables, whichpartitions a focal independewvariable into subgroups
thatestablishits domains of maximal effectiveness in regard to a given dependent v@riable
(Baron & Kenny, 1986p. 1173.

The multiple regression method chosen to test for moderation in SPSS 14 followed
Aguinis (2004)Aiken and West1991); Cohen, Cohen, WesindAiken (2003; and Field
(20095. The independentariableswvere entered in a linear regression by combirmagimon
procedureshierarchical and block methadsashion involvementhe advertisement treatment
and the interactiowereenteredusinga herarchicaimethod This is a metho@é in which
independent variables are entered into the regression equation in a sequencd byebiie
researcher in advanedVogt, 1999, p129) For this study, the hierarchical method was
combined with the block ethod in order to test the interactiomree blocks were use@ihe
first block had the results for the FIl. The second block had the results for the Fll and the dummy
variables. The last block had the FllI, the dummy variables, and the interactionVvibtinis.
each blockhe variables were analyzed usiite default method of conducting regression
0 e nt e rsdhe samdds Brcdd erdrin that all of the covariateme placed into the
regression model in one block and parameter estimateslatgated for each bl&o (Field,
2005 p. 226).

ForHypothesed, the dependent variab¥ wascontinuous given bthe level of
involvement with an advertisement for a controversial fashion apparel product as measured by
the RPIlland itsinternaldimersions:(1) Original Personal Involvement Inventory (OPII), (2)

importance, (3) pleasure, and (4) ri¥ke independent variable Was also continuous and was
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given bythe level of fashion involvement as measured by thelRE regressioof Y on X was
moderated in this hypothesby the indepadent categorical variable Z given in tisidy by the
threemutually exclusive and exhaustive g groups of advertisement treatment such that G
representethe total numbeof g groups and G1 wasthe number of dumgncodes needed in
the MR analysesAlken & West, 1991 Cohen et a) 2003;Tabachnick & Fidell, 2001)As a
result, there were 31 = 2 dummy coded variableShe dummy coding used is presented in
Table 2 Group1, respondents who viewed they andimage advertisenmé¢ treatment, was
used as the edrol/comparisorg groupin the model

Scatterplots withtheregression lineserealsoincludedto help visualize the resultsr
Hypotheses 1 through Blthough significant interactions are often showrs@atterplots by non
parallel lines on an interaction graph, care should be taken when interpreting these lines as
interaction depend$ éonthe degree to which the lines are not paliaig-ield, 2005,p. 415).

Table 2 Dummy variable coding ystem

Image only

For statistical purposes in this studyefocus of the analysavas t o est abl i sh
significance of moderatiofAguinis, 2004, p.140) As a result, statistical significance was
established by focusing on te&” (Aguinis, 2004 p.140).The effect sizef at least .01 or .0af a
statistically significanteR? was also required in order to be consideneportant (Agunis, 2004 p.

141).
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In this studyFIl results wereenteredput in deviation scorform so that thenean was
zera This neither changetthe significance of the tesor thevalues of thesimplecorrelations
The intepretation of the B regression coefficient&angenvhen the X is centered. However,
when there is no interaoti, the value of th@& centeredegression coefficienis the same as
whennot centeredCohenet al.,2003).

Equation 1 was used &xpresghe interactionn this study The other equationssed in
this studyare similar to those described in Aiken and West (199antering does not affect the
interpretation of theoefficients.The equation fothe dummy variablegontinuousvariable,and
interaction iswritten asEquation 1

C=B;D;1+B,;D,+ B3Fl+ By (D1 X Fl) +Bs (D2 X Fl) + Bg Q)

Cisinterpreted athepredicted valuef involvementwith the advertisement as
measured bthe RPII and its dimensions on fashion involvem@) as measured on the FlI
whenan interaction is preser; andB; are the unstandardized regression coeftisiéor the
dummy variablesB, andBs arethe unstandardized regression coefficients for thedoten of
the dummy variables; andyBepresents the involvement with thevadisement mean for the
Copy and Image group, theference group. Because therge Gi 1 = 2 levels of the
categorical variable, two termgereadded to represent the interactifid; X FI) and(D, X FI)
areformed by multiplyingthe continuous variablfashion involvemen(l) as measured by the
FlIl and the G 1 levels of the categorical variable advertisement treatment given turiay
variablesD; Copy only and R Image only Thesimple regression equatioftr each treatment
groupwerewritten as Equations 2, 3, and 4

Copy and Image: where D=0and B=0

thenC =Bz Fl + By (2)

59



Copy only: whereD=1and D=0
thenC=B; (1) +BsFl + B4Fl + By (3
= (B1+ Bog) + (Bz+ By) FI
Image only: where Q=0and D=1
thenC=B,(1) +BsFl + BsFl + By (4)
= (B,+ Bg) + (B3 + Bs) Fl
In Equation 2, Bgives the slop&r Copy and Image respondents. lquations2 and 3B; and
B, respectively represertie distance conditioned on fashion involvement.iBthe distance
between th&Copy and Imagand the Copy only group in Equationa®d theB.is the distance
between the Copy and Image &@alpy ony regressiorines. The slope for the Copy only
respondents is given [{3; + B,) in Equation 3and(B;z+ Bs) represents the slope of Imagely
respondents in Equation Becausehe FIl scorewas centered,represents theean
involvement with the advertisement for the Copy and image group in Equation 2, the Copy only
group in Equation 3and Image only groum Equation 4Without centeringBo would represent
the estimatethvolvement with the advertisement of a respondent scoringozetioe FIl A zero
value is outside the possible range of scores on the FlI, thus centering was a better option for
interpreation
Given a lack of interactiorquation 5 representle simple regression equation with a

dummy variable

C=B;D;+B,D,+B3Fl + By (5)
Each treatment levélada separate regression given by Equations 6, 7, dBecduse of the

lack of interaction, each line has an identical slBpe
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Copy and Image: C=B3FI+Byp (6)
Copy only: C=B;+B3Fl + By (7)
Image only: C=B,+B3FIl + By (8)
As shown inTable3, for statistical purposdbe demographic characteristics in
Hypothesi2 were collapsed and dummy codesisuggested by Cohenal. (2003)The
rationale forthereference groupshoserfor the dummy codes is providedTiable 3 A multiple
regression (MR) analysisas used to dermine how the demographic characteristmxlerated
the relationship between fashion involvement evel of involvement with an advertisement for

Table 3 Demographiccharacteristics Collapsedvariables and dummy codes sed

Number of DUMMY CODES
Demographic
Characteristic Levels Collapsed Do D, D,
Racé 6 2 White Non-White
Agée? 6 3 21-40 41-60 61-over
Marital Statud 4 2 Married Single
. College Not College
Educatioft g g Graduate Graduate
Employment Status | 5 2 Employed Not Employed
Affluence® 6 2 i\?/g;OOO and 1| ass than $75,00

Note.

! Based on population data, white was the majority in the United States (Hobbs & Stoops, 2002).

%1n 2002, the 21 to 40 years of age segment was a majority in the United States (Hatoops; 2002).

% Although marriegcouple households have declined in the United States, they still account for the most ¢
type of households 52% in 2000 (Hobbs & Stoops, 2002).

“College graduates continue to enjoy a wage prenoiven less educatdddividuals(Taber, 2001)

® According to published data from the U.S. Department of Labor and Statistics (2001, May, p.71), the
empl oyment p o wiliah employment as a fielicemt, of the civilian noninstitutional populatas
64.3%. Theeavel of unemployment for women was 3.6% (U.S. Department of Labor and Statistics, 2001,
p.72).

® Affluent consumerin this study weréndividuals having a reported household income of at least $75[6@0
amount corresponded to approximately 200%he top earners in the United States population and a 7x multi
of the poverty line (Danziger & Gottschalk, 199®vy, 1998; Ryscavage, 1999; U.S. Bureau of the Census,
2000).
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a controversial apparel produdtihe method used was hierarchical vatbcks as previously
describedThe first block had the results for the Fll. The second block had the results for the Fll
and the dummy variables. The last block had the Fll, the dummy variables, and the interaction
terms.As before, statistical significae was established by focusing on .

Before testindHypotheses 3 and the variableownershipwas collapsedor statistical
purposes from 8 2 categorieghose who did and did not ovatfligator, exotic, norexotic, and
fauxleather. Those respdents who were not suveere classified as missing. Those respondents
who said they ownedlligator,exotic, norexotic, and fauxeatherwere codeaero.For
theoretical reasong-tail Pearson correlation anag@wvereusedto test these hypothesksthe
1-tail Pearson, the probability is not sgdgtween the two tails. Fashion involvemdredry
predicts that as people are more fashion involved, they become more involved \appahel
productand they are more fashion forwddgertet al., 198). Fashion involvement theory also
suggests that the more fashion involved people are, the more likely they will buy apparel
products ( @ordisreason, adi@dAighal test snmore appropriaté-ield, 2005p.

29).

To testHypothesse 5 and 6 1-tail Pearsn correlation analyses wensed.Research
indicatesfashion involved individuals pay more attention to the mediall them what is in
styleand guide them in their purchase decisidrsmaset al., 1991)For ths reason, a
directionaltest wasmore appropriate (Field, 2008,29). Fashion involvementheory predicts
that people who are mofashioninvolvedwill be more likely to seek fashion agitisements
and use them to make purchase decis{@m®maset al., 1991)Theory also sugests that
different people vary in their degree of personal advertisement involvement just as they vary in

their degree of product involvement (Zaichkowsky, 1994). Research also suggests that the more
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people are involved with an apparel product, the nmdegested they are in advediment
(Flynn & Goldsmith, 1998

Hypotheses 7 through 10 were developed from previous research by Santaella (2001) as a
gener al assessment of respondentsd evaluation

thesehypotheses, -tail Pearson correlation analyses were used.
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CHAPTER 4
RESULTS AND DISCUSSION

The purposef this chaperis to present a description of respondgthis resultof the
testhypothesesandadiscussn of thefindings Information on howvell the data met the
assumptions required by the statistical testdso provided

Profile of the Respondents

From the valid sample df,200women living within major metropolitan areas of the
United States that includetlanta, Chicago, Dallas, LoSngeles, Miami, New Orleans, New
York, and San Francisc@2 surveyswere returnedy the postal service amdeliverableor by
those respondentgho askednot to be included in the studgnd 260 completesurveys were
returned. The resulting response rate 22 Amongthe completed and returned surveys,
there were wrveyswith missing responsem the measures of intere&ecause these missing
responses are endomand not systematic, thessturnedsurveys wereliminated from the
analysesTable4 showsthefinal size ofeach group according to the three different treatment
tested: Group 1 (= 66) sawthe copy and imagadvertisementGroup 2(n = 86) sawthe copy
only advertisementandGroup 3 (= 76) saw themage onlyadverisementAppendix Bshows

thethreeadverti€menttreatments

Table4. Advertisementtreatment groups

Treatment

Copy andmage 66
Copy only 86
Image only 76
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As shown nh Table5, the majorityof the respondents in all three groups

wehie, not

of Hispanic origin There was representation from minoritiest no onesingleminority group

madeup more than 14% dahe total Within minority respondentgfrican-Americanswere the

majority inGroup 1. Hispanicssurpassedfrican-Americars in the other two group&roup 1

did not have anynissing dataand the percentage of missing data in the ajh@ups was small,

less than 4%.

Table5. Racial background of respondents

American AN 6 African BHIES (e
indi Pacific . Hispanic | of Hispanic | Other | Missing | Total
ndian American T
Islander Origin
N
0 4 9 2 50 1 0 66
%
0 6.1 13.6 3.0 75.8 15 0| 100.0
N
0 5 5 7 62 4 3 86
%
0 5.8 5.8 8.1 72.1 4.7 3.5] 100.0
N
0 6 5 7 55 1 2 76
%
0 7.9 6.6 9.2 72.4 2.0 2.6| 100.0

Respondents, in generalere older thai30 years of agas showrin Table6. More

respondents across the three groups were bethieen50years of agéollowed by respondents

whose ages ranged betwednto 40years. Fewespondents wergl and overor betweer2l1 to

30yearsof age Missing values were low, below 3%.
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Table6. Age of respondents

Group

21-30 | 31-40 | 4150 | 51-60 | 61-70 71 and Missing Total
over
N 8 12 24 8 10 3 1 66
% 12.1| 18.2| 36.4| 12.1] 15.2 4.5 15 100.0
N 3 23 34 13 9 2 2 86
% 3.5| 26.7] 39.5] 15.1| 105 2.3 2.3 100.0
N 8 16 28 6 11 5 2 76
% 10.5] 21.1] 36.8 791 145 6.6 2.6 100.0

As shown in Tablé&Z, mostrespondentscross tle threegroupsweremarried The

percentage afivorcedwomen was similar across groups, between 8% and \\2é8aws

accounted for less than 2% acrossthireegroups.Group 1 had moreespondents/ho were

single nevermarried around15%. Missing values werbelow 3% acras the three groups

Table7. Marital status of respondents

=l . Married Divorced Widowed Missing Total
never married
N 10 44 8 3 1 66
% 15.2 66.7 12.1 4.5 15 100.0
N 5 71 7 1 2 86
% 5.8 82.6 8.1 1.2 2.3 100.0
N 7 57 8 2 2 76
% 9.2 75.0 10.5 2.6 2.6 100.0
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Level of educational attainmeat respondente/ashigh acrossll groupsas shown in

Table8. Most respondentisadattenctd or graduated froollege Groups 2 and 3 had the

highestpercentage of these respondeltanyrespondents aldmadanadvancd degree Group

1 had the highest percentage of resjgmts who said they had advance degreeand the

highestpercentage afespondents/ho had gone tgechnical schoolThis wasalsothe only

group wth respondents whsaid that theid not finish high schoolthough thepercentage was

quitelow at3%. Missing data were low ranging from 5% to 7%.

Table8. Education

croup | | iamscnoor| o school| oGy | same | cotege | advarced |y |y
diploma school
N 2 9 4 13 24 14 0 66
% 3.0 13.6 6.1 19.7] 36.4 21.2 0 100.0
N 0 8 2 27 32 13 4 86
% 0 9.3 2.3 31.4| 37.2 151 4.7 100.0
N 0 10 0 23 23 15 5 76
° % 0 13.2 0 30.3] 30.3 19.7 6.6 100.0

Across all groups, a largaajority of respondents were employadd the percentage of

women employeth eachgroup wasalmost equahs shownn Table9. Groups 1 and3 had a

similar numbef women who reported beingtiredor who saidtheywerehomemakersGroup

2 hadthe highesthnumber ofrespondents/ho said they werbBomemakers~ew respondds

reported they weranemployedr checkedthea. Missing dita were low ranging from 1.5%6

5%.
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Table9. Employment status of respondents

Group Employed Homemaker | Retired Unemployed Other Missing Total
N 40 9 11 3 2 1 66
% 60.6 13.6 16.7 4.5 3.0 1.5| 100.0
N 52 21 6 0 3 4 86
% 60.5 24.4 7.0 0 3.5 4.7] 100.0
N 48 9 13 2 2 2 76

° % 63.2 11.8 17.1 2.6 2.6 2.6] 100.0

Table10shows that mong those women who weeenployed most stated thewerein

professionapositions The percentage of women who said they workedamageriapositions

or who wereself-employedwas aboutqualacross théhreegroups Because this was a follow

up question that applied only to those who were employed, therewaerecaseswith missing

information

Table10. Occupation, if employed

Professional Technical Management em&:)?clj;/e d Other | Missing | Total
N 28 1 8 12 0 17 66
% 42.4 15 12.1 18.2 0 25.8| 100.0
N 30 5 9 20 0 22 86
% 34.9 5.8 10.5 23.3 0 25.6] 100.0
N 32 5 11 10 0 18 76

° % 42.1 6.6 14.5 13.1 0 23.7| 100.0
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Across all three groups, masittherespondentseported living in householdsith

annualincomes of $75,000 or higher as shownTablell. Betweernl5% and 21%esided in

households where the annual income was b&BW000across the three groups. On average

across the groupsespondentseportediving in affluent household#ll three groups had

missing datahat rangedrom 6% to 15% of respondents.

Table1l. HouseholdIncome

;ﬁ:’; $50.0001 475 006 [ $100,000 | #1259% | $150,000 vissing | Tot

$50,000| $74,999 $99,999| $124,999 $149 999 and over
N 14 17 12 9 1 9 4 66
% 21.2 25.8 18.2 13.6 15 13.6 6.1| 100.00
N 13 18 16 9 4 13 13 86
% 15.1 20.9 18.6 10.5 4.7 15.1 15.1] 100.00
N 12 21 8 8 6 12 9 76
% 15.8 27.6 10.5 10.5 7.9 15.8 11.8] 100.00

Social Acceptance of &Controversial Apparel Product

Four 7-point Likerttype scaletemsfrom extremelydisagree to extremely agreere

used to measumocial acceptance and overall perceptibnontroversiahigh-fashionapparel

productssuch as those made witlmericanalligator leather American #igator is not an

endangered speciesnd it is not illegal to own sudckppareproductsmade with this exotic
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leather However it is more expensivihian many other types of leatlard some activist groups
have found it to be socially unacceptablbefiefore somerespondents may have been aftaid
purchase or own such products and their level of involvement may have been higher as the
perception of risk increased

Across thehreegroups morerespondents haaiixed feelingsabout how socially
acceptable it is to weaitligator leather apparealsshown inFigure2. Slightly morerespondents

across the three groupgreed at some level thaearingalligator leatheapparel is socially

acceptableéhan thosevho disagred as b the sociabcceptability

Wearing Alligator Leather Apparel Is Socially Acceptable

Group 1

. . ) . . e H Group 2
extremely quite slightly mixed slightly quite extremely missing

disagree disagree disagree feeling agree agree agree HGroup 3

Figure 2.Social acceptance: Perceptions of the social acceptance of viegrapparel made
with American alligator

Resultsndicated thatespondentdid not have @lear understandingf the
endangerment status of tAenerican #ligator as shown in Figurd. While manyrespondents
had mixed feelings in althree groupsalmost40%expressed some level afreenent with the

statement that the American alligator is no longer an endangered .animal
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The American Alligator Is No Longer On The
Endangered Species List

38

Group 1

. . i . . o H Group 2
extremely quite slightly mixed slightly quite extremely missing

disagree disagree disagree feeling agree agree agree  Group 3

Figure 3 Social acceptanceAwareness of the endagerment status of the American
alligator

When considering the selection ddthing, social acceptance was less important to

respondents ashown in Figurel. A numberof respondentalsohadmixed feelingghatsocial

acceptance is importafdr me when selecting apparel

Social Acceptance Is Important For Me When | Select Apparel

30%

25%

20%

15%

10%

5%
HEGroup 1

0%
H Group 2

extremely quite slightly mixed slightly quite extremely missing
disagree disagree disagree feeling agree agree agree H Group 3

Figure4. Social acceptancetmportance when selecting apparel
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As shown in Figurés, mostrespondentgxtremely agreethat] would not buy apparel

madewith skins of endangered animafgross the groups a small numlihexdmixed feelingsor

disagreed

| Will Not Buy Apparel Made Of Skins
From Endangered Animals

HEGroup 1

. . ) ! . N H Group 2
extremely quite slightly mixed slightly quite extremely missing

disagree disagree disagree feeling agree agree agree M Group 3

Figure5. Social acceptancePurchase intention of apparel made from endangered animals

Current Ownership of American Alligator, Exotic, Non-exotic, and
Faux L eather Apparel Products

Information on current ownership of a variety of real and imitation leather apparel
products wasollected. Rspondentsvere asked to ched¢ke most appropriate choié®m a list
of 3 possibleoptions yes no, andnot sureo answeithe ownershipquestions|f the response

wasyes respondentsiere asked to rite in the space providdasbw many itemshey ownedand

how many of these items were acquired in the last 5 years

For all questions, missing informatiavas low As shown n Figure6, thevast majority

of respondentstated that theglid not own dligator leather appareHowever, 11%ndicated

theydid own such type oélligatorleatherapparel Only a small percentagef respondents
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checkedhot sure The mean number @diems ownedvas 2 andthese weracquired within the

last 5 years

Own Alligator Leather Apparel

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

92.2% 86.6%

HGroup 1

B Group 2 ||

4 Group 3

Yes No Not Sure  Missing

Figure6. Ownership of American dligator leatherapparel

Figure7 showsownership of exotic leather appar&lstrongmajority of repondentgid

not own apparel made withxoticleather About15% did ownsometype ofexoticleather

Own Exotic Leather Apparel
100% 95.0%
ggzﬁ) 5.6% (6:3% merop 1y |
700/2 - HEGroup 2| |
60% 4Group 3 ||
50%
40%
30% 19.7%
o 17.4%
igof(: | (6% 350 137 350 %
i. 0.0% 0.0%
O% 4 : - : _——— |
Yes No Not Sure  Missing

Figure7. Ownership of exotic leather gpparel
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apparel. A small percentage was surdf they owned apparel made with exotic material. The

mean number dfems ownedvas 2, and these had bemuuired within the last 5 years

Resultsn Figure8 show thaimost respondentaidthat theyowned norexotic leather

apparel The percentage @lll those whado not own norexotic leatheapparelwas almost 29%.

A small percenbf respondents wasot sureif they owned such products, atids percentage
was higher than thgercentage in therevioustwo questionsHowever, he percentage was still
low, less tharb% overall The mean number déms ownedvas 6.5and most of these items

had beeracquiredduring the last 5 yearslowever, some of these items had been owWoedt

least 10 or even 20 years.

Own Non-Exotic Leather Apparel

80% 717
EGroup 1 [
EGroup2 | |
“Group3 | |
25.6%
6.6% " 2 Ron3'5%
15% mllg  00%
Yes No Not Sure  Missing

Figure8. Ownership of non-exotic leatherapparel

More than half of responderdgl notown faux leatheas shown in Figure.9The

percentage of respondents who weoésurewas also higher thaon previous items in this set
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of questionsThe mean number gems ownedvas close to 1,/ andtheseitems had been

acquired within the last 5 years and most within the last year

Own Faux Leather Apparel

0
100% 86.6%
80% b EGroup 1
HGroup 2
60% 4 Group 3
40%
20% - 6% 3.9%
6.1%1 20 1.5%3-5%
0% - .

Not Sure  Missing

Figure 9 Ownership of faux leather apparel
Media Exposure
Severalquestions were usedtogaumye e s pondent 6s | evSeder5-of medi

point Likerttype items fronstrongly disagree to strongly agneere used to determiriie

respondentpaid attention to clothinthat is featuré in the media such as whelothing appears
in magazinesRespondents were askexgive informatiorabout their level ofiewershipof
television and movies as well amgazine readershiBecause only one response was missing
only one group for aljuestionsmissing informabn was not included as aategory in thiset of
figures.

The percentage of respondents velgpoee at some level across all grouwpgh | often

buy clothing thahas beemdvertisedstatementvasabout equal tthose whaisagred A

similar percentagéadmixedfeelings as shown in FigurdO.
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| Often Buy Clothing That Is Advertised

EGroup 1

H Group 2

strongly disagree  mixed feeling agree strongly agree

disagree M Group 3

Figure10. Media exposure Purchase behavior of advertised fashion apparel

As shown in Figurd 1, few respndentsacross all groupagreed with buy more

clothingitems if | haveseenthem worn or used by celebritystatementOnly about 10%

| Buy More Clothing Items If | Have Seen
Them Worn Or Used By A Celebrity

EGroup 1

M Group 2

strongly disagree mixed feeling agree  strongly agree
disagree H Group 3

Figurell. Media exposure Purchase behavior of faston apparel promoted by celebrities
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across the thregroups hadnixed feelingn this statemenilthough there were some

respondents whagreedwith thestatement, especially in Group 1, the percentage in Groups 2

and Group 3 was below 5%. No osteongly agreeavith the statement.

The nextgroup of itemgevealedvhether or notespondentaoticedclothesthat

appeaedin movies andn television.As shown in Figurel2, respondentsoticed clothing in

movieswith over 50% of respondents across all groups expressing agreement at some level.

Between 20% to 27% of respondents hagled feelings Although there were some who

strongly disagres the percetage waselatively smallacross groups.

| tend to notice clothes in movies

@ Group 1

H Group 2

strongly disagree  mixed feeling agree strongly agree
disagree H Group 3

Figure12. Media exposure Awareness offashion apparelin movies

Similarly to the responses abatibthingbeingnoticedin movies, Figurd 3 shows a

strong majority of espondentacross all groupagreed that thegoticeclothingin television

shows Almost equal numbers of respondents haxled feelingsor expressed some level of

disagreement across all groups.
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I Notice Clothing In Television Shows

EGroup 1

H Group 2

strongly disagree  mixed feeling agree strongly agree
disagree el e

Figure 13 Media exposure Awareness of fashion appareh televisionshows

Respondents indicated that thegticed clothingn magaziness reported ifrigure14.

Fewer espondents haaixed feelingsor disagred at some level across all groups.

| Tend To Notice Clothes In Magazines

HGroup 1

H Group 2

strongly disagree  mixed feeling agree strongly agree
disagree & Group 3

Figurel4. Media exposure Awareness of fashion appareih magazines
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At the time the data were collected, the Internet was less well established as a source for
news andnformation forproducts and services. Therefore, results related to Internet use may be
less relevant now. Howevehesefindings provideabase under st anding of r esj

awarenessf fashion information otthe Internetn 2001 Figurel5 showshow likely

| Seek Out The Latest Fashions On The Internet

Group 1

H Group 2

strongly disagree  mixed feeling agree strongly agree EGroup 3
disagree

Figure 15 Media exposure Awareness of fashion apparebn the Internet
respondents were to seek informataiout the latest fashions on the Internet. Unlike other
media, the Internet was little used. Almost all respondents across all groups indicated that they
did not seek out the latest fashions on the Internet.

Many apparel manufacturemsdaretailers contineito relyon catalogs to promote their
latest fashion productslowever, a8 shown in Figur&6, across all groups onl80% of
respondentagreedhat they used catalogalthough18% to 25% of respondents hauiked

feelings almost 50%gdisagreedo some extent.
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Group 1

H Group 2

strongly disagree  mixed feeling agree strongly agree
disagree H Group 3

Figure 16 Media exposure Purchasepreference forfashion apparel featuredin up-scale
catalogs

Becausemedia are an important sourcefaghion and lifestyle information to consumers,
learninghow many hoursespondentbelieveal theyspent usinghe variousnedia outletsvas
valuable Although the average response tloe numbenf movieswatchedper month was$, the
distribution was not normal as it was positively skewldte median was 4.hefew outliers
indicated someespondents watched mampvies.

Fashion and lifestyle magazingisly an important role in the promotion of fashibor
this reason, it was important to unstand ifrespondents readagazines in thesmtegoieson a
regular basiskigure 17showsthereadership frequency for major fashion and lifestyle
magazines amongl respondentsThis was a multiple response itellore respondents across

all groups reported readiReople NewsweekTime, and other publications than fashion

publications.
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Magazines Read
0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

W

Vogue
Mademoiselle ===

Marie Claire

Harper's Bazaal

Newsweek

KM Group 1
H Group 2

IGroup 3 Other: Fashion/LifestyI;%r

Time

Figurel?7. Media exposure Readership of fashion and lifestyle magazines

Fashion Involvement

The Fashion Involvement Index (FII) was used to measure fashion involvement with a
fashion apparel producth& boxplots inFigure18 convey a quick visual overview of the
resporseson the FIl. Graphical analysis using the hagts showed that these three groups had
similar distributions across the three treatments for the measure of fashion involvement.

In Figurel8, the colored boxerepresenthat portion of the distribution for each group of
the sample that falls betweénéthe 25" and the 7% percentilesi.e. thelower andupper
guartile® o (Kinnear & Gray, 1999p.97). The thick gold line that runs across the interior of
eachbox represets the median. Visual analysiglicatesthat the value for the median sva
similar across the three grouffie boxesppeato be highly symmetricathusthere wasome
degree of confidence that thestributions for the groups were norm@bnnecting the smallest

and largest that are not extreme values are vertical lines edilsklers. While the three groups
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Figurel8. Distribution of FlI for th e three treatment groups usingox-plots

have similar smallest values, Groups 2 atdh@ moreespondents who were mdeshion
involved than those in Group At a glance, the differences dot appear to be significant.
Outliers are those values tteaef émore than 1.5 bolengths awayrom the bo» (Kinnear &
Gray, 1999 pg. 99. Thesebox-plots were especially useful to visually idiéy any possible
outliers. There were nautliers on this measure.

Screening the graphical plots for normality is not necessary in order to do inferences, but
these plots are useful in visually screerfimgnon-normal kurtosis or skewnetizat might
undermineour observationsFigure 19showedno major cause for concern for deviation from
the normal distribution based on visual inspection of the histograms for each group on their
distributiors with the owerlays of the normal according the Fll
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