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ABSTRACT

Consumers evaluate various products in their daily life, although they believe their

judgments to be generally rational, the context in which their judgments take place

nevertheless impacts the choices they make which is so-called context effects. Many

researchers have since focused on the issue of the impact of single context on

consumers’ choice evaluation far less attention devoted to multiple contexts. However,

consumers form their judgments under multiple contexts most of time. Therefore, we

are interested in how contexts affect each other and further impacts product

evaluation.

The present study based on the foundation of Dimensional Range Overlap Model

(Chien, 2010) and Reciprocity Hypothesis (Hsiao, 2002) to extend the context effects

under multiple contexts. The effects of attitude certainty under multiple contexts were

also examined to better know the mechanism of consumer evaluation.

In this study, we tried to verify not only is the target judgment affected by the

contextual stimulus, but the judgment of contextual stimulus is affected by the target

stimulus and it is the overlap or non-overlap determines the shift direction of contexts

effect. In addition, we addressed that attitude certainty dictate the magnitude of

evaluation shift.

Unfortunately, the results didn’t support the hypotheses we proposed, we unable



to demonstrate neither the shift direction of contexts effect is determined by overlap

of ranges nor attitude certainty affects the magnitude of shift in current study.

Nevertheless, we found a very interesting phenomenon which was the evaluation of

contextual stimulus showed a tendency which shift toward the central of scale.

In conclusion, this thesis offer a special view to better understand the multiple

contexts also provide implications to marketing executives by better understanding

the underlying procedure and mechanism of priming effect.

Key words: Priming Effects, Assimilation Effects, Contrast Effects, Dimensional

Range Overlap Model, Reciprocity Hypothesis, Multiple Contexts, and Attitude

Certainty.
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CHAPTER 1 INTRODUCTION

1.1 Motivation and Study Purpose

Consumers access all kinds of products in their daily life. They attempt to form
their judgments about these products without being influenced by irrelevant biases
such as might come from product advertisement (e.g., Yi, 1990) or the product
endorser (Petty, Cacioppo, and Schumann, 1983), etc. These factors affect consumers’
judgments mutually. Although consumers believe their judgments to be generally
rational, the contexts in which their judgments take place nevertheless impacts the
choices they make, albeit unconsciously so.

Many researchers have since focused on the issue of the impact of context on
consumers’ choice evaluation. One of most remarkable theories concerns the so-called
priming effects. The term “priming” can be described as an earlier contextual stimulus
that activates stored knowledge and then influences evaluation to a later target
stimulus. The evaluation of a target stimulus may be either assimilated toward or
contrasted away from the context in which it is presented. To this day, numerous

studies endeavor to elucidate how primed category affects target judgment. Several



determinants have been discovered to affect the direction of priming effects such as

the target ambiguity, the extremity and the primed category (Herr et al., 1983),

inclusion/exclusion model (Schwarz & Bless, 1992), and the priming attributes versus

target category exemplar (Staple, Koomen, and Velthuijsen, 1998), etc. But there lies

apparent discrepancy on the occurrence of assimilation or contrast effect.

Among these, the “Dimensional Range Overlap Model” (Chein, 2010) provided a

more generalized explanation to the occurrences of contrast and assimilation effects.

Irrespective of many specific variables such as context extremity (Herr, Sherman, and

Fazio 1983), target ambiguity (Herr et al. 1983), the Dimensional Range Overlap

Model suggests that the direction of priming effect is dominated by whether there is

an overlap between context’s and target’s ranges. When there is an overlap,

assimilation occurs, whereas non-overlap will result in assimilative interpretation

effects.

While numerous studies speak to how single context affects people’s target

judgment, far less attention has been devoted to understanding how multiple contexts

affects people’s target evaluation. Consumer face purchasing decisions under multiple

environmental setting most of time, hence, we can get closer to reality if we

investigate the effects of multiple primes. For present purposes, the research in the

current article focuses on classifying under multiple contexts, that is, how contexts



affect each other and how multiple contexts influence a target’s judgment. In this
thesis, we try to explain how multiple contexts influence target’s judgment mutually.
Also we would like to illustrate how contexts affect each other.

Furthermore, it is known that attitude certainty play a crucial role in consumer
psychology. According to Bassili (1996), controlling for attitude valence and
extremity, attitudes held with greater certainty are more resistant to change. Therefore,

this article will address attitude certainty in context effects theory as well.



CHAPTER 2 LITERATURE REVIEW

2.1 Priming Effect

The priming effect has stimulated abundant interests in cognitive, consumer and
social psychology, because it is known to affect the consequences of our judgment,
thought and behavior. “Priming” can be defined as a previous stimulus that activates
implicit memory and subsequently influences judgments to later target stimulus.
Therefore, the term “priming effect” refers to the influence of priming on target
evaluation. Even without awareness, the primed category still increases accessible
information such that stored knowledge is more likely to be activated and to be used

subsequently in processing of target information (Higgins and King 1981).

2.2 Contrast Effects versus Assimilation Effects

We can distinguish priming effects into two types, which are assimilation effects
and contrast effects. In the case of a target judgment shifting toward the primer, one

speaks of assimilation effects. For example, the presence of a positive context might



make a target judgment seems more positive than context free target. On the other
hand, when the target judgment shifts “away” from the prime, one speaks of contrast
effects. That is, the presence of a positive context might make a target judgment seem

less positive than context free target. (Petty, Wegener 1992)



2.3 Empirical Theories of Assimilation and Contrast Effects

A lot of theories and model have been developed to explain what is the nature of
the processes underlying these effects. There are several factors were identified as
underlying determinants of whether contrast or assimilation in the literature on
priming effects.

In one demonstration, Herr Sherman and Fazio (1983) suggested that target
ambiguity and extremity of primed category affect the direction of priming effect.
Their research demonstrated that only when high ambiguity (factious animal: Jabo
and lemphor) and low extremity (moderate animals size) leaded to assimilation. Other
condition leaded to contrast.

Meyers-Levy and Sternthal (1993) proposed two-factors explanation of contrast
and assimilation. They suggested that as long as cognitive resources are substantial
and there was an overlap between context and target, contrast occurs. On the contrary,
while cognitive resources were limited or there was no overlap between context and

target, assimilation occurs.



2.4 Comparison Relevance and the Distinction of Activated

Information,1998

According to Stapel, Koomen, & Welthuijsen’s research (1998), “comparison
relevance and distinctness of the activated information” determined the direction of
context or information accessibility effects on consumer evaluation.

In their first study, participants evaluated a target restaurant (new or familiar) after
readed the attribute prime (elegant or casual). The results shows that target evaluation
were less positive in elegant condition and more positive in casual condition. This
pattern of findings indicates that exposure to attributes (elegant or casual) may result
in assimilation effects.

In study 2, participants were randomly assigned to a 2 x 2 (Exemplar Valence:
Elegant, Casual x Comparison Relevance: Restaurant, Clothing Store) between
participants design. After exposed the prime cue, participant evaluated the target
restaurant (new or familiar).The results shows that the target (new restaurant) was less
positive when elegant restaurants were primed and more positive when casual

restaurants were primed which means a contrast effect.



In their last study, a mixed prime (Both Exemplar and attribute) were conducted;

participant evaluated both a new target restaurant (Dutch family restaurant) and a

familiar target restaurant (AC restaurants) after exposed to prime.

In sum, from Staple and Koomen’s postulation, they demonstrated that when

accessible information are sufficiently comparison relevant and distinct to be used as

a scale anchor, comparison contrast are more likely to occur. Conversely, while

accessible information lacked for comparison relevance and distinctness, assimilation

are more likely to occur.



2.5 The Dimensional Range Overlap Model, 2010

In spite of many context effects theories have been developed, the conclusions are
still incongruous. However, the Dimensional Range Overlap Model (Chien 2010)
offering a more comprehensive view by explained the underlying mechanism of
context effects.

The Dimensional Range Overlap Model suggests that “it is perceptions of amount
of overlap between the target range and the context range determines the context
effects—assimilation or contrast”. When context and target ranges overlap,
assimilation occurs (as more similarity between context and target), but the ranges do
not overlap, contrast occurs (as less similarity between context and target).Irrespective
of variables such as extremity, ambiguity, and etc.

Through three experiments, there were three main factors extracted which
influenced the amount of overlap: (1) the width of target range, (2) the width of
context range, and (3) relative distance between context and target. These three
factors would simultaneously influence the extent of overlap and further determine
the occurrence of assimilation or contrast.

In Study 1, given fixed context range width and relative distance between context

and target, the target range width were either wide or narrow in order to manipulate



range overlap and non-overlap. The results were as predicted. As the wide target range

width, context and target overlaps. Target and context assimilated to each other. As the

narrow target range width, context and target didn’t overlaps. Target and context

contrasted away from each other.

Study 2 examined the effects of relative distance under given target range width

and context range width. The relative distance was manipulated small or large. The

results supported the Dimensional Range Overlap Model. While the relative distance

was small, the context and target overlap, assimilation occurred. As the relative

distance was large, the context and target didn’t overlap, contrast occurred.

Similarly, Study 3 examined the effects of range overlap created by changed in the

context width, given fixed target range width and relative distance between context

and target. The context range width either wide or narrow. The results were as

predicted. As the wide context range width, context and target overlaps. Target and

context assimilate to each other. As the narrow context range width, context and target

didn’t overlaps. Target and context contrast away from each other.

To sum up, past researches used different type of target and context stimuli to

explain what are the determinants of context effects. However, the Dimensional

Range Overlap Model mainly focuses on whether context and target overlaps. In short,

these variables may exert their influence on three factors as we mentioned above and

10



further determines assimilation or contrast.

— Target Movement Direction

Low Modemie High
Mote:(1)Wide Target Range (2)Narrow Context Range (3) Small Relative Distance —

Assimilation Effects.

Figure 2-1: An example of overlap between target range and range of contextual

stimulus----Assimilation effects.

- Target Movement Direction

Low Modexade
Note:(1)Narrow Target Range (X)) Marrow Context Range (3) Large Relative Distance ——Contrast
Effects.

Figure 2-2: An example of non-overlap between target range and range of

contextual stimulus----Contrast effects.

11



2.6 Reciprocity Hypothesis, 2002

Past researches in context effect solely focused on how perception of a target
stimulus affected by different kind of contextual stimulus. Nevertheless, perceptions
of contextual stimuli could be affected by target stimulus reciprocally. As a result,
Hsiao(2010) proposed the Reciprocity Hypothesis and suggested not only is the target
judgment affected by the contextual stimulus, but the judgment of contextual stimulus
is affected by the target stimulus. While judgment of contextual stimulus shifted
toward the target stimulus would be the case of assimilation effects. Conversely,
judgment of contextual stimulus shifted away from the target stimulus would be the
case of contrast effects.

In Hsiao’s(2010) study, study 1 tried to test whether contextual stimulus would be
affected by target stimulus and contrast away from it. Participants were divided into
three groups. Group 1 evaluated the target stimulus only ---Humorousness of The
Simpsons (high-humor stimulus). The second group was asked to evaluate the
contextual stimulus---Humorousness of The Schindler’s List (low-humor stimulus).
Group 3 evaluated both the target stimulus and contextual stimulus. There were no
overlap between context and target, therefore, contrast effects were expected. After

compare Group 1 (context free condition) and Group2 (target free condition) with
12



Group 3 (with priming condition), The results showed as predicted, contextual

stimulus and target stimulus contrasted away from each other.

Study 2 was similar to study 1. However, the target stimulus (Humorousness of

Jurassic Park) and context stimulus(Lion King) was selected differently. Besides

target stimulus overlapped with the context stimulus, hence, assimilation effects were

expected. This results shows that contextual stimulus and target stimulus assimilated

toward each other. Assimilation effects were observed.

Through two experiments, the Reciprocity Hypothesis proved, again, not only is the

target judgment affected by the contextual stimulus, but the judgment of contextual

stimulus is affected by the target stimulus. It is also providing a new outlook to

multiple contexts.

13



2.7 Attitude Certainty

Attitude certainty has been the subject of considerable research attention. Many
researches demonstrated that attitude certainty do have influences on consumer
judgment. For example, in Bassili research (1996), controlling for attitude valence and
extremity, attitudes held with greater certainty are more resistant to change. In other
case, the strength of the attitude can determine persistence over time, resistance to
change, and variances in information processing and action (Krosnick and Petty,
1995).

Although many research tried to unpack attitude certainty, the question what
attributes impact attitude are still disputable. Holland et al. suggested that while
strength of the object-evaluation link increases, attitudes accessibility become higher.
This accessibility further emerges a sense of subjective commitment.

In their study, the participants received questions basing on judgments of attitude
strength after evaluating two target items and straightly asked about attitude certainty
and likelihood of change. According to the results, their study argued that repeated
expressions of an attitude enhanced attitude certainty and attitude accessibility

compare to one-time expressions.

14



CHAPTER 3 THEORY FOUNDATION & HYPOTHESES

3.1 Theoretical Background

The question of whether assimilation or contrast would occur after priming became
one of central importance to research on consumer psychology. According to the
proposition of the Dimensional Range Overlap Model, no matter what kind of primes
and targets are used, the model can be applied as long as both primes and targets are
on the same dimension.

Therefore, because of the generalizability the Dimensional Range Overlap Model,
the main theory foundation of this thesis will follow the proposition of the
Dimensional Range Overlap Model: Irrespective of which type of target and primes, it
is presence or non- presence of overlap between interpretation range of target and
prime. If the Dimensional Range Overlap Model is supported again in our research
under multiple contexts, we can further extended current model.

In addition, based on Hsiao’s Reciprocity Hypothesis in 2002, not only is the target
judgment affected by the earlier contextual stimulus, but the judgment of contextual
stimulus is affected by the latter target stimulus. Thus, we presume that contexts will
affect each other. Reciprocity Hypothesis provides us a broader perspective to

15



understand what the processes underlying these multiple context. In this thesis, we
will also examine the Reciprocity Hypothesis.

Finally, Bassili (1996) suggests that controlling for attitude valence and extremity,
attitudes held with greater certainty are more resistant to change. Thus, we presume

that target and context judgment will shift less under higher attitude.

16



3.2 Hypothesis

Reciprocity Hypothesis suggests that the judgment of latter stimulus is also affected
by the former stimulus. Thus, while two non-overlap primes are presented in sequence,
not only the latter presented prime but also the former presented prime contrast away.
Following Reciprocity Hypothesis we proposed Hypothesis 1-1.

Hypothesis 1-1: When primel and prime 2 are presented in different valences and

there is no overlap between two primes, primel and prime 2 contrast away from each

other.
—
[
([ ikt |ﬁﬂ|

1} =

| |
Lo Moderate High
- Prime 1 —— - Mowvement Direction
(I - erime 2

Figure 3-1: An example of non-overlap between both primes, two primes contrast

away from each other.

According to Bassili’s research (1996) attitudes held with greater certainty are more
resistant to change. Hence, the evaluation of product shift more while hold with lower

attitude certainty. We proposed the Hypothesis 1-2 & 1-3 as follow:
17



Hypothesis 1-2: The representative value of prime will shift more for participants

who hold lower certainty than those who hold higher certainty about representative

value of prime.

Ulm e ]

1] =
| |
L.owsr NhIoder ate High
: Low Certainty on Representative Value Prime
[II[I:I:I]I[II[I] : High Certainty on Representative Value Prime
: hMovement Direction
I : Prime Repressnmtive Value
Figure 3-2: An example of representative value of prime shift more for those holding
lower certainty on representative value
Hypothesis 1-3: The prime boundary will shift more for participant who hold lower
certainty than those who hold higher certainty about corresponding prime boundary.
—-
h U E SRR B P 1
H”l‘m“-‘: e P e e
0 =
| | |
Low Moderate Haich

- Low Certainty on Prime B oundary
IIDI[[D]]IU] : High Certainty on Prime Boundarsy

: Movement DHrection

I ‘Prime Boundary
Figure 3-3: An example of boundary of prime shift more for those holding low

certainty on prime boundary.

18



We constructed the hypothesis 2a and 2b based on the foundation of hypothesis 1-1,
1-2 and 1-3. For the condition in which presenting the positive wide prime and
negative narrow prime, the primes contrast away from each other at first and the
lower attitude certainty prime will shift more than the higher attitude certainty prime.
Hence, for those who hold higher certainty on lower bound of the positive prime, the
primed positive prime will less likely overlap with the target. With this in mind, the
hypothesis 2a and 2b were developed as follow:

Hypothesis 2a: For the condition in which the target overlaps with the positive
prime and does not overlap with the negative prime initially, the representative value
of target will be more likely to shift toward the positive prime for participants who
hold high certainty on lower bound of the positive prime than those who hold low

certainty on lower boundary of the positive prime.

1] s
1 | I
Low MModerate High

: Low Certainty on Prime Lower B ound
: Target

: Movement Direction
: Target Representative Value

Figure 3-4: While participants who hold high certainty on lower boundary of the wide

prime, representative value of target shift toward the overlapped wide prime.

19



Hypothesis 2b: For the condition in which the target overlaps with the positive
prime and does not overlap with the negative prime initially, the target boundary will
be more likely to shift toward the overlapped positive prime for participants who hold
high certainty on lower boundary of the positive prime than those who hold low

certainty on lower boundary of the positive prime.

o
Loww Moderate High
: Low Certainty on Prime Lower B ound

: Target

—_—

: Mowvement Direction
I :Target Boundary

Figure 3-5: While participants who hold low certainty on lower boundary of the wide

prime, upper and lower bound of target shift toward the overlapped wide prime.

According to the concept of symmetrically shifting perceptions in the Reciprocity
Hypothesis, irrespective of presentation order of primes, the perceptions of primes shift
symmetrically. The joint range of two primed primes is independent of the presentation
order of primes. Therefore, the target perceptions are indifferent under different

presentation order of primes. The hypothesis 3 are developed as follow:

20



Hypothesis 3: The perceptions of target and primes are independent of the

presentation order of primes.

21



3.3 Uniqueness of the current study

From the above hypotheses, the most salient differences between current research

and past related research are as follow:

3.3.1. Possible Range of Interpretation

Following the Dimensional Range Overlap Model, we use the interval estimate,

despite of point estimate, to represent the plausible values in consumer judgment

settings. Because point estimate only represent the central tendency of evaluation,

however, interval estimate represent possible range of interpretation.

3.3.2. Overlap or Non-Overlap

Instead of using different kind of target and prime to explain direction of priming

effect, this thesis mainly base on the Dimensional Range Overlap Model, we believe

the occurrence of priming effect depends on whether there is an overlap between

interpretation range of target and context.

3.3.3. Multiple Primes

Although there is a rapidly growing literature on the effects of single prime,

comparatively, little research attentions has been devoted to the effects of multiple

primes. In our current research, we try to classfy how multiple primes affects each

22



other and how multiple primes create a joint effect subsequently affect the target

judgment.

3.3.4. Attitude Certainty

Attitude certainty dictates the consequences of an attitude for attitude-relevant

thought and action. Obviously, expressed certainty has great impact on consumers’

susceptibility. Since it matters how consumers formed their own opinions, we argue

that the judgment of target and primes will shift more for participant who hold with

low certainty than high certainty.

3.3.5. Counter Balance of Prime Sequence

According the reciprocity hypothesis, the former stimulus also would be affected

by the latter stimulus. That is the sequence of prime won’t affect the perception of

primes. Thus, in current research, we try to test whether there is a Sequence Effects.

23



CHAPTER 4 PRETEST

4.1 Pretest 1

4.1.1. Purpose of Pretest 1

In order to select the suitable dimensional range of target and primes materials in
different dimensions we conducted the pretest 1 in advance to prepare the subsequent
main experiment.
4.1.2. Design of Pretest 1

In pretest 1, six different dimensions which the college students might be familiar
to were selected, which are “Calorie of Food”, “Sweetness of Food”, “Hardness of
object”, “Expensiveness of Product Brand”, “Price of Product”, and “Luxury of
Product Brand”. Each of dimensions contains 28 — 34 items. Five groups were set for
dimensional items in each dimension as follow:
“Negative Narrow was set from 0 - 2”
“Negative Wide was set from 0 - 5”
“Moderate was set from 4 - 6”
“Positive Wide was set from 5 - 10”
“Positive Narrow was set from 8 — 10

Each participant was tested on two unrelated dimensions to minimize interference.
24



“Caloric Content of Food” was paired with “Luxury of Product Brand”; “Hardness of

Object” was paired with “Price of Product Brand”; and “Sweetness of Food” was

paired with “Expensiveness of Product Brand.”

We presented the least influence two primes at first which expected to be rated as

the extremely high and the extremely low items. For instance, for the dimension

“Expensiveness of Product Brand”, the “Dollar Store” (extremely low prime) and

“Ferrari” (extremely high prime) were presented first. The third prime given in the

questionnaire was one expected moderate--for example “The apps in iTunes Store*.

The order of rest of primes was randomized to diminish the influence of other

unexpected context effects.

4.1.3. Procedure of Pretest 1

70 National Taiwan University undergraduate and graduate students were recruited

to the classroom and seat individually. Upon entering the classroom, each participant

was told that he or she would be participating in three independent researches and

would be given three questionnaires.

In the first booklet, participants were told they were participating in a college

student’s perception toward daily products research. Participants were asked to

evaluate some items in aforementioned dimensions. For each item, two questions were

asked. Participants were asked to give a score to best represent the evaluated items on a 0
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(e.g. Least hard) to 10 (e.g. most hard) scale in intervals of 0.5. In addition, they were
asked to give a lowest bound and a highest bound to indicate the interpretative range for
items on the same scale. Finally, subjects were asked which items they are not totally
familiar with.
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Figure 4-1 The rating scale of hard status in pretest.

The second booklet was designed to interrupt the connection between first and third

questionnaire. Participants were asked to read two jokes and evaluate how humorous

of these two jokes.

The third booklet was similar to first questionnaire; however, in order to minimize

the connection from first questionnaire, the font was designed differently. Participants

were told they were participating in a college student cognitive research. Similarly,

each of participants were asked to evaluate the representative value and interpretative

range of items in another certain dimensions on a scale from O(e.g. Least expensive)

to 10(e.g. Most expensive).(See Figure 4-2) After finishing all tasks, subjects are
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thanked and dismissed.
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Figure 4 — 2 The rating scale of expensive status in pretest 1.

4.1.4. Result of Pretest 1

Through pretest, the mean and standard deviation of each brand and item were
showed in Table 4.1.1 to Table 4.6.2 in appendix (I). In each dimension, we selected a
target item which are “expensiness of Hitachi H 17, “luxury of Dell #{Eg”, “hardness
of X FfdFEIE", “calories of §2JH” and “price of E[JFf%”. Based on the results of
pretest 1 we could find some proper items that could be used in following main
experiment. Nevertheless, pretest 1 didn’t provide proper target item on sweetness

dimension.
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4.2 Pretest 2

4.2.1. Purpose of Pretest

Due to Pretest 1 didn’t provide a proper target item on sweetness dimension and

many items failed to match our groupings, Pretest 2 was conducted. In pretest 2, we

tried to confirm whether the items of Pretest 1 were suitable in each dimensions. Also

some new items were added in Pretest 2.

4.2.2. Design of Pretest 2

The design of Pretest 2 was same as Pretest 1. Each of participants was received

three booklets, and tested two dimensions separated by a booklet about joke.

4.2.3. Procedure of Pretest 2

Similarly, the procedure of Pretest 2 was same as Pretest 1. 64 National Taiwan

University undergraduate and graduate students were recruited in Pretest 2. Upon

entering the classroom, participants were led to seats separately. Each participant was

told that he or she would be participating in three independent researches and would

be given three questionnaires subsequently after they finished their questionnaires in

their possession.

In the first booklet, participants were told they were participating in a college

student’s perception toward daily products research. Participants were asked to

evaluate some items in aforementioned dimensions. For each item, two questions were
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asked. Participants were asked to give a score to best represent the evaluated items on a 0

(e.g. Least hard) to 10 (e.g. most hard) scale in intervals of 0.5. In addition, they were

asked to give a lowest bound and a highest bound to indicate the interpretative range for

items on the same scale. Finally, subjects were asked which items they are not totally

familiar with.

The second booklet was designed to interrupt the connection between first and third

questionnaire. Participants were asked to read two jokes and evaluate how humorous

of these two jokes.

The third booklet was similar to first questionnaire; however, in order to minimize

the connection from first questionnaire, the font was designed differently. Participants

were told they were participating in a college student cognitive research. Similarly,

each of participants were asked to evaluate the representative value and interpretative

range of items in another certain dimensions on a scale from O(e.g. Least expensive)

to 10(e.g. Most expensive). After finishing all tasks, subjects are thanked and dismissed.

In the last part, subjects were asked which items they are not totally familiar with.

4.2.4. Result of Pretest 2

The mean and standard deviation of each brand and item were showed in Table

4.2.1to Table 4.2.6 in appendix (I). Because it is difficult to find the most ideal

interpretative range of target from 4 — 6, the range of item from 3 — 7 were also
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acceptable to our target. The target item on sweetness dimension was founded in
Pretest 2 which is matcha tea latte ($£75%§%). Moreover, part of new added items in
Pretest 2 were more appropriate than existing items from Pretest 1 with lower

standard devaluation, some new-added items replaced those items.
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CHAPTER 5 MAIN EXPERIMENT

5.1 Overview

Regarding to the information as we mentioned in the previous chapters, in main

experiment we examined all of our hypotheses. The main experiment was

between-participants design, and was divided into three stages.

In stage 1, we tried to determine the most proper target and primes for each

participant, in addition, participants were asked to report their certainty toward the

representative value and item boundaries.

In stage 2, the reciprocity hypothesis was examined. Two primes ,positive wide

prime and negative narrow prime, were presented in sequence either positive wide

prime first or negative narrow prime to observe the interaction between two primes.

In stage 3, we examined how target would be affected by two primes. Two primes

and target were presented simultaneously and participants were asked to evaluate the

representative value and interpretative range of target (upper and lower bound).
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5.2 Stage 1 of Main Experiment

5.2.1 Participant and Design in Stage 1

95 Undergraduate and graduate students from National Taiwan Normal University
participated the first stage of the main experiment.

For later use, we tried to identify suitable target and two primes for each participant
according to the grouped items from pretests, and the primes were set positive wide
prime and negative narrow prime. In addition to six dimensions in the pretests, three
other irrelevant dimensions were added to disturb participants’ awareness to our study
propose — “Warmth of Objects,” “Volume,” and “Degree of Humor™.

In the first week, we presented six expected target items and three filtering items.
All of items in first week were anticipated that the participants would give
interpretative range from 3 - 7 with a representative value as 5. Each of participants
would be selected two of dimensions at most to complete our following experiment
depending on whether their target interpretative ranges were rated from 3 — 7 in each

dimension.

5.2.2 Procedure of Stage 1
At the beginning, Subjects were told they are participating in 5 independent

consumer behavior relevant researches in successive seven weeks.
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In the first week, participants received a questionnaire and were presented six

targets and three filter items. The questionnaire in first week included three parts. The

first part showed the instructions; the second part was practice questions; and the last

part contained 9 items. For each of item, five questions were asked. Participants were

inquired to evaluate representative value, upper and lower bounds. Additionally, they

were asked to report their certainty toward three corresponding evaluations. In the last

part of questionnaire, they were asked to choose which items they were not familiar

with.

Because part of participants didn’t provide the suitable range answers we need; the

participant pool was thereby limited week by week.

During the second week, participants were presented and asked to evaluate five

positive wide range primes in selected dimensions. Similarly, participants were be

presented and asked to evaluate five negative narrow range primes in third week.
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5.3 Stage 2 of Main Experiment

5.3.1 Participant and Design in Stage 2

After two weeks from Stage 1, the screened participants were continued to the stage
2 of main experiment. Stage 2 was conducted for two main proposes. One was for
examining the reciprocity hypothesis. And the other was for observing the primed
joint range of two primes to determine whether there is an overlap between the joint
range of two primes and the context free target. With knowing that, we can further
predict the shift direction of target.

In this stage, participants were randomly assigned to two orders, either positive
wide prime first or negative narrow prime first.

5.3.2 Procedure of Stage 2

At the beginning, participants were given individualize questionnaire which were
designed differently based on the results they provided in Stage 1.

The questionnaire in this stage also consisted of three parts. Again, the first part
showed the instructions; the second part was practice questions. In the last part,
participant were presented one or two dimension(s) ,depending on whether he or she
provided sufficient proper target and prime range we need in stage 1, and two filtering
dimensions. The certain dimensions were be separated by two filtering dimension in

case coming to other effects. For each of dimension, participant would be asked to
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envisage the first prime thoroughly and then presented the other prime.

After that participants were asked to give the representative value and upper and

lower bounds of the latter prime. The next page showed the first prime again and

asked participants to give the representative value and upper and lower bounds of the

first prime.
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5.4 Stage 3 of Main Experiment

5.4.1 Participant and Design in Stage 3

Stage 3 was conducted after two weeks from stage 2 and was designed to examine
how primes affect target judgment.

Design of Stage 3 was same as Stage 2.Similarily, Stage 3 consisted of three parts:
instruction, practice problems and the measure question sets. For each participants,
one or two dimension(s) were tested with interval of two filtering dimension. They
were asked three questions in each dimension.

5.4.2 Procedure of Stage 3

Participants were given individual questionnaires. Students saw two primes at the
beginning and were required to envisage primes thoroughly. After that the target was
presented, and participants were asked to evaluate the representative value, upper and

lower bound of target items.
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5.5 Independent Variable

Attitude certainty

All participants were asked to report their attitude certainty on the
corresponding representative value, upper and lower bound to both of primes

and target in Stage 1.
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Figure 5-5 An example of a question in which the participant first judged the
representative value in (A-1) and then judged his or her individual attitude certainty
toward the same representative value in (A-2).

Prime Sequence

Two Primes were presented in different order among participants, in order to
examine whether there is a sequence effect.

Prime Range Width

Through the pretest, we set the range of 5-10 on a scale ranging from a 0 to 10
scale for an overlapped prime range which is set to overlap with the target’s range. On

the other hand, we set a range of 0-2 for a non-overlapped prime range which is set
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not to overlap with the target’s range. (See figure 5-1).
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Figure 5-1 The positive wide prime overlaps with target, and the narrow prime does

not overlap with target.

5.6 Dependent Variable---- Dimensional Judgment

All participants were asked to measure their perception toward the target and
primes item in certain dimension by two perspectives, including the
representative value to best represent the target, and lower, upper bound to best
represent the interpretative range in the main experiment. We measure the context free

target and primes in Stage 1, the primed primes in Stage 2, and primed target in Stage3
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5.7 Demographic Description

There were total 95 graduate and undergraduate students participate in main
experiment. 31 students didn’t finish all of procedures who absence from attendance
during the main experiment, and 30 students didn’t provide suitable range of prime
and target. Finally 34 participants were reserved. Among of reserved students, 13 took
2 dimensions and 21 took 1 dimension, hence, the sample size is 47.

All of samples were randomly assigned to two orders. 23 of samples were
presented in positive wide prime first and 24 of samples were presented in negative

narrow prime first. (See table 5.7.1)

Order N(Numbers of Sample)
Order 1 (Positive prime first) 24
Order 2 (Negative prime first) 23
Total 47

Table 5.7.1 Prime order in main experiment
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5.8 Results of Main Experiment

5.8.1 All Samples

In order to examine the proposed hypothesis 1-1, we compared the average score
of initial primes (Stage 1) to primed primes (Stage 2). The results showed that the
representative value, high and low bound of negative prime were not contrast away
from positive prime. (M g = 1.25> Mg =1.61, P= 0.05; Mgpy = 2.09 > Mgpy=2.38,
P=0.10; Myg = 3.13 > My = 3.47, P=0.14). Aside from this, positive prime
assimilated toward negative prime. (M g = 5.29> Mg =5.47, P= 0.36; Mgpy = 7.05
- Mgpy = 6.47; Myg =8.29, P=0.00 > Myg-=7.68, P=0.11). The hypothesis 1.1 was
not confirmed, that is, the primes weren’t contrast away from each other as expected.

(See Figure 5-8.1)

LB RPV HB LB RPV HB
Stage 1 1.25 2.09 3.13 5.29 7.05 8.29
Stage 2 1.61 2.38 3.47 5.47 6.47 7.68
-3 — =3 - — A
Negative prime Positive prime
LB RPV HB
Stage 1 3.69 5.30 6.80
Stage 3 4.19 5.52 6.69
— - e
Target
- — | P value below 0.05 | <___| P value above 0.05 |

LB= Low Bound; RPv= Representative Value; HB= High Bound

Figure 5-8.1 Mean and shift direction of target and primes under all of samples
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To rule out weather certainty affects the magnitude of shift which is the hypothesis

1-2 and 1-3. We applied regression to analyze the relationship between certainty and

magnitude of shift. The coefficient and P level is shown in table 5.8.1. The

relationship between certainty and magnitude of shift wasn’t statistically significant

and didn’t show any specific pattern as well. Thereby, the hypothesis 1-1 and

hypothesis 1-2 were not confirmed.
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Magnitude of shift Beta significant
RPV .05 2.98 73
Prime 1 29
rime High bound -.16 3.71
All -.03 .84
Low bound 2.59
-.24 11
Samples RPV 3.81
—— _ -.08
rime High bound 2.50 .60
-12 42
Low bound 3.24
RPV -12 3.42 .60
Prime 1 18
rime High bound -.30 3.22
15 96
Order 1 Low bound 1.29
raer 39 08
RPV -0.48
Prime 2 .00
rime High bound 1.72 .96
-15 52
Low bound 2.76
RPV 28 0.48 A1
Prime 1 | High bound 00| 188 997
Low bound -.10 2.75 .61
Order 2
RPV A1 0.96 62
Prime 2 | High bound 22l 2.29 30
Low bound -.20 2.82 .35

Table 5.8.1: Coefficient and P-level of the relationship between certainty and

magnitude of shift.
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Stage

Stage 1 Stage 2

Number of Target Overlap with

Negative Prime

Number of Target Overlap with

Positive Prime

(Context Free) (After Priming)
0 11
47 47

Table 5.8.2 Number of target overlap with primes in Stage 1 and Stage 2

The Table 5.8.2 shows that all of target overlaps with the positive wide prime in

stage 2 irrespective of positive prime lower bound certainty that is lower bound of

positive prime didn’t shift more for participant who held lower certainty on lower

bound. Through the regression, the lower bound certainty of positive prime didn’t

affect the magnitude of target shift either representative value or boundary. (See Table

5.8.3) Thereby, hypothesis 2a and hypothesis 2b were not confirmed.

Magnitude of Shift B P-value
Target Representative Value -.062 .680
Target Upper Bound 133 373
Target Lower Bound -.014 .924

Table 5.8.3 Coefficient and P-level of relationship between positive lower bound

certainty and magnitude of target shift
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5.8.2 Order 1 (Positive Prime First Presented)

To further investigate an effect of prime order, we analyzed order-separated data.

For the participants presented positive prime first (order 1), the representative value,

high and low bound of negative prime didn’t contrast away from positive prime. (Mg

= 19M|_B :1.34, p= 077, MRPV: 1.75 > MRszZ.ll, pP= 060, MUB:2.84 > MUB

=2.93, P= 0.16). Similarly, positive prime didn’t contrast away from negative prime

as well. (MLB = 5.34> M g =5.41, P= 0.07; Mgrpy = 6.84 - Mgpy = 6.73, P=0.19;

Muyg =8.23> Myg=7.87, P=0.76). (See figure 5-8.2) Again, the hypothesis 1.1 was

not confirmed.

The regression analysis also revealed that there is no evidence to support certainty

made an impact on magnitude of shift under order 1. (See table 5.8.1) Hypothesis 1-2

and 1-3 were not confirmed.

LB RPV HB

Stage 1 1 1.75 2.84

Stage 2 1.34 2.11 2.93
-=> —=» ==>

Negative prime

Stage 1
Stage 3

LB RPV HB

5.34 6.84 8.23
541 6.73 7.87
-—> <- <=

Positive prime

P value below 0.05

D

LB RPV HB
3.57 5.11 6.73
4 5.22 6.30
-——> --> <--
Target
(---‘ P value above 0.05 ‘

LB= Low Bound; RPV= Representative Value; HB= High Bound

Figure 5-8.2 Mean and shift direction of target and primes under Order 1
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5.8.3. Order 2 (Negative Prime First Presented)

On the other hand, for the participants presented negative prime first (order 2), the

representative value, upper and lower bound of negative prime didn’t contrast away

from positive prime. (Mg = 1.46>M g =1.84, P= 0.23; Mgpy = 2.38 2> Mgpy=2.62,

P= 0.33; Myg =3.38 > Myg =3.94, P= 0.11). However, positive prime assimilated

toward negative prime which was against our hypothesis 1-1,. (Mg = 5.24> M5

=5.52, P= 0.38; Mgrpy = 7.24 > Mgpy -6.24, P= 0.00; Myg =8.34> Myg-"7.52, P=

0.00).(See figure 5-8.3) Again, the hypothesis 1.1 was not confirmed.

The regression analysis revealed that there is no evidence to support the influence

of certainty on magnitude of shift. None of any point estimator reached significance.

(See table 5.8.1) Hypothesis 1-2 and 1-3 were not confirmed.

LB RPV HB

LB RPV HB
Stage1 1.46 2.38 3.38 5.24 7.24 8.34
Stage 2 1.84 2.62 3.94 5.52 6.24 7.52
e -—> o o -—> S <«
Negative prime Positive prime
LB RPV HB
Stage 1 3.8 5.48 6.86
Stage 3 4.36 5.78 7.04
-l -l -l
Target
< ‘ P value below 0.05 ‘ é___| P value above 0.05 |

LB= Low Bound; RPV= Representative Value; HB= High Bound

Figure 5-8.3 Mean and shift direction of target and primes under Order 2
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5.9 Discussion

The results show that two primes didn’t contrast away from each other. While

narrow prime presented first (order 2), the positive prime even assimilated toward

negative prime. In addition, all of point estimator of primes showed a tendency to

shift toward the central of scale---5, that is, the results in our experiment against the

reciprocity hypothesis.

Besides, no matter which prime was first presented, the results didn’t shows any

difference. Thereby, we can conclude that there was no order effect observed. The

hypothesis 3 was confirmed.

Hypothesis Findings Result

1-1 Prime didn’t contrast away Unconfirmed

from each other.

1-2 Certainty had no impact on Unconfirmed
magnitude of representative
shift

1-3 Certainty had no impact on Unconfirmed

magnitude of boundary shift

2a Lower bound certainty of Unconfirmed
positive prime didn’t affect the

magnitude of target shift

2b Lower bound certainty of Unconfirmed
positive prime didn’t affect the

magnitude of target shift

3 Ordering is inconsequential confirmed

Table 5.9.1 A summary of the hypotheses confirmation or lack of confirmation for all
samples.
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However, there’s a tendency for representative value & upper/ lower bound of

the two primes to shift toward central of the scale. This kind of systematic shift and

priming effects affects the judgments simultaneously which might be the potential

explanation of the reason why we unable to confirm our hypotheses.

To investigate the influence of systematic shift, a new method was adopted to

analyze the distance between two primes. First, the distance between representative

values of two primes from stage 1 is calculated (context free condition), and the

difference between the representative values of prime 1 & 2 from Stage 2 is also

calculated (priming condition).

While points of prime is only affected by the systematic shift, both of prime shift

toward the central of scale. Therefore, the distance between two representative values

in stage 2 shall be lesser than in stage 1; if not, there are other factors influencing their

shift, which might come from the priming effect. Hence, we use repeated measure

ANOVA to compare the initial distance and the primed distance.

Mean STDV F Significant
5.85 1.35
STAGE 1 27.62 .000
4.65 2.02

STAGE 2

Table 5.9.2 Repeated Measure result for prime representative value difference in Stage 1

&2
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The result is significant (See table 5.9.2) and suggests that the distance between
two primes in stage 2 is less than the distance between two primes in stage 1. The
effects of systematic shift are confirmed. However, we are not sure about whether
there are other factors influencing prime shift. The effects of systematic shift might too

strong to dominate over other effects such as priming effects.
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Chapter 6 GENERAL DISCUSSIONS AND CONCLUSION

6.1 Conclusion Review

The results in our current experiment didn’t support the hypotheses derived from
the DROM and reciprocity hypothesis. First, while presented two non-overlap primes,
the high bound, low bound and representative value of primes didn’t move in the
opposite direction from each other. The hypothesis 1-1 was not confirmed.

Second, the results also reveal that there is no evidence to support certainty made
an influence on magnitude of shift. The prime of lower attitude certainty didn’t shift
more than the prime of higher attitude certainty both representative value and high
and low bound. The hypotheses 1-2 and 1-3 were not confirmed.

Third, the lower bound of positive prime didn’t shift less for participants who hold
higher certainty on lower bound of positive prime; the primed positive prime overlaps
with target for all samples irrespective of the certainty. The lower bound certainty of
positive prime didn’t have any influence on magnitude of target shift as well. As a
result, the hypotheses 2a and 2b were not confirmed.

Finally, the order effect was not observed. Either order 1 or order 2 shows the same

results. We demonstrated hypothesis 3.
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6.2 Limitation and Suggestions

6.2.1. Limitation

As we demonstrated in earlier chapter, present experiment unable to demonstrate
that two non-overlap prime would contrast away from each other. That is, the
reciprocity hypothesis was failed to reconstruct. Additionally, the impacts of attitude
certainty on magnitude of shift were failed to verify as well. We concluded following
inference to explain these outcomes.

Systematic Shift

Participants seem to be affected by other factor aside from priming effects. The

shift direction of two prime shows sort of systematic shift to the central of scale which

is not consists to the reciprocity hypothesis. We believe the results in the main

experiment reflect the integral effect of systematic shift and priming effect, and the

systematic shift wore down priming effect. As a result, the reciprocity hypothesis

didn’t observe as expected. We infer that several reasons may lead to this

phenomenon.

Fatiguing Procedural design

The between-participants design induces the long duration of procedure. In the

main experiment, all participants were repeatedly required to finish five 15-minnute

long questionnaires in seven weeks. Participants were tired of the experiment in the
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end. The fatigue led to participants want to complete it quickly which result in people

tend to give a moderate answers and just regard these items as ambiguous ones. When

giving a moderate score, participants don’t need to make too many efforts to envisage

the items thoroughly.

Learning process

It takes seven weeks to finish the whole procedure of main experiment. After

finished first stage of the main experiment, participants may notice that some items

were more extreme in their dairy life. This kind of learning process leads the initial

extreme primes less extreme in Stage 2. Therefore, participants gave more moderate

Scores.

Suspect certainty

Because the measure of attitude certainty was self-reported, the scores

participants answered to certainty may not their true attitude. They may have

evaluated their individual certainty without careful thought. For instance, part of

participants checked unfamiliarity to an item with high certainty. The contradictory

answer brings distrust to reported certainty; we unable to unveil their true certainty.

6.2.2. Suggestions

Mixed-Participants Design

Even though the within-participants design in main experiment could diminish
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individual difference in product item perceptions among participants, it still caused

following problems: the whole experimental procedure was too long. Participants

tried to continue the research in the end. To avoid this situation, mixed-participants

designs will more ideal than within-participants design which would be shortening the

time

Manipulation Check

Current research didn’t examine the manipulation check because we believe the

answers provided in Stage 2 can truly reflect the joint range of two prime which can

further determine whether there is an overlap between primes and target. However,

the joint range of two primes may be different from Stage 2 to Stage 3, thereby, the

experiment will more precise with manipulation check.

Higher Incentives

Participants were lack of motivation to finish the whole procedure because it was

too long and tiresome compare to the little incentive they received. Under this

situation, participants were not willing to put too many efforts. Offering higher

incentives such as credits or a draw of high amount gift vouchers can improve it.
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6.3 Management Implications

The multiple contexts effects explained choice-relevant inferences from the
stimulus. We try to extend the Dimensional Range Overlap Model by providing a
more intact perspective to illustrate the underlying mechanism for multiple contexts;
it offers some marketing and management implications.

In most of condition, consumers are exposure to multiple primes rather than single
prime when they make their judgments. Therefore, current research is more close to
reality when consumer form their evaluation and can actually apply to many scenario
especially while consumer facing many environmental setting. By understanding the
black box of the consumer evaluation process under a complicated environmental
settings, marketer can influence consumers’ perception by manipulate the contextual
information and attitude certainty. Thus, marketer can easily draw up a more precise
marketing strategy.

For example, marketers can manipulate consumers’ attitude certainty by hiring a
credible celerity for a well-known quality product brand so that consumers’
perception toward the brand could more uneasy to change.

Or according to an expected interpretation range of the brand or the product
segment, marketers can easier to determine the most optimal store location in a

comprehensive shopping mall; the most optical shelf place in the store; and the most
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suitable advertising place within a magazine by the interpretative range of product

basing on the external contextual environments.

6.4 Future Research Directions

Present research tried to demonstrate that the attitude certainty will influence the

magnitude of shift after judgment affected by other primes. Base on the foundation of

Dimensional Range Overlap Model, Reciprocity Hypothesis, and attitude certainty

relevant literatures we developed our condition to examine the hypotheses we

proposed. Because of the limitation of experimental design, we unable to verify our

hypotheses as expected, however, many interesting issues remain can be further

discovered.

On one illustration, researchers can pay more attention on the role of fatigue in

multiple contexts. In our research, the fatigue interpreted the mechanism of priming

effects. Future researchers can further investigate this phenomenon.

Besides, the systematic shift in our research also provided us some sight in

consumer psychology. We proposed some potential factors which can result in this

kind of systematic shift. Researchers can verify proposed factor to understand the

underlying mechanism.
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Appendix (1) Results of Pretest 1 & 2

Table 4.1.1 Caloric Content of Food: Mean, standard deviation (SD), and range in Pretest 1

High Mean Low Point Mean Range Mean High SD Low SD Point SD Renge
Mean SD
% k7 5.48 2.98 4.29 2.31 1.98 1.84 2.04 1.16
g% 3.96 212 2.92 1.85 1.62 1.53 1.54 0.85
i 3 3.54 1.52 2.37 2.02 1.41 1.09 1.14 0.78
k% 6.17 2.54 4.17 3.63 1.90 1.86 1.63 2.10
R 5.90 2.38 4.04 3.52 1.86 1.46 1.52 1.57
RAFE 2 5.13 2.87 4.02 2.27 1.87 1.31 1.58 1.30
e 4.62 2.37 3.38 2.25 1.70 1.61 1.66 0.92
2% 4.29 2.23 3.15 2.06 1.78 1.57 1.63 0.86
k# 5.23 2.81 3.96 2.23 2.06 1.74 1.89 1.06
o g ehert 7.00 4.54 5.77 2.46 1.70 141 1.47 1.17
=2 6.23 3.21 4.73 3.02 1.63 1.73 1.60 1.54
i 5.67 3.33 4.52 2.35 2.15 1.90 2.09 1.10
& g 6.79 4.48 5.73 2.31 1.48 1.53 1.43 1.01
i 7.10 4.35 5.83 2.75 1.59 1.68 1.53 1.37
s 6.12 3.33 4.73 2.79 1.34 1.09 1.26 1.12
k& 6.81 4.17 5.46 2.63 1.20 1.33 1.17 0.96
ENLN 5.83 3.58 4.77 2.25 1.62 1.46 1.58 0.82
B 5.71 3.17 4.35 2.54 1.27 1.09 1.15 0.99
?F Fab/ S L 7.40 4.37 6.06 3.04 1.33 1.40 1.32 1.13
¥ ] 6.33 3.35 4.79 2.98 1.61 1.46 151 1.13
ML 6.48 3.23 4.79 3.25 1.77 1.63 1.66 1.35
X 8.77 5.58 7.50 3.19 1.04 1.60 1.01 1.50
R 9.18 6.04 7.86 3.14 0.88 1.34 0.98 1.33
PRI 8.12 5.58 7.00 2.54 1.20 1.16 1.11 1.01
ER k] 8.10 5.44 7.00 2.65 1.15 1.39 1.14 1.28
AE 8.67 6.38 7.79 2.29 1.19 1.52 1.31 0.98
= AR 17.77 5.19 6.58 2.58 1.04 1.34 0.97 1.03
IT5. 4 8.48 4.90 6.92 3.58 141 1.78 1.32 1.63
A L 7.94 4.87 6.56 3.08 1.10 1.63 1.26 1.27
i A 8.96 6.60 7.98 2.27 0.84 141 1.23 0.91
4 8.76 6.20 7.70 2.46 0.96 1.46 1.07 1.08
U K AR 8.96 6.75 7.94 2.21 0.96 0.99 0.84 1.02
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Table 4.1.2 Sweetness of Food: Mean, standard deviation (SD), and range in Pretest 1

High Mean Low Mean Point Mean Range Mean High SD Low SD Point SD Rzr;;ge

R 5.43 2.39 4.09 3.05 1.97 1.70 1.78 1.29

§ 4.66 1.95 3.25 2.70 1.90 1.60 1.76 1.21

A Ef 452 1.55 3.27 2.98 1.74 1.36 1.42 1.29
ua‘f_%f“ 5.66 2.86 411 2.80 241 2.04 217 1.72

© 4.18 141 2.55 2.77 1.74 1.33 1.65 1.41
% 4.18 141 2.55 2.77 1.74 1.33 1.65 1.41
IR 4.07 1.73 3.11 2.34 1.51 1.13 1.35 1.04
T 3.86 1.55 2.73 2.32 2.07 1.78 2.00 1.24
LRy 3.82 1.48 2.75 2.34 1.94 1.71 1.78 0.99

0 AR 3.73 1.75 2.73 1.98 1.91 1.44 1.69 0.91
A 3.70 145 2.30 2.25 1.48 1.14 1.28 144
L) 8 7.32 4.27 5.93 3.05 1.55 1.67 1.44 141
WET R 7.16 4.20 5.98 2.95 1.46 1.69 1.56 1.26
* A 7.02 4.02 5.75 3.00 1.46 1.92 1.72 1.20

H B 7.30 4.86 6.25 243 1.65 1.83 1.69 1.07
R 6.61 3.82 5.24 2.80 1.66 2.12 2.04 1.32
o 6.61 3.23 4.95 3.39 1.64 2.10 1.82 1.58
iy 6.23 3.27 4.77 2.95 1.49 1.99 1.66 1.31
B 8.95 5.45 7.68 3.50 1.01 1.36 1.17 1.34
PRIE M 8.91 491 7.32 4.00 0.88 1.99 1.05 2.01
I kiR 841 5.09 7.08 3.32 0.95 1.96 114 1.62
ZEEARE ) 8.09 4.66 6.80 343 1.12 1.82 1.01 1.89
kT8 4 8.93 6.41 7.82 2.52 0.93 151 1.24 1.30
%}ij{%?}% 8.61 6.41 7.69 2.20 1.59 1.94 1.70 0.92
¥ Bl 8.23 5.95 7.20 2.27 1.09 1.38 1.12 1.05
Tﬁ i 7.91 5.75 7.02 2.16 1.56 1.70 1.61 0.81
# 7.82 4.66 6.44 3.16 1.10 1.66 0.96 1.78
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Table 4.1.3 Hardness of Object: Mean, standard deviation (SD), and range in Pretest 1

High Range

Mean Low Mean Point Mean Range Mean HighSD Low SD Point SD D

t Ay 6.20 3.39 4.65 2.80 1.80 1.69 159 135
= 1.88 0.23 0.88 1.65 0.98 0.33 054 0.85

F TR e

K 2.21 0.63 1.33 1.58 1.13 0.56 0.78 0.86
THR 2.77 0.79 1.65 1.98 1.53 0.62 093 116
Bt | 3.29 1.08 2.02 221 1.23 0.73 090 0.79
B ik 3.31 1.27 2.15 2.04 1.45 0.94 1.13 1.01
A& 5.02 1.98 3.25 3.04 1.67 1.09 1.23 1.50
i 3.63 0.90 2.08 2.73 1.84 0.71 120 1.38
Mg 3.90 0.85 2.00 3.04 1.55 0.79 0.81 1.62
A% 3.19 1.17 2.08 2.02 1.34 0.84 1.09 0.96

[ 1 3.37 1.39 2.22 1.98 1.10 0.92 0.99 0.75
Foe g B 4.75 2.33 3.63 242 151 1.23 1.44 1.19
P RAKAE | 4.56 2.38 3.38 2.19 1.48 1.18 1.29 110
¥HF 5.63 2.52 4.04 3.10 1.73 0.93 1.33 1.38

o N 6.50 2.00 4.08 4.50 1.67 1.34 1.36 1.93
B mpE g 5.56 3.54 4.56 2.02 1.82 1.57 1.70 0.80
b 48 6.58 4.73 5.63 1.85 1.26 151 1.38 0.81
BHE 6.76 4.85 5.87 1.91 1.28 1.61 1.32 0.90
L% 6.71 4.48 5.63 2.23 1.46 1.48 1.32 0.91
* 7.10 3.73 5.54 3.38 1.37 181 1.46 1.28

+ 7.60 4.46 6.31 3.15 1.40 1.55 141 1.49

Fe 7.52 4.58 6.27 2.94 151 1.62 1.38 1.54

S 7.85 4.42 6.13 3.44 1.46 1.87 1.52 1.87
1 7.02 4.35 5.79 2.67 1.39 1.65 1.48 1.03
%+ 7.67 5.06 6.42 2.60 1.04 1.68 1.32 121
L2853 7.73 5.96 6.96 1.77 1.20 1.48 1.30 1.09
[ 8.60 6.73 7.83 1.88 1.24 1.18 1.19 0.80
KRR AR 8.42 6.69 7.60 1.73 1.16 1.10 1.09 0.72
WS e 8.29 6.31 7.25 1.98 1.74 193 1.78 0.99
FRER 8.60 6.60 7.77 2.00 0.88 1.27 092 0.96
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Table 4.1.4 Expensiveness of Product Brand: Mean, standard deviation (SD), and range in Pretest 1

High Mean Low Mean Point Range Mean High SD Low SD Point SD Range

Mean SD

Hitachi p = 6.56 4.13 5.38 244 1.31 1.29 1.26 0.78
FEARD F &0 3.75 1.69 2.63 2.06 1.18 1.15 1.07 1.05
% 5 3.65 1.65 2.53 2.00 1.33 1.15 146 057
Maxwell 4.71 2.40 3.42 2.31 1.57 1.31 1.43 0.99
¥4 4.67 2.23 3.48 244 1.86 151 1.86 0.98
Subway 454 2.54 3.52 2.00 1.95 1.69 1.78 0.77
P 454 2.27 3.48 2.27 2.08 1.76 2.02 0.91
Dunkin’ Donuts 4.00 1.88 2.96 2.13 1.88 1.53 1.81 0.99
iTunes App 6.06 2.81 4.29 3.25 2.46 2.15 2.11 217
LS 5.98 3.81 5.00 2.17 221 1.90 209 0.90
Puma 5.85 3.25 4.48 2.60 1.44 1.34 1.47 0.77
BenQ o & 5.81 3.23 4.54 2.58 1.26 1.18 1.09 1.03
Converse 5.63 3.50 4.63 2.13 1.77 1.75 178 0.81
JanSport 5.58 3.38 4.58 2.21 1.64 1.30 1.55 0.62
Meiji 75 5.50 3.13 4.46 2.38 1.88 2.01 2.05 0.74
Lego # 3 f# » 5.44 2.90 4.23 2.54 1.76 1.48 1.57 1.00
R 3.92 1.88 2.75 2.04 1.16 1.14 1.21 0.64
SONY 6.90 4.35 5.85 2.54 1.06 131 1.14 1.24
Honda 6.73 4.54 5.55 2.19 1.52 1.67 151 0.83
Nike 6.67 4.02 5.40 2.65 1.54 1.65 151 1.29
Acer 6.58 4.19 5.38 2.40 1.08 1.27 1.29 0.78
IKEA 6.33 3.77 5.15 2.56 1.49 1.39 1.43 0.76
Dell 6.15 3.59 4.89 2.57 1.32 121 1.21 0.99
HTC 7.15 4.96 6.17 2.19 1.62 1.74 1.61 1.28

CK 7.08 4.83 6.17 2.25 1.80 1.95 1.79 1.52
Canon #p % 7.46 4.44 6.15 3.02 142 1.95 1.36 197
Casio 6.56 5.42 5.08 1.15 1.54 8.02 1.48 7.37
Nokia 6.44 3.38 5.17 3.06 1.72 2.02 1.80 1.33
Uniglo 6.17 3.35 4.94 2.81 1.70 1.77 1.75 1.29
Edwin 6.08 3.85 4.96 2.23 181 1.73 1.74 1.23
Apple 7.71 5.48 6.77 2.23 1.74 1.75 1.72 1.05
Rolex 8.98 6.73 8.00 2.25 1.07 1.53 1.44 0.81
Chanel % % %2 8.94 6.83 8.06 2.10 1.15 1.46 140 081
Lv 8.60 6.81 7.77 1.79 1.52 1.73 1.55 0.81
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BMW
Tiffany
Prada
Armani

Burberry

8.77
8.63
8.50
8.42
8.04

6.69
6.40
6.17
6.17
5.88

7.84
7.58
7.75
7.56
7.10

2.08
2.23
2.33
2.25
2.17

0.90
1.16
1.00
1.16
1.44

1.05
1.55
1.39
1.64
1.46

0.89
1.33
1.07
1.28
1.37

0.79
0.88
0.97
0.93
0.79
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Table 4.1.5 Price of Product Brand: Mean, standard deviation (SD), and range in Pretest 1

High Low . ) . Range
Mean Mean Point Mean Range Mean High SD Low SD Point SD D
S 6.35 3.76 4.93 2.59 1.23  1.00 0.96 1.09
B 2 2.15 0.52 1.22 1.63 1.37 049 0.99 1.09
R N 2.87 0.74 1.74 2.13 1.86  0.60 1.08 1.77
T flpk 2.87 0.78 1.80 2.09 1.23 050 0.85 1.06
R 3.00 0.91 2.00 2.09 1.93 075 1.31 1.40
TR 3.00 0.85 1.74 2.15 1.78 087 1.06 1.43
E N 3.02 1.11 1.96 1.91 1.74  1.20 1.34 1.17
R 5.57 2.87 4.04 2.70 202 156 1.38 1.64
whe et 5.65 2.28 4.02 3.37 239 140 2.12 1.74
k% 5.22 1.46 2.98 3.76 232 116 1.48 2.03
Akt 5.17 1.37 3.25 3.80 224 134 1.67 1.90
£ 6.59 2.00 4.20 4.59 224 124 1.60 2.02
7984 6.04 0.96 3.39 5.09 1.89  0.60 1.68 1.89
AHELFME | 676 3.74 5.30 3.02 1.73 151 1.44 1.33
DVD #% % 6.48 3.59 4.78 2.89 140 156 1.37 1.53
Thig 6.43 3.26 4.87 3.17 1.84  1.40 1.45 1.37
ik a5 6.83 3.76 5.26 3.07 1.70 152 1.74 1.20

SARTE P B R

e 7.52 433 6.11 3.20 1.50  1.64 1.48 1.40
NE R 5.30 3.17 4.24 2.13 1.45 1.12 1.25 0.94
Bje B 7.72 452 5.96 3.20 1.27  1.20 1.16 1.50
PURAER 7.70 5.54 6.74 2.15 141 143 1.11 1.65
4 & 8.96 6.26 7.70 2.70 1.27 197 1.55 1.51
R 8.04 5.11 6.57 2.93 1.12 1.36 1.24 1.09
Moty ®y | 8.39 5.11 6.74 3.28 1.23 152 1.30 1.50
#WE 8.39 4.61 6.54 3.78 1.22 202 1.53 1.88
HeT 45 5 9.15 6.80 8.13 2.35 151 226 1.95 1.50
b 9.09 5.30 7.00 3.78 097 181 1.35 1.69
e LiTLMme | 8.83 6.83 8.02 2.00 119 165 1.30 1.13
ko 8.50 5.59 7.04 2.91 117 159 1.19 1.40

62




Table 4.1.6 Luxury of Product Brand: Mean, standard deviation (SD), and range in Pretest 1

High Low Point Range ) Low Point Range
Mean Mean Mean Mean High SD SD SD SD
Dell §* § 6.15 4.09 5.13 2.07 1.78 1.56 1.63 1.06
P 3.37 1.20 2.22 2.17 1.54 0.93 1.17 1.13
FEAGD 7 & | 3.76 1.67 2.78 2.09 1.59 0.95 1.22 1.30
(S 3.80 1.78 2.67 2.02 1.59 1.19 1.24 0.95
FERTS 3.85 1.96 2.80 1.89 1.47 1.18 1.31 0.88
Dunkin’ Donuts | 3.87 2.13 3.07 1.74 1.77 1.38 1.59 0.86
e 4.48 2.37 3.35 2.11 1.82 1.16 1.47 1.16
Subway 4.15 1.87 2.98 2.28 1.89 1.25 1.69 1.02
Puma 5.72 3.61 4.76 2.11 1.57 1.36 1.42 0.94
BenQ (F" £) 5.61 3.30 4.48 2.30 1.85 1.81 1.79 0.99
Converse 5.35 3.28 4.35 2.07 1.60 1.46 1.58 0.88
JanSport 5.37 3.43 4.43 1.93 1.39 1.11 1.26 0.80
S 5.00 2.98 4.07 2.02 1.85 1.49 1.75 1.04
Nokia 5.39 3.15 4.22 2.24 1.71 1.45 1.62 1.16
Meiji 7 ;5 541 3.37 4.39 2.04 1.81 1.25 1.60 1.16
Maxwell # #7=
5 4.28 2.50 341 1.78 1.96 1.71 1.74 0.84
Acer 5.76 3.48 4.67 2.28 1.65 151 1.63 0.86
HTC 6.80 4.63 5.74 2.17 151 1.69 1.79 0.78
Hitachi p = 6.02 3.85 4.96 2.17 1.27 1.09 1.19 1.03
iTunes App 6.17 3.72 4.80 2.46 1.76 191 1.85 1.69
Starbucks 6.48 4.39 5.50 2.09 1.92 1.65 1.81 1.06
Edwin 6.17 4.11 5.17 2.07 1.79 1.46 1.58 0.88
Uniglo 5.93 3.54 4.80 2.39 1.96 1.79 1.89 1.18
Nike 6.46 4.11 5.35 2.35 1.85 1.52 1.67 1.05
Canon #p 1% 7.39 4.63 6.09 2.76 1.42 1.48 1.47 151
Sony 7.07 4.11 5.78 2.96 1.34 1.30 1.15 1.36
IKEA ¥ R RE 6.50 3.91 5.17 2.59 1.57 1.25 1.46 1.21
Honda 6.02 3.67 491 2.35 1.81 1.70 1.92 0.85
Casio + & % 6.41 4.00 5.41 241 1.64 1.58 1.68 0.98
Calvin Klein 7.63 5.24 6.57 2.39 1.49 1.69 1.55 1.08
Burberry 8.57 6.50 7.63 2.07 0.88 1.36 1.02 0.90
Apple 8.11 5.74 7.15 2.37 1.22 1.28 1.23 0.86
Chanel 3 z @2 9.35 7.41 8.46 1.93 0.66 1.19 0.74 1.08
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Armani
Rolex % 4 4
Prada
BMW
Lv
Tiffany

9.09
9.00
9.17
9.26
9.02
8.85

7.09
6.83
7.09
7.20
6.96
6.76

8.24
8.02
8.26
8.50
8.15
8.02

2.00
2.17
2.09
2.07
2.07
2.09

1.06
1.15
0.81
0.89
0.92
1.12

1.40
1.63
1.17
1.44
151
1.68

1.06
1.42
0.90
0.97
1.16
1.28

0.88
0.92
1.01
1.33
0.90
1.20
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Table 4.2.1 Caloric Content of Food: Mean, standard deviation (SD), and range in Pretest 2

High Mean Low Mean Point Mean Range Mean High Low SD Point Range
SD SD
1| 3.23 5.82 4.36 2.59 149  1.62 151 1.05
BEF 0.66 2.59 1.34 1.93 0.82 1.49 113  0.95
BT 0.41 2.14 1.09 1.73 0.55 1.13 0.78 0.84
W% 0.98 3.27 2.07 2.30 092 159 1.29 121
BT 0.73 2.93 1.73 2.20 077 151 1.03 120
EREER 1.52 3.80 2.50 2.27 1.14 1.32 1.25 0.88
2 i 1.80 4.20 2.86 2.41 1.75  2.46 2.04 1.39
K F 2.14 4.20 3.07 2.07 142 171 147 1.04
ST 2.66 5.09 3.84 2.43 1.54  1.98 1.62 127
L 1.55 5.20 3.32 3.66 1.90  2.06 1.89 167
KE 1.52 5.30 3.34 3.77 146 227 1.56  2.07
BERT 1.82 477 3.25 2.95 1.09 1.56 1.22  1.38
& AT 4.61 7.50 6.16 2.89 1.65  1.75 1.71  1.39
Yy} 4.84 7.30 6.16 2.45 176 1.66 1.83 1.16
Te4E 5.80 8.09 7.05 2.30 1.86  1.63 1.65 0.92
) 5.93 8.27 7.32 2.34 1.26  1.18 1.16  1.06
135 6.45 8.70 7.73 2.25 1.75  1.49 143 153
ORI 5.30 8.02 6.75 2.73 1.70  1.83 1.70 122
FER 5.02 7.82 6.50 2.77 1.06 1.22 1.06 1.05
TGELB 5.02 8.50 7.25 3.48 2.24 1.57 1.66  2.03
X 5.91 8.41 7.45 2.50 1.99 131 141 2.03
% 4.68 8.39 6.82 3.70 207 156 142 237
/3 h 4.93 8.30 7.05 3.36 219 157 1.58  2.09
AIRE 4.86 8.14 6.45 3.27 1.44 1.31 1.10 1.63
F45m 7.55 9.34 8.57 1.80 1.08  0.76 0.95 0.90
YERE 7.55 9.52 8.82 1.98 1.26  0.59 0.85 1.03
SHEE R 7.48 9.25 8.61 1.77 114 0.86 091 0.75
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Table 4.2.2 Sweetness of Food: Mean, standard deviation (SD), and range in Pretest 2

High Range

Mean Low Mean Point Mean Range Mean High SD Low SD Point SD D

HKEEHE 5.93 3.65 4.75 2.28 1.70 1.17 145 141
NEM 3.68 1.23 2.35 2.45 1.99 1.21 1.65 1.28
HR 3.65 1.00 2.28 2.65 2.27 1.14 1.86 151
#EE 3.55 1.48 2.38 2.08 1.85 1.03 143 127
o= 2 (F 3.10 1.05 1.93 2.05 1.99 1.31 1.76  1.16
SR 3.38 1.28 2.18 2.10 2.08 1.07 158  1.32
=k 2.85 1.00 1.80 1.85 1.61 1.16 1.30  1.03
®yx 2.15 0.50 1.05 1.65 1.33 0.92 1.09  0.96
BBk 1.40 0.20 0.63 1.20 0.79 0.50 056  0.59
O&%E 5.70 2.35 4.08 3.35 1.89 1.92 1.92 161
DR 5.68 2.63 4.38 3.05 2.31 1.89 1.94 165
1 F 5.55 2.50 4.33 3.05 1.95 1.42 163 178
(=X ] 5.47 2.20 4.08 3.39 2.29 1.37 1.94  1.69
B 5.43 2.60 3.83 2.83 2.07 1.34 1.76 176
AR A 5.40 2.90 4.08 2.50 2.43 2.27 248 097
H2 ] 3.93 1.38 2.45 2.55 2.52 1.26 1.77  1.80
=EL] 3.90 1.48 2.68 2.43 1.81 1.14 1.20  1.66
- 7.68 5.00 6.53 2.68 1.58 1.75 154 1.26
BB 7.53 4.23 6.08 3.30 1.03 1.41 1.24 165
1k 6.83 3.80 5.38 3.03 1.67 1.44 149 137
BEEHE 6.80 3.98 5.53 2.83 1.53 1.84 1.74  1.20
T 6.68 3.23 5.03 3.45 1.91 1.67 1.67 153
AR 6.45 3.38 5.03 3.08 1.15 1.11 112 1.28
KRER 6.08 3.10 4.70 2.98 1.36 1.26 1.25 170
B’ 6.25 2.75 4.63 3.50 1.32 1.38 131 172
EERHt 5.95 3.23 4.63 2.73 1.43 1.51 1.24 137
¢ 8.88 4.85 7.13 4.03 1.05 2.16 149  1.82

P/ 9397 8.65 4.75 7.05 3.90 1.13 2.29 156  2.13
B EH 2 7.88 4.88 6.53 3.00 1.26 1.78 141 143
pIES 8.18 5.33 6.98 2.85 1.42 1.56 1.28  1.48
3 8.75 6.08 7.61 2.68 1.22 1.60 151  1.00
=% - 3::33: 00 8.63 5.98 7.63 2.65 1.27 1.71 158  1.00
wmT 7.85 5.13 6.65 2.73 1.14 1.61 1.23 153
£33 7.83 4.00 6.20 3.83 1.24 1.82 144 187

66




B
¥R
BREL
TKHE
wHE

9.08
8.93
8.48
8.33
7.95

6.78
6.75
6.30
6.05
5.98

8.15
7.93
7.55
7.28
7.10

2.30
2.18
2.18
2.28
1.98

1.09
1.13
1.85
1.62
1.65

1.38
131
2.02
1.81
1.75

1.27
1.39
2.19
1.71
1.74

1.32
1.07
0.92
1.07
1.04
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Table 4.2.3 Hardness of Object: Mean, standard deviation (SD), and range in Pretest 2

High Mean Low Mean Point Mean Range Mean HighSD Low SD Point SD R:;ge

BERE 8.45 7.12 7.90 1.33 0.96 1.08 1.01  0.62
BBR 1.98 0.67 1.19 1.31 0.95 0.71 0.89 0.56
B 2.76 1.12 1.90 1.64 1.36 0.89 098 0.74
KEEER 4.69 1.57 2.79 3.12 1.63 1.03 1.09 152
BE7 5.57 2.55 3.81 3.02 2.01 1.44 147  1.69
GHBE 4.62 2.90 3.71 1.71 1.88 1.61 1.75  1.20
¥ B AR 4.76 2.90 3.86 1.86 1.48 1.09 1.25 1.21
ZHhEE M 3.31 1.76 2.52 1.55 1.91 1.51 1.83  0.79
ExRmiEE 3.21 1.12 2.07 2.10 1.79 0.91 1.33 145
EE 3.17 1.14 2.07 2.02 1.46 1.00 1.14 113
sTER 6.40 5.00 5.57 1.40 1.91 2.01 1.87 0.66
EDSfE 6.43 3.64 5.21 2.79 1.85 1.24 1.27 1.85
WES 6.69 2.52 4.50 4.17 1.60 1.65 150 255
Fg 7.64 5.24 6.71 2.40 1.61 1.84 143  1.68
a7 7.29 5.10 6.21 2.19 1.25 1.38 1.25 1.08
Hh4E 7.60 5.45 6.64 2.14 1.22 1.14 1.23  0.79
B 7.52 5.40 6.62 2.12 1.16 1.41 113 1.23
gse 7.40 4.29 6.00 3.12 1.18 2.01 113 2.05
25 Emie 8.43 7.21 7.88 1.21 1.26 1.49 1.31 051
oAk 8.60 7.23 8.00 1.31 0.75 1.08 097 0.64
¥heE 8.71 7.43 8.17 1.29 1.01 1.15 1.04 056
R 8.76 7.57 8.14 1.19 0.98 1.14 1.10  0.49
A 9.98 9.02 9.71 0.95 0.11 0.75 034 0.76

Bh S RIS 9.11 7.79 8.60 1.31 0.88 1.31 1.17  0.87
HEE 9.31 7.95 8.79 1.36 0.73 0.96 0.78 0.45
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Table 4.2.4 Expensiveness of Product Brand: Mean, standard deviation (SD), and range in Pretest 2

High Mean Low Mean Point Mean Range Mean High SD Low SD Point SD R:;ge
Hitachi B 3L 6.48 413 5.35 2.35 1.48 1.28 1.32  1.03
BrEE 2.93 1.10 1.93 1.83 1.42 0.74 113 1.07
10 TEJE 2.38 0.43 1.23 1.95 1.65 0.47 092 161
10 THg 2.03 0.55 1.08 1.48 1.15 0.54 077  0.92

BRXTHRAKRE
o 4.38 2.18 3.08 2.20 2.28 1.44 1.88 131

=

REEEEMME 3.95 1.68 2.63 2.28 1.74 0.77 1.24  1.33
50 TEE 3.93 1.95 2.75 1.98 1.97 1.22 1.50  1.08
KAl 3.80 1.50 2.45 2.30 1.95 1.65 161 129
NFEE 3.63 2.05 2.78 1.58 2.10 1.55 1.87  0.95
BenQ (FAE) 6.18 3.40 4.70 2.78 1.67 0.98 111 1.39
Godiva T552 11 6.03 3.63 5.00 2.40 1.77 1.43 1.68  1.03
Puma 5.85 3.60 4.73 2.25 1.83 1.48 1.63  1.21
iTunes App 5.58 3.18 4.18 2.40 2.09 191 1.94 1.10
Lego $/5 5.50 2.95 4.18 2.55 2.27 1.34 1.91 127
Meiji BH3& 5.37 3.34 421 1.93 1.81 1.61 1.60 136
g 5.30 2.85 4.05 2.45 2.20 1.09 1.72 161
Canon ¥ # 7.40 4.18 5.90 3.23 1.64 1.45 1.34 177

Hankyu #—BR2 8B
7.33 4.15 5.88 3.18 1.90 1.60 1.61 164

&

EBR 6.28 4.23 5.48 2.05 2.11 1.65 1.98  0.99
Acer 6.23 3.75 4.90 2.48 1.53 1.01 1.05  1.31
AF¥ SOGO BEE 7.78 433 6.10 3.45 1.66 1.53 1.32 195
Bellavita BEE A F 7.69 4.94 6.44 2.48 1.41 1.55 1.39  1.49
Blackberry B&# 6.83 4.70 5.78 2.13 1.60 1.46 153  0.86
BRA 8.48 6.28 7.58 2.20 1.20 1.28 1.08 1.26
LV 8.30 6.10 7.35 2.20 1.81 1.63 1.66  1.09
Tiffany 8.18 5.95 7.03 2.23 1.57 1.83 1.64  1.08
mERE 8.05 5.95 7.03 2.10 1.12 1.20 1.09  0.77
Burberry 7.92 5.68 6.95 2.13 1.64 1.82 1.72 1.12
Rolex 8.16 6.29 7.24 1.78 1.54 1.48 1.36  0.95
ERAERE 7.53 5.60 6.50 1.93 1.24 1.22 1.18 0.85
N EREE 7.47 5.08 6.31 2.15 1.41 1.44 146  1.26
Apple 7.28 5.03 6.23 2.25 1.80 1.59 1.63 125
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Ferrari SEHLF| 9.43 7.38 8.65 2.05 0.86 1.02 0.84 0.89
Porsche fREFHE 9.33 7.55 8.58 1.78 0.98 1.07 099 0.82
BMW 8.65 6.65 7.78 2.00 1.41 1.53 1.37  1.09
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Table 4.2.5 Price of Product Brand: Mean, standard deviation (SD), and range in Pretest 2

High Mean Low Mean Point Mean Range Mean High SD Low SD Point. - Range

SD SD

SIE 2 5.36 3.21 4.26 2.14 1.64 122 128 133
O&¥E 2.02 0.67 1.14 1.36 1.07 046 062 0.73
MR TFE 2.00 0.60 1.31 1.40 0.89 052 073 0.74
B f2 1.76 0.50 1.10 1.26 1.19 042 089 1.03

{E FlIBL 2.05 0.86 1.36 1.19 1.32 096 118 062
R 2.52 1.05 1.69 1.48 1.27 079 111 078
gk 2.33 0.98 1.57 1.36 1.10 049 076 0.84
uhn 455 1.74 3.00 2.81 2.01 0.87 121 1.83
KR 4.21 1.19 2.40 3.02 2.42 099 148 215
/3N 4.64 1.31 2.90 3.33 2.31 081  1.60 247
TR 4.00 1.17 2.69 2.83 2.29 0.87 169 237

= 5.26 1.62 3.26 3.64 2.32 0.79 121 242
EfE 6.50 3.60 4.93 2.90 1.69 115 112 191
RE 8.79 5.38 7.26 3.40 1.07 1.76 078 231
B4\ e 7.74 4,55 6.19 3.19 1.43 1.25  1.07 1.89
EHAER 7.14 421 5.74 2.93 1.85 156 135 1.93
= 7.21 4.07 5.67 3.14 1.58 139 132 1.83
KM= 7.64 5.38 6.64 2.26 1.29 136 1.20 131
hHEEE 9.12 6.67 8.12 2.45 0.77 1.81 092 145
Bt B2 Ik 9.31 6.69 8.14 2.62 1.08 209 136 208
FAA TR 9.69 8.14 9.02 1.55 0.43 1.05 091 0.85
REFA BEAE 9.14 7.31 8.40 1.83 0.87 116 078 1.03
E ] 9.71 7.60 8.88 2.12 0.44 155 079 152
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Table 4.2.6 Luxury of Product Brand: Mean, standard deviation (SD), and range in Pretest 2

High Mean Low Mean Point Mean Range Mean High SD Low SD Point SD R:;ge
RYBEEERM| 376 1.67 2.78 2.09 1.59 0.95 1.22 130
Meiji BA’& 5.41 3.37 4.39 2.04 1.81 1.25 1.60 116
#EEKR 5.00 2.98 4.07 2.02 1.85 1.49 1.75  1.04
Converse 5.35 3.28 4.35 2.07 1.60 1.46 1.58  0.88
BE 4.48 2.37 3.35 2.11 1.82 1.16 147 116
Hitachi B 3I 6.02 3.85 4.96 2.17 1.27 1.09 119  1.03
Calvin Klein 7.63 5.24 6.57 2.39 1.49 1.69 155  1.08
Sony 7.07 411 5.78 2.96 1.34 1.30 115 1.36
Canon A 7.39 4.63 6.09 2.76 1.42 1.48 147 151
Apple 7.28 5.03 6.23 2.25 1.80 1.59 1.63  1.25
mERE 7.93 5.52 6.75 2.41 1.51 1.69 153  1.06
Armani 9.09 7.09 8.24 2.00 1.06 1.40 1.06  0.88
Rolex 8 h+ 9.00 6.83 8.02 2.17 1.15 1.63 142 0.92
Prada 9.17 7.09 8.26 2.09 0.81 1.17 090 1.01
BMW 9.26 7.20 8.50 2.07 0.89 1.44 097  1.33

LV 9.02 6.96 8.15 2.07 0.92 1.51 116  0.90
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