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ABSTRACT

Many theories and models have been developed to focus on the role and influence of
contextual effects. The Dimensional Range Overlap Model (Chien et al., 2010) went further
to suggest that it was the dimensional overlap in the range of values that contextual and target
stimuli might take that determines the effect of assimilation or contrast between them. We
employed the use of two primes in this study to examine contextual effects of consumer
judgment in the case of more than one prime, maintaining the crux of the DROM model,
where the existence of an overlap or non-overlap, would determine assimilation or contrast
effect movements of perceived consumer judgment respectively. We also incorporated
Hsiao’s Reciprocity Hypothesis (2002), where an overlap or lack thereof between two primes
would result in a mutual effect and cause both primes to simultaneously shift towards or
away from each other respectively. In Stage 1 of our four experiments, we manipulated a
non-overlap between two primes, as well as overlaps of different ranges between a negative
and positive prime with the target separately, before finally presenting both primes and the
target together in the final experiment. Stage 2 of the experiments measured for the respective
contextual effects between the prime(s) and/or with the target. Only the second experiment
was confirmed; where the negative prime and target showed significant, simultaneously
assimilated shifts. While the results did not support the other hypotheses we proposed, we did
note that the overall shift tendencies were according to our general assumptions, though

unfortunately, they could not be proven statistically.

Keywords: Priming Effects, Assimilation Effect, Contrast Effect, Product Judgment,

Dimensional Range Overlap Model, Reciprocity Hypothesis, Multiple Primes.
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CHAPTER 1 MOTIVATION AND STUDY PURPOSE

Consumers encounter a wide array of products in their daily lives, where a large
amount of evaluations and judgments would be made. These product evaluations may come
from product advertisements (Yi, 1990) or endorsers (Petty, Cacioppo, and Shumann, 1983),
attempting to influence consumers’ judgments by way of irrelevant biases. Much as
consumers believe their judgments are rational and impartial, most of their decisions are in
fact, influenced by the many contexts they come in contact with. This process of priming
occurs constantly and results in an influenced decision, with or with the consumer’s
awareness; the presence of consciousness simply determines the type of priming effect to be

obtained (Tulving, 1985; Lombardi, Higgins and Bargh, 1987).

The priming paradigm (Higgins, Rholes, and Jones, 1977; Srull and Wyer, 1979)
proposes that unobtrusive exposure to exemplars of a cognitive category makes certain
information in that category more accessible, resulting in two judgemental effects, namely,
the assimilation and contrast effect, and consequently influences the consumer’s purchasing
behaviour. Where contrast occurs when the context sets up a relatively extreme standard of
comparison with the target (Herr, 1986), assimilation arises when the context activates
concepts (information and concept matches each other; Martin, 1986) that are used to
interpret the qualities of the target (Yi, 1993). Aside from category accessibility, extensive
research has also since been done to explain the determinants of such assimilation or contrast
effect on consumers’ choice evaluations. Prior knowledge (Herr, 1989), consumer expertise
(Herr, 1989) and information presentation of visual versus verbal (Meyers-Levy, 1989) are

other examples of determinants of judgement effects.

The Dimensional Range Overlap Model (DROM) by Chien, Wegener, Hsiao and

Petty (2010) provided a different perspective on the occurrences of assimilation and contrasts



effects. It suggests that the direction of priming effect, whether to assimilate or contrast,
would be determined fundamentally by the contexts and targets, though not entirely per se.
The DROM proposes that “many qualities of contexts and targets that influence context
effects do so because, at their core, they represent the ‘dimensional range overlap’ that they
create between the context and the target”, and therefore whether there is substantial overlap
between the context and target ranges, as well as the distance between both context and
target’s representative values, would determine whether an assimilation or contrast effect
would arise. The model shows that when there is substantial overlap between the context and
target ranges, assimilation occurs, while a lack of overlap would produce contrast effects, no
matter which type of context or target is used, regardless of specific variables such as context

extremity (Herr, Sherman, and Fazio, 1983) and target ambiguity (Herr et al., 1983).

While all prior studies focus on how single context affect people’s target judgment,
devotion to studies on the effects of multiple contexts on target evaluation have been minimal.
We, however, consider that consumers realistically receive information on multiple
competing products most of the time, and thus regard the study on effects of multiple

contexts one worth investigating.

The current research will develop and build upon the theory foundation of the
Dimensional Range Overlap Model (Chien et al., 2010). Where the model assumes and uses
only one prime, this research shall realistically utilise more than one prime, one positive and
one negative of the target, to create an overlap or non-overlap, and in turn highlight the effect
of the combined primes in relation to the target range. In accordance with the Dimensional
Range Overlap Model, the essence of the model shall lie in the presence or absence of
overlap between the interpretation range of the target and primes, regardless of the type of

target and primes used.



We will also examine the simultaneous shift of the prime perception in accordance to
the shift in the target perception (Hsiao, 2002), in a multiple contexts setting. As proposed by
the Reciprocity Hypothesis in Hsiao’s (2002) study, the judgment of the target is affected by
a prior prime the same time the judgment of the primes are expected to be affected by the
target stimulus, thereby resulting in simultaneous shifts. The present research shall also place
attention on the mutual effects of the primes, broadening the scope of the Dimensional Range

Overlap Model.

Last but not least, we will be introducing a new way of carrying out our study,
conducted by way of a pretest and one main experiment. While the pretest will be in the form
of short written questionnaires, more intrinsically-designed questions for the main study with
four different experimental conditions detailed hereinafter would be written on a Visual Basic
Application (VBA) programme to be done on computers, for ease of conducting and accuracy
of conditions to be manipulated. The main experiment for all four experimental conditions
shall consist of Stage 1 pre-context effects situation and Stage 2 post-context effect
comparisons. Results collected would be on separate Excel sheets, to be analysed and

presented in later sections.



CHAPTER 2 LITERATURE REVIEW

An Introduction to Contextual Priming Effect

The term “priming” was first invented by Segal and Cofer (1960) to refer to the effect
of using a particular concept in one task on the probability that the same context would be
used in a subsequent, unrelated context. It essentially refers to the processing of information
with awareness or intent.

The priming methodology was, however, acquainted to experimental social
psychology by Higgins, Rholes, and Jones (1977), in a set of studies that involved priming
personality concepts and tracking effects on subsequent impression formation, and in which
also remains representative of the basic priming paradigm used today.

Oblivious to the priming effects they have been exposed to, consumers hardly make
impartial and unbiased judgments in their daily product evaluations and purchases. When
primed, accessibility of some category or construct is increased in the consumer’s memory
(Sherman, Mackie, and Driscoll, 1990), consequently causing him to utilise this relationship
in his product judgment. The priming effect typically portrays unintended influence of recent
or recurrent experiences on subsequent thoughts, feelings, and behaviour (Bargh and
Chartrand, 2000). Therefore, when a related attribute is primed by the category context, a
positive or negative relationship associated with this attribute is activated in the consumer’s

mind, and this relationship may be utilised in his consideration of the product.

Assimilation Effect versus Contrast Effect

There are two types of contextual effects — assimilation and contrast effect.
Assimilation effects are demonstrated when the introduction of an anchor (the primed
category) leads to the displacement of the judgment of objects toward the anchor (Helson,

1964; Sherif & Hovland, 1961). On the other hand, contrast effect is noted to be the judgment



of a given target stimulus that is inversely related to the values of the context stimuli that
accompany it. For example, in a study conducted by Sherman et al. (1978), participants were
reported to judge recycling to be much less important in the context of the more important
issues than in the context of trivial issues. Simply, contrast effect refers to a target judgment
shift away from the context, as opposed to a target judgment shift toward the context, in the

case of an assimilation effect.

Empirical Theories of Assimilation and Contrast Effect

Past theories and models on priming effects have been developed extensively to show
that judgments are sensitive to the context in which they are made (Herr, 1989; Meyers-Levy,
1989). Of which, demonstrations attempting to define underlying conditions for assimilation
and contrast effects have also been aplenty. In one such experiment done by Herr (1989),
prior knowledge of the participant was found to be a condition affecting both categorisation
and judgments effects. His first experiment found that assimilation occurs only in the
condition where the primed category is moderate (price of real cars) and the target to be
judged is ambiguous (hypothetical cars). All other conditions were found to produce contrast
effects. Herr then conducted a second experiment using both real and hypothetical cars as
target stimuli, to examine the impact of pre-existing knowledge differences on priming
effects. Results showed that priming effects are present only when participants have high
knowledge; participants with lack of knowledge would not be affected by priming effects,
thus strongly indicating that priming effects are in fact a function of the level of pre-existing

knowledge held by the individual (Herr, 1989).

In a similar study, Higgins et al. (1977) found that ambiguous stimuli are more likely
to be captured by the primed category. Participants in the study were asked to do a seemingly

unrelated experiment after being discreetly primed to either positive or negative trait



adjectives that can equally describe an ambiguous target person’s behaviour. It was revealed
that participants who had been exposed to the positive traits had a significantly more
favourable impression of the target person than other participants who had been exposed to

the negative traits.

Herr, Sherman and Fazio (1983) also suggested that the ambiguity of the target as
well as extremity of the primed category would dictate which direction priming would take
place. The study first primed participants with well-known animals of ambiguous ferocity,
before asking them to evaluate animals known to be moderately ferocious, including two
fictitious animals invented to serve as ambiguous stimuli (“jabo” and “lemphor”). Contrast
effect was evident in the extreme and ambiguous category (e.g. “extremely high” or
“extremely low”’), while assimilation effect was shown in judgments where moderate

categories are primed and ambiguous stimuli are judged.

In another example, Meyers-Levy and Sternthal (1993) attempted a two-factor theory
to explain the effects of assimilation and contrast. The theory successfully proved that when
substantial cognitive resources are devoted to message processing and that the categories of
the context has a slight overlap with the target, contrast would occur, while the absence of

either one of these factors would prompt assimilation.



The Dimensional Range Overlap Model

While previous theories and models for judgment targets, like the social judgment
theory (Sherif and Hovland, 1961) which described latitudes of acceptance and rejection,
have suggested a possible range and overlap in contextual priming effects, the Dimensional
Range Overlap Model (DROM) is the first context effect model that directly addresses the

concept of a possible dimensional range and overlap (Chien et al., 2010).

The Dimensional Range Overlap Model suggests that contextual effects, whether
assimilation or contrast, is determined by the “perceptions of amount of overlap between the
target range and context range”, thereby giving a measurable range to both the context and
target, and going on to establish context effects by way of a presence, or lack of, of overlap
between plausible values of both the context and target. Plausible value is defined as the

range of possible interpretations for a context or target.

According to the model tested over three experiments, the three factors that determine
the amount of substantial overlap are: the width of the context range, the width of the target,
as well as the distance between the context and the target. Where there is a substantial
overlap between the context and the target, assimilation is expected to occur, while contrast is

expected in the absence of the said substantial overlap.

In Experiment 1 where an advertisement for a new car was used, the target range was
manipulated to be sufficiently wide enough to overlap with the context range, or sufficiently
narrow so as not to overlap with the context range, ceteris paribus. The results showed that
where a substantial overlap was present between the ranges, assimilation was produced, and

an absence of an overlap would create contrast, supporting the hypothesis.

In the subsequent Experiment 2 testing the same two hypotheses as Experiment 1, the

relative distance between the representative values were in turn varied, holding the ranges of



both the context and target constant. Participants were first asked to note adjectives that they
associated with products of a certain prestige range, followed by rating a moderately
prestigious brand of car, the Honda Civic. Finally, they were asked to report the prestige
range of a product described by each of the adjectives that they had listed in the first part.
Again, the results showed consistency as before, further validating the hypotheses that
assimilation would arise as expected when an overlap is developed, and where a non-overlap

was created due to a distance between ranges, contrast would follow.

In the final Experiment 3 similar to that of Experiment 2, effects of range overlap
created by a manipulation in the width of the context range, everything other variable
constant, were examined. Positive results were produced, showing that an overlap created by
a wide enough context range would warrant assimilation, while a non-overlap caused by a
narrow enough context would generate contrast. The Dimensional Range Overlap Model was

once again supported.

In essence, the core of the Dimensional Range Overlap Model lies in whether the
context and target range overlaps substantially by way of the three variables abovementioned,
to produce either assimilation or contrast effect. The model was substantiated steadily over
three experiments, indicating that contextual effects are in fact dependent on the

“dimensional range overlap”.

lustrated in Figure 2.1 is a presentation of assimilation effect produced, as proposed

in the Dimensional Range Overlap Model.



—>
| |

Low Moderate High

Figure 2.1 Assimilation Effect: (1) Narrow context range; (2) wide target range; (3) narrow

relative distance between both context and target’s representative values.

Similarly, the Dimensional Range Overlap Model justified that contrast effect will be

produced in the following situation depicted in Figure 2.2.

c

Low Moderate High

—} : Direction of movement
Figure 2.2 Contrast Effect: (1) Narrow context range; (2) wide relative distance between both

context and target’s representative values; (3) narrow target range.
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Reciprocity Hypothesis

As opposed to the many priming studies focusing primarily on shifts in perception of
target before, Hsiao (2002) proposed a reciprocal shift in the contextual stimuli, either in a
direction towards or away from the target, in addition to a shift in the target towards or away
from the contextual stimuli in assimilation and contrast situations respectively. Simply, it
means to say when a context prompts assimilation, the perception of the target may shift
towards the context, but the perception of the contextual stimulus itself will also move

towards the target (Figure 2.3). The same applies for contrast effects, as depicted in Figure
(@
T
| . |

Low Moderate High

24.

—> : Direction of movement
Figure 2.3 Assimilation Effect: The perception of the context shift toward the target will

occur simultaneously with the perception of the target shift toward the contextual stimulus.

< >
c

Low Moderate High

—} : Direction of movement

Figure 2.4 Contrast Effect: The perception of the context shift away from the target will
occur simultaneously with the perception of the target shift away from the contextual

stimulus.
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Three groups of participants were involved in Study 1 of the Hsiao’s (2002)
experiment to test for contrast effect (illustrated in Figure 2.4 above). The first group was told
to evaluate only the target (low-humour stimulus, Schindler’s List), while another was
instructed to evaluate only the contextual stimulus (high-humour stimulus, The Simpsons).
The final group was tasked to evaluate both — first the contextual stimulus, then the target.
The results showed that the perceptions of the target and contextual stimulus shifted away

from each other simultaneously, thus supporting the Reciprocity Hypothesis.

In an identical Study 2 tested for assimilation effect held subsequently, both the
context and target stimuli were selected to be moderately humorous, Jurassic Park and Lion
King respectively. Similarly, one group of participants was tasked to evaluate only the target
stimulus, another group to evaluate only the contextual stimulus, and a third group to evaluate
both — first the context, then the target. The results showed that the perceptions of the target
and contextual stimuli shifted toward each other simultaneously this time, supporting the

Reciprocity Hypothesis again.

The Reciprocity Hypothesis clearly demonstrated the concept of a simultaneous shift
in the contextual stimuli as the target stimuli over two experiments, proving that judgments of
context would indeed be affected by target judgments the same way target judgments affect
contextual judgments. It is also a development of past research which had primarily been

focused on shifts in target perceptions.
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Extensions of the DROM and Reciprocity Hypothesis

Following the establishment of Chien et al.'s DROM, several theories were formed in
attempts to extend the model. Of which, Lu (2012) incorporated Hsiao’s Reciprocity
Hypothesis and attempted examine contextual effects under multiple contexts. The new factor
of attitude certainty, expected to dictate the magnitude of evaluation shift, was introduced

though failed to be proven.

Tse (2012) also examined the influence of dual primes, one positive and negative
prime each on product judgment, making a similar proposition that a higher attitude certainty
will result in lower magnitude of shift, while lower attitude certainty would result in higher
magnitudes of shift. She too, however, did not manage confirm her hypotheses. In addition,
Tse’s (2012) suggestion of a possible sequence effect in the presentation of primes was not

proven to have an impact on product judgment as well.

In another earlier DROM extension experiment, Lin (2006) utilised both exemplar
and attribute information primes, to test for contextual effects under multiple primes. Over
two experiments, Lin successfully showed that when exemplar primes are accompanied by
the attributes they represent, both assimilation and contrast would occur depending on the
existence of overlap or non-overlap of the combined primes. It was also proven that the
occurrence of assimilation or contrast was not limited by the type of primes (exemplar or
attribute), and it was the final range of overlap or lack thereof, after sequence effect took
place, that mattered. Further, Lin also showed that priming effects on the main judgment
dimension were more influenced by dimensions of more relevance to the main judgement

dimension.
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CHAPTER 3 THEORETICAL BACKGROUND AND HYPOTHESES

Theoretical Background

The question of which post-priming situation is likely to lead to assimilation or
contrast remains a largely researched and significantly important part of consumer
psychology. Faced with considerably great amounts of information daily, consumers typically
process these information without awareness or intent, thus rarely making impartial or
uninfluenced product evaluations. Despite the multiple theories and models raised before
attempting to explain priming effects, including but not limited to prior knowledge (Herr,
1989; Yi, 1993), accessibility of concepts in relation to the activated one (Higgins and King,
1981; Wyer and Srull, 1981) regardless of whether people are aware of the activated concepts
(Higgins, Bargh and Lombardi, 1985), the Dimensional Range Overlap Model however, has
proven that the sole determining factor target judgment would be the amount of overlap
between the prime and the target, irrespective of the context and targets used (e.g. ambiguous

targets).

Hypothesis

The Effects of Mixed Primes

As mentioned, the current research will be conducted with a mixed prime condition, namely
one prime each on the positive and negative of the target. Where the Dimensional Range
Overlap Model (Chien et al., 2010) established that assimilation would occur in the presence
of a substantial overlap and contrast would happen when there is a lack of overlap, we are
interested to find out how the target and primes will move in the event where both primes
simultaneously overlap with the target, each on the positive and negative valence of the target,
but have a non-overlap between them. Applying the theory established by the Dimensional

Range Overlap Model into the mixed prime condition, an overlap between either primes with
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the target would be expected to cause a mutual effect between both primes with the target to
move toward one another concurrently, though the lack of overlap between the two primes
would suggest otherwise, causing both primes to contrast away from each other

simultaneously and thereby generating new range values for each prime.
Hypotheses 1 and 2 are thus generated as follow:

Hypothesis 1: When prime 1 and 2 have different valences and there is no overlap between

the two primes initially, then prime 1 and prime 2 will contrast away from each other.
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Figure 3.1 Hypothesis 1

Hypothesis 2A: For the condition in which the prime on the negative valence of the target is
wide enough to create an overlap with the target initially, then both the prime and target will

assimilate towards each other.
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Figure 3.2 Hypothesis 2A



Hypothesis 2B: For the condition in which the prime on the positive valence of the target is
wide enough to create an overlap with the target initially, then both the prime and target will

assimilate towards each other.
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Figure 3.3 Hypothesis 2B

Hypothesis 3: For the condition in which the two primes have different valences and each
overlap with the target initially, but the positive prime overlaps with the target at a larger
amount than the negative prime, and both primes do not overlap with each other, the target

will be more likely to shift toward the positive prime than toward the negative prime.
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Figure 3.4 Hypothesis 3
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CHAPTER 4 PRETEST

Purpose

The purpose of the pretest is twofold. We first seek to determine a suitable
dimensional range for our target, a hypothetical brand of apparel advertisement. As we will
be testing for the effects of contextual stimuli both positive and negative of the target, simply
one prime on each side of the target, we designed for the ad to be interpreted within neutral
ratings, and the results of the pretest would verify if the target range would be suitable. The
pretest also serves as a practice in defining a dimensional range. As the requirement of our
survey is relatively new and differs from the conventional one-point rating questionnaires,
results from the pretest will help us understand the level of clarity and practicality of the

questions in our survey.

Participants

A total of forty people, both under- and postgraduate students from National Taiwan
Normal University participated in the pretest. All of these participants were recruited
randomly from classes held in National Taiwan Normal University, and carried out during

their respective class breaks.

Design

In our pretest, seven different dimensions for which university students would most
likely be familiar with were selected as basis for testing the primes. Each dimension contains
2-3 primes, where each prime given within each dimension was ensured to be those highly
familiar amongst our target participants, university students. These seven dimensions are

namely:
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1. Hardness of objects

2. Sweetness of food

3. Swiftness of animals’ movement
4. Prestige level of products

5. Durability of products

6. Fashion of products

7. Price of products

All participants answered the same pretest questionnaire, which consisted of two parts
and included all seven dimensions of questions. In order to minimise interference of prime
influence, dimensions chosen were meant to be as unrelated with one another; the first part of
the questionnaire comprised of twelve questions on three dimensions, “Hardness of objects”,
“Sweetness of food” and “Swiftness of animals’ movement”. Primes within each of these
dimensions were designed to cover both wide and narrow ranges in all low, high as well as
moderately rated situations on a 0 — 10 rating scale. For example, “hardness of blanket” was
given to participants as a range of 1.5-5 (negatively wide) while “hardness of cement” and
“sweetness of oranges” were given as a range of 9.5-10 (positively narrow) and 2.5-8.5
(moderately wide) respectively In addition, there were also questions that required
participants to think of items of hardness within 5-9.5 (positively wide) range, animals with
movement within 0.5-1 (negatively narrow) range of swiftness, as well as to rate the

swiftness of giraffe’s movement, expected to be moderately narrow.

After participants have gone through the practice of giving representative value and
range ratings, as well as providing items they can think of within a given range rating in the
first part of the questionnaire, we then present our target, a hypothetical brand of apparel
advertisement, for their review. Similarly, participants were asked to rate the target brand on

dimensions as unrelated to one another as possible, namely, the target brand’s prestige level,
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durability, fashion and price. The dimension of prestige level was presented first amongst the

rest, in order to diminish possible influence of other dimensions.

Procedure

The written questionnaire of the pretest was completed by 40 random, undergraduates
and post-graduates students of National Taiwan Normal University. We approached random
classes and obtained permission from respective lecturing professors to distribute our paper
questionnaires during class breaks. Participants who agreed to take part in the study were
seated individually in the classrooms they were having lessons in, and asked to complete a

ten-page booklet consisting of two sections.

In the first part of the questionnaire, participants were told that they were participating
in a market research for a new apparel brand, and would first be tested for their level of
observation and sensitivity towards objects they come across daily. They were then instructed
to read six sample questions on 2 dimensions, “hardness of objects” and “sweetness of food”.
Three questions were asked on each dimension; the first question required participants to give
a one-point score rating that best represents the item being evaluated, from a scale of 0 (e.g.
least sweet) to 10 (e.g. most sweet) in intervals of 0.5. Participants were next asked to give a
range rating, a lowest and highest bound to indicate an interpretative range for items on the
same 0 to 10 scale. In the final question, participants were assigned a range and asked to

provide an item within the given range on a specific dimension.
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Figure 4.1 An example of the rating scale on representative value most fitted for the

dimension of “Hardness” in part 1 of the pretest.
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Figure 4.2 An example of the rating scale on interpretative range for the dimension of

“Hardness” in part 1 of the pretest.
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Figure 4.3 An example of an item required, given a specific dimensional range on the rating

scale for the dimension of “Hardness” in part 1 of the pretest.

A spot-the-difference picture game designed to disrupt the participants’ concentration
and eliminate any unexpected context effects was subsequently inserted between the two
sections of the questionnaire booklet. Participants were asked to find seven differences from

two similar pictures before proceeding to the second section.

The second part of the questionnaire was similar to the first, except only the one-point
representative score and interpretative range rating on four dimensions of our target product
brand advertisement were evaluated. Participants were told they were going to be evaluating
a new apparel brand and before being presented an advertisement of our target apparel brand,
Belissimo. Participants were asked to take a look carefully at the advertisement and evaluate
the representative value and interpretative range of Belissimo on four dimensions, “prestige
level”, “durability”, “fashion” and “price”, on a scale from 0 (e.g. least prestigious) to 10 (e.g.
most prestigious). After completing the questions, participants were debriefed, thanked and

dismissed.
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Results

The results of the pretest essentially gave us the mean and standard deviation values
of our target advertisement’s best representative score, lower and higher bound values for the
ranges of items tested on the seven dimensions. Essentially, the interpretative range of our
target apparel brand advertisement was determined to be between 3.72 and 5.88 (Table 4.1),
with both p-values showing that the range is not significantly different from our ideal range
of 4 to 6 respectively, thereby allowing the target apparel brand to be used for the main

experiment.

Table 4.1

Target’s Mean and Standard Deviation for the Dimension of “Prestige” in Question 1 of

Part 2 of the Pretest

Target Point Low Mean High Point SD  Low SD High SD
Mean Mean

Prestige 4.65 3.72 5.88 1.29 1.20 1.52

Conclusions

Based on the evaluations of our forty participants, it is shown that all participants
were capable of defining interpretative ranges on the dimensions asked, indicating that the
level of clarity and familiarity of the items asked on each dimension was sufficient for our
main experiment. All items were subsequently included in the main experiment thereafter.
More importantly, results from the pretest served as an affirmation of the suitability of our
target advertisement to be applied in our main experiment, falling at the range of lower bound,
M =3.72 (t(29) =-1.29, p =0.21), in relation to 4, and upper bound M = 5.88 (t(29) = -0.42,

p = 0.68), in relation to 6.



22

CHAPTER 5 EXPERIMENT 1

Overview

Experiment 1 tested on the effect of context range non-overlap on occurrence of
assimilation or contrast. In essence, this two-stage main experiment was to test for any
movement of the contexts and target’s representative values, as well as changes in their
respective boundary values pre- and post-context effect. While Chien et al.’s (2010)
Dimensional Range Overlap Model suggest that an overlap/non-overlap between the
context/target ranges will cause the occurrence of an assimilation or contrast effect, we also
infer from Hsiao’s (2002) Reciprocity Hypothesis that both contexts will have a mutual effect
on each other when presented at once, thereby resulting in concurrent shifts towards or away
from each other. Therefore using the same fixed context range width with the same relative
distance between the presentative values of both contexts, we manipulated Prime 1 and 2 to
have a 0.5 non-overlap in between them in Stage 1 of Experiment 1, and a comparison of

whether this degree of non-overlap will change will be done with results collected in Stage 2.

Hypothesis Recap
This experiment shall focus on testing for a context effect, which we expect would be

a contrast, arising on a lack of dimensional range overlap between two contexts.

Hypothesis 1: When prime I and 2 have different valences and there is no overlap between

the two primes initially, then prime 1 and prime 2 will contrast away from each other.
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Figure 5.1 Hypothesis 1



23

Participants and Design

A total of 31 young adults aged between 20 and 30 years old were recruited to
participate in the study; most of these participants were undergraduates and postgraduate
students from National Taiwan Normal University, while the rest were recruited via online
postings. Participants signed up voluntarily for one of the 32 sessions, each lasting about ten
to fifteen minutes, held over four days of the study, in exchange for a lucky draw chance to

win NTD500 worth of Uni-President vouchers.

The three-section Experiment 1 was carried out by way of a within-participants design,
with dimensions retained from the pretest, as well as new dimensions included. Similar to the
design of our pretest, the first section of the questionnaire served as a practice for participants
to get used to giving representative value and range ratings, as well as providing items they
can think of within a given range rating. An initial non-overlap of 0.5 was manipulated Prime
1 and 2, within our manipulated range 2.5-4.5 and 5-7 respectively, by way of the computer
programme. Part 3 required participants to give ratings again after both contexts have been
mutually influenced. The target apparel brand advertisement will not be shown in this set of

questionnaire at all.

Procedure

The study questionnaire of Experiment 1 was saved on one of the four computers we
placed in our study room at National Taiwan Normal University. As there was a lack of study
rooms and computers to accommodate all 31 students at once, we held the experiments in 8
different sessions over four days, with about three to four students in each session. Each
participant was randomly assigned to a seat, with one of four computers was pre-set with

Experiment 1 questionnaire.
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In the beginning of the questionnaire, participants were told they would be taking part
in a study to test their reading and cognitive abilities of various advertisements and articles
shown in magazines currently existing in the market. As with the pretest, participants were
told in the first section, the practice exercise, that they would first be tested on their
observation and sensitivity abilities, and asked to practise giving one-point representative
values, interpretational dimensional ranges with upper and lower bounds, as well as to think
of an item within a given range and dimension. The first two sample questions in this practice
consisted of two dimensions, “hardness of objects” and “sweetness of food”, followed by two
practice questions on dimensions of “hardness of objects” and “swiftness of animals’

movement”.

In the second part of the questionnaire, participants were told they would be tested on
their imagination abilities, and were subsequently asked to provide apparel brands, which
would be used as our context 1 and 2 in the next section. In order to reduce the likelihood of
participants guessing the purpose of our questionnaire, we first asked participants to provide
an apparel brand for context 1 as fitting within our given range of 2.5-4.5 prestige level (low)
as possible, before asking for irrelevant car and handphone brands within the range of 5-6
(moderate) and 8-10 (high) on dimensions “safety level” and “price level” respectively. A
psychological test meant to disrupt their concentration from previous questions was then
inserted, followed by asking for another apparel brand for context 2, as best fitted within the
prestige range of 5-7 (moderate). The section ended by requiring participants to provide
another irrelevant fast-food chain and handphone brand within the health and fashion range

of 1-3 (low) and 7-9 (high) respectively.

Before the commencement of the third section, a Sudoku game was placed to reduce

participants’ accessibility of previously given ratings.
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In the beginning of section 3, participants were told that the computer programme has
chosen the clothing industry for them to answer subsequent questions on. Context 1 and 2,
which they had provided in Section 2, were brought up then and participants were asked to

give representative values and dimensional range ratings for both contexts again.

Results

Experiment 1

Manipulation check. After taking all the data into consideration for an analysis, results from
our within-participants t-test (Table 5.1) showed that the lower and upper bounds of the two
contexts; the lower bound of Prime 1 (M = 2.48) did not differ significantly from its initially
manipulated lower bound of M = 2.50; (t(30) = -0.08, p = 0.94), as neither was its upper
bound of M = 4.63, compared to the initial M = 4.50; t(30) = 0.58, p = 0.57. Similarly, the
lower (M = 5.27) and upper bounds of Prime 2 (M = 7.08) were also not statistically different
from the initial value of 5 and 7 respectively; t(30) = 1.28, p=0.21 and t(30) = 0.38, p=0.71

correspondingly.

A negligible shift in the non-overlap range between Prime 1 and 2 after their mutual
effects were also reflected; though the non-overlap range slightly widened as we had
expected (M = 0.65; t(30) = 0.76, p = 0.45), it was not significantly different from its initial

non-overlap range 0.5, suggesting that contrast effect did not occur as we had expected.

Prime 1 and 2 evaluations. Paired sample t-tests were also conducted to compare the
representative values (results presented in Table 5.1 and Figure 5.2); the positive context,
Prime 2, generated slightly higher prestige ratings (M = 6.13) than its initial rating (M = 6.00);
t(30) =-0.78, p = 0.44, while the negative context, Prime 1 also produced higher post-context
prestige ratings (M = 3.68) than its context-free ratings (M = 3.50); t(30) = -0.79, p = 0.44.

Further comparisons were made on the representative value differences of the Stage 1
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context-free situation between both primes (M = 2.50) with that of Stage 2 (M = 2.45), and
found that both primes did not in fact move away from each other simultaneously; t(30) =
0.19, p = 0.85, given the initial lack of overlap in between them. Our Hypothesis 1 was

henceforth not confirmed.

Table 5.1

Means for the two primes and the target of Experiment 1

Prime 1 Representative Value Lower Bound Upper Bound
Stage 1 Mean 3.50 2.50 4.50
Stage 2 Mean 3.68 2.48 4.63

Prime 2 Representative Value Lower Bound Upper Bound
Stage 1 Mean 6.00 5.00 7.00
Stage 2 Mean 6.13 5.27 7.08
Prime 1 and 2 Non-overlap Range Distance between Representative Values
Stage 1 Mean 0.50 2.50
Stage 2 Mean 0.65 2.45
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Figure 5.2 Diagram of movements of Prime 1 and 2 in Experiment 1, indicating respective

representative values, lower and upper bound ratings.
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Further Analyses

Manipulation check. We selected those sets of data, 13 in all, with which had a post-context
effect overlap range that fulfilled our expectations (> 0.5) for further analyses. From the
results generated and depicted in Table 5.2, we can see that the slight shift in the upper bound
of Prime 1 and significant shift in the lower bound of Prime 2, both in opposite directions as
expected, as well as the shortened context ranges of both Prime 1 and Prime 2 from their
initially manipulated range of 2, consequentially created a significantly larger non-overlap

range with an M = 1.69; t(12) = 5.72, p<0.001.

Prime 1 and target evaluation. Results once again did not confirm any statistically
substantial movements in the lower (M = 2.54) and upper (M = 4.15) bound of the negative
context, Prime 1. However, the lower bound of Prime 2 showed significant movement higher
up the scale (M = 5.85 in relation to the initial M = 5.00; t(12) = 2.42, p < 0.05, though its
slightly higher upper bound of M = 7.31was not proven statistically compared to the initial M

=7.00; t(12) = 0.74, p = 0.48.

There was also no change at all in the representative value of Prime 1, from Stage 1 to
Stage 2 in our paired sample t-test, with changes almost as negligible in Prime 2 too. The
distance between representative values of Prime 1 and 2 also vaguely differ from Stage 1 (M
=2.50)to 2 (M =2.65; t(12) =-0.36. p = 0.73), though it did widen as we expected it to in

the occurrence of a contrast effect. (Please refer to Table 5.2 and Figure 5.3)
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Table 5.2

Means for the two primes of Experiment 1 on selected data sets

Prime 1 Representative Value Lower Bound Upper Bound
Stage 1 Mean 3.50 2.50 4.50
Stage 2 Mean 3.50 2.54 4.15

Prime 2 Representative Value Lower Bound Upper Bound
Stage 1 Mean 6.00 5.00 7.00
Stage 2 Mean 6.15 5.85 7.31

Prime 1 and 2 Non-overlap Range Distance between Representative Values
Stage 1 Mean 0.50 2.50
Stage 2 Mean 1.69 2.65
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Figure 5.3 Diagram of movements of Prime 1 and 2 on selected data sets in Experiment 1,

indicating respective representative values, lower and upper bound ratings.
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CHAPTER 6 EXPERIMENT 2
Overview

In Experiment 2A and 2B, we set to test the context effect of range overlap of Prime 1
and 2 with target separately according to our Hypotheses 2A and 2B, on occurrence of
assimilation. This study is conceptually identical to Hsiao’s (2002) Reciprocity Hypothesis
where both contexts, tested separately with the target, will move simultaneously with the
target, towards each other, in the situation where an overlap exists between them. The current
case however, shall lay ground for our final hypotheses hereinafter, to test the post-context

effect movements of the target stimuli and contexts when they were presented at once.
Hypotheses Recap

Each of the two reported experiments tested two key hypotheses on the occurrences of
assimilation effect where a dimensional range overlap exist between the context and target,

one on each valence of the target.

Hypothesis 2A: For the condition in which the prime on the negative valence of the target is
wide enough to create an overlap with the target initially, then both the prime and target will

assimilate towards each other.
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Figure 6.1 Hypothesis 2A
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Hypothesis 2B: For the condition in which the prime on the positive valence of the target is
wide enough to create an overlap with the target initially, then both the prime and target will

assimilate towards each other.
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Figure 6.2 Hypothesis 2B

Participants and Design

The four-section Experiment 2A & 2B was carried out by way of a within-participants
design, conducted on 50 young adults, with 25 participants each for each condition. These
participants, aged between 20 and 30 years old, are mostly undergraduates and postgraduate
students from National Taiwan Normal University, either recruited in the school campus or
via online postings. Participants signed up voluntarily for one of the 32 sessions held to
conduct all three main experiments, each lasting about ten to fifteen minutes, held over four
days of the study, in exchange for a lucky draw chance to win NTD500 worth of Uni-
President vouchers. They were subsequently randomly assigned to either one of the

experimental conditions in this study.

Each of the reported experiment 2A and 2B also consist of two stages; the first stage
was designed to establish participants’ context-free representative score, as well as both
lower and higher bound values of items’ ranges, while the second stage would be their post-

priming representative values and item boundaries. In either of the experimental conditions,
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the VBA programme in which the questionnaire was written on was manipulated to generate
Prime 1’s range to be exactly 0.5 on the negative valence of the target range (Experiment 2A),
while Prime 2 would appear to have an overlap range of exactly 1 on the positive valence of

participants’ target range ratings (Experiment 2B).

Procedure

The introductory statements and practice exercise given in this study was identical to
that of Experiment 1, after which participants working on both questionnaires were shown
several advertisements (i.e. Motorola, McDonalds, Mercedes-Benz) and asked to give
representative values, as well as item boundaries for each brand advertisement shown. Our
hypothetical target apparel brand advertisement, Belissimo, which was determined to be of a
range between 3.72 to 5.88 in the pretest, was used here in this main experiment was included
and introduced before all other advertisements, and all values given would serve as context-

free target ratings. This was followed by a psychology test.

In a similar section two of the questionnaire, participants were told they would be
tested on their imagination abilities, and asked to input one apparel brand each in Experiment
2A and Experiment 2B, in which they thought would be associated with a specific prestige
range. This second section of the questionnaire was that of our context-free situation; Prime 1
and 2 were manipulated to overlap with target 0.5 and 1 respectively in Experiment 2A and
2B initially. The brands suggested would later be used as our Prime 1 and 2 respectively in
Experiment 2A and 2B. To reduce the likelihood that participants may guess the purpose of
the study, brands of two other irrelevant items (i.e. cars, fast-food chains) and dimensions (i.e.
safety level, health level) were also asked in both questionnaires. A Sudoku game meant to

compel the use of participants’ cognitive abilities, and possibly disrupt their concentration
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and accessibility of previously primed item, were inserted for the participants to complete,

before they proceeded to the next section.

In the final section of both questionnaires, participants were similarly told that the
computer has chosen the clothing industry for them to answer subsequent questions on. They
were also reminded of the respective Prime 1 and 2 brands they specified in the section
before, and asked to re-rate the representative value and interpretative range (lower and upper
bounds) on the “prestige level” dimension of Belissimo (the target) and the corresponding

prime of the condition.

Results

Experiment 2A

Manipulation overlap. Results from our within-participants t-tests (Table 6.1) showed that
when there was an overlap in the perceived prestige ranges of Prime 1 on the negative
valence of the target, assimilation effect arose and both the context and target shifted towards
each other concurrently. Shifts in the respective context and target range ratings resulted in a
substantially greater overlap (M = 1.14) than the 0.5 manipulated overlap initially; t(24) =

4.11, p <0.001, thereby supporting Hypothesis 2A. (Please refer to Figure 6.3)

Prime 1 and target evaluation. The initial lower bound of M = 2.68 in relation to the post-
influenced lower bound M = 3.50; t(24) = -3.64, p < 0.01) and initial upper bounds of Prime
1 M =4.68 as compared to the upper bound of M = 5.50 after; t(24) =-3.31, p <0.01,
showed that Prime 1 has moved considerably towards the target as anticipated. The same
cannot be said for the target, whose results are mixed with a relatively shortened range in
Stage 2; its post-context effect lower bound contrasted away from Prime 1 (M = 4.40)

compared with its initial lower bound (M = 4.18); t(24) = -0.68, p = 0.51, although its upper
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bound did significantly shift in the direction of Prime 1 (M = 6.16) from its initial upper

bound of 6.82; t(24) =2.50, p < 0.05.

Paired sample t-tests were also conducted to compare the representative values (Table
6.1); Prime 1 generated higher prestige ratings (M = 4.42) than its initial rating (M = 3.68);
t(24) =-2.70, p = 0.01, while the target also produced a slightly lower post-context prestige
ratings as expected (M = 5.00) than its initial context-free ratings (M = 5.18); t(24) = 0.78, p
= 0.45. The distance between the post-context effect representative values of Prime 1 and
target (M = 0.58) was found to be shorter than in context-free Stage 1 (M = 1.50); t(24) =

3.07, p <0.01, indicating an assimilation effect and further confirming our hypothesis.
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Figure 6.3 Diagram of movements of Prime 1 and target in Experiment 2, indicating

respective representative values, lower and upper bound ratings.
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Table 6.1

Means for Prime I and the target in condition 1 of Experiment 2

Prime 1 Representative Value Lower Bound Upper Bound
Stage 1 Mean 3.68 2.68 4.68
Stage 2 Mean 4.42 3.50 5.50

Target Representative Value Lower Bound Upper Bound
Stage 1 Mean 5.18 4.18 6.85
Stage 2 Mean 5.00 4.40 6.21

Prime 1 and

Overlap Range Distance between Representative Values
Target
Stage 1 Mean 0.50 1.50
Stage 2 Mean 1.14 0.58
Experiment 2B

Manipulation check. Similarly, results from our within-participants t-tests (Table 6.2)
showed that when there was an overlap in the perceived prestige ranges of Prime 2 on the
positive valence of the target, assimilation effect caused both the context and target to

simultaneously shift towards each other.

Prime 2 and target evaluation. However, this assimilation between Prime 2 and target is not
statistically proven; the context range of Prime 2 was stretched, with its lower (M = 4.26)
assimilating with the target range but upper bound (M = 6.56) contrasting from the target.
These lower and upper bounds of Prime 2 in Stage 2 however did not significantly differ

from that of context-free Stage 1, where the lower and upper bounds have means of 4.40 and
6.40 respectively; t(24) = 0.46, p = 0.65 and t(24) = -0.65, p = 0.53 for lower and upper

bound correspondingly. The target range on the other hand, provided more comforting results,

with both the lower and upper bound of target shifting towards Prime 2. There was a
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significant difference in the lower bounds of the target before (M = 2.98) and after context
effect (M = 3.40); t(24) =-2.40, p < 0.05). Though the upper bound of the target also
assimilated with Prime 2, the boundary ratings were not significantly different in Stage 2 (M
=5.70) as in Stage 1 (M =5.40); t(24) =-1.29, p = 0.21. As a result, though a greater overlap
(M = 1.44) range was produced after the mutual effect of Prime 2 and target, it was not
confirmed statistically (t(24) = 1.07, p = 0.3), thereby not supportive of Hypothesis 2B.

(Please refer to Figure 6.4)

In subsequent paired sample t-tests conducted (Table 6.2), Prime 2 generated higher
prestige representative value ratings (M = 5.56) in Stage 2 than it was in Stage 1 (M = 5.40);
t(24) =-0.16, p = 0.50). On the contrary, the perceived prestige representative value
generated from a target shift after context effect assimilated with Prime 2 as we expected (M
= 4.34), compared to the pre-context effect representative value (M = 3.98); t(24) =-1.76, p <
0.1. The distance between the pre- (M = 1.42) and post-context effect representative values
of Prime 2 and target (M = 1.22) indicated an assimilation between the two, though the shift

was not statistically proven; t(24) = 0.72, p = 0.48). Hypothesis 2B is therefore not confirmed.

Table 6.2

Means for Prime 2 and the target in condition 2 of Experiment 2

Prime 2 Representative Value Lower Bound Upper Bound
Stage 1 Mean 5.40 4.40 6.40
Stage 2 Mean 5.56 4.26 6.56

Target Representative Value Lower Bound Upper Bound
Stage 1 Mean 3.98 2.98 5.40
Stage 2 Mean 4.34 3.40 5.70

Prime 2 and

Target Overlap Range Distance between Representative Values

Stage 1 Mean 1.00 1.42

Stage 2 Mean 1.44 1.22
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Figure 6.4 Diagram of movements of Prime 2 and target in Experiment 2, indicating

respective representative values, lower and upper bound ratings.



37

Further Analyses (Experiment 2B)

Manipulation check. Similar to Experiment 1, we sieved out a total of 11 data sets, with
which had a post-context effect overlap range satisfying our expectations (> 0.5) for further
analyses. A general comparison of Prime 1 and the target, before and after context effect,
reflected that both ranges have indeed assimilated towards each other, with all perceived
prestige representative values as well as upper and lower bound ranges moving in directions
as we had expected. Expectedly, results also revealed a significant difference in the degree of
overlap (M = 2.91) from the initial manipulated range of 1.00; t(10) = 3.04, p = 0.01, thereby

supporting our hypothesis in this case. (Please refer to Table 6.3 and Figure 6.5)

Prime 2 and target evaluation. Upon scrutiny, only shifts in the lower bound of Prime 2 (M
= 3.00) and the upper bound of the target range (M = 6.05) were significant; t(10) =3.34, p <
0.01 and t(10) = -1.79, p = 0.1 respectively. In addition, there was a significant difference in
the distance between the representative values of Prime 2 and the target, with the paired
sample t-test presenting a Stage 1 mean of 1.09 compared to a Stage 2 mean of 0.27; t(10) =

1.85, p < 0.1, hence supporting Hypothesis 2B.

Table 6.3

Means for Prime 2 and the target in condition 2 of Experiment 1 on selected data sets

Prime 2 Representative Value Lower Bound Upper Bound
Stage 1 Mean 5.32 4.32 6.32
Stage 2 Mean 4.73 3.00 6.05

Target Representative Value Lower Bound Upper Bound
Stage 1 Mean 4.23 2.91 5.32
Stage 2 Mean 4.46 3.14 6.05

Prime 2 and

Overlap Range Distance between Representative Values
Target

Stage 1 Mean 1.00 1.09

Stage 2 Mean 291 0.27
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Overview

39

Experiment 3 was conducted to examine a mixed prime condition, namely one prime

each on the positive and negative of the target. It will focus on the presence of a dimensional

range overlap each prime has with the target, as well as the non-overlap that exist between

both primes at the same time; the subsequent assimilation or contrast effect produced by the

mixed prime condition in which caused the consequential moves would be the interest of this

experiment.

Hypothesis Recap

Hypothesis 3: For the condition in which the two primes have different valences and each
overlap with the target initially, but the positive prime overlaps with the target at a larger
amount than the negative prime, and both primes do not overlap with each other, the target

will be more likely to shift toward the positive prime than toward the negative prime.

T!

T

>

—>

Low Moderate

- :Prime 1

: Prime 2

|:| : Target

—} : Direction of movement

Figure 7.1 Hypothesis 3

High
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Participants and Design

A total of 30 participants, aged between 20 and 30 years old, took part in this study.
As participants were recruited altogether for all three experiments and randomly assigned to
one of the four experimental conditions later, recruitment was the same as Experiment 1 and
2, where most of these participants were undergraduates and postgraduate students
approached in the school campus of National Taiwan Normal University, while the rest were
recruited via online postings. Participants signed up voluntarily for one of the 32 sessions
held over four days of the study, in exchange for a lucky draw chance to win NTD500 worth

of Uni-President vouchers.

Similar too, was the within-subject design of the experiment, consisting of four
sections in the VBA-written questionnaire. The assigned Prime 1 and 2 range ratings were
manipulated and preset on the questionnaire programme to have and initial overlap range of
0.5 and 1, negative and positive of the target range offered by each individual participant in
the previous section respectively. As with Experiment 1 and 2, fillers, by way of
psychological tests and Sudoku games meant to compel the use of participants’ cognitive
abilities, and possibly disrupt their concentration and accessibility of previously primed item,
were inserted in between the sections, in order to collect as unaffected Stage 1 contexts and

target stimuli for Stage 2 use as possible.

Procedure

The first section of Experiment 3 was identical to Experiment 2, including the

psychological test that concluded the section.

Section 2 of Experiment 3 was also similar to Experiment 2, only that as the condition
of this experiment would require comparisons of both primes with each other and each with

the target, participants were asked to provide two apparel brands (Prime 1 and 2) instead of
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one, after rating the target advertisement (representative value and item boundaries).
Participants were told to input one apparel brand (Prime 1) within a specified range, followed
by brands of two other irrelevant items, also within different given ranges. A Sudoku game
was placed after. Participants were subsequently asked to give another apparel brand within a
different stated range (Prime 2), also followed by brands of two other irrelevant items best

fitted in listed ranges. The section was wrapped up with a different Sudoku game.

Finally, participants were made to believe that the computer has chosen the clothing
industry for them to answer the following questions on. After being prompted of both Prime 1
and 2 brands they specified in the section before, they were also instructed to rate the
representative value and interpretative range on the “prestige level” dimension of Belissimo

(the target) and both primes of the condition again.

Results

Manipulation Check

Prime 1 and Prime 2. In the condition where the mutual effect of Prime 1 and 2 was
examined, the paired sample t-test revealed that the non-overlap range and the distance
between their representative values were significantly different after their mutual effect than
before. The Stage 1 non-overlap range was 0.5 initially, differing significantly from the Stage
2 range rating of exactly 0; t(29) = -2.35, p < 0.05. Similarly, the Stage 2 representative value
distance (M = 2.10) was also significantly higher than in Stage 1 (M = 2.55); t(29) =1.99, p <
0.1. Essentially, the changes in the non-overlap range and representative value distance
suggested a statistically significant assimilation effect between Prime 1 and 2, where we had

initially expected them to repel from each other at first.

Prime 1 and target. Paired sample t-tests were once again conducted to compare the overlap

range and distance of the representative values between the negative context, Prime 1, and
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target. As depicted in Figure 7.2, Prime 1 and target have strongly assimilated towards each
other, producing statistically significant Stage 2 overlap range (M = 1.03) compared with its
pre-context effect one (M = 0.50); t(29) = 2.90, p < 0.01, as well as shorter distances between
their representative values, with the Stage 2 distance (M = -0.87) substantially shorter than its
Stage 1 distance (M = 1.40); t(29) = 7.30, p < 0.001. While the initial overlap range of Prime
1 and target would be expected to cause an assimilation effect to occur, we did observe from
the post-context effect changes in representative values, lower and upper bound ratings that
target did not shift towards Prime 1 as Prime 1 shifted greatly towards the target. The
significance in the overlap and distance between the representative values of Prime 1 and

target was a result of the major movement in Prime 1. (Please also see Table 7.1)

Prime 2 and target. Results from the paired sample t-tests used to test the overlap range and
distance of the representative values between the positive context, Prime 2, and target
revealed consistent results. Firstly, the initial overlap range (M = 1.00) became smaller after
they were mutually affected by each other (M = 0.83); t(29) =-0.72, p = 0.48. Next, the
distance between their representative values were also shown to have lengthened in Stage 2
(M =1.23) as compared to Stage 1 (M = 1.15); t(29) =-0.37, p = 0.71. Both the smaller
overlap range and longer distance between presentative values suggest that both Prime 2 and
target range have repelled from each other, though both were not supported statistically. This
trend of contrast is in conflict with our expectation of an assimilation effect, to be caused by
the larger overlap range (M = 1.00) manipulated in the study. (Please refer to Table 7.1 and

Figure 7.2)

Evaluation

Prime 1. From the data analysed, it was revealed that only Prime 1 had all its Stage 2

representative value ratings as well as the upper and lower bounds significantly different
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from those of its Stage 1. Its post-context affected representative value shifted substantially
(M = 3.73) positively, as opposed to its initial value (M = 2.98); t(29) = -3.28, p < 0.01. Both
lower and upper bound ratings of Prime 1 also showed great movements towards the higher
end of the scale; the post-movement lower bound (M = 2.88) was significantly higher than
the pre-influenced one (M = 1.98); t(29) = -4.27, p < 0.001, similar to that of its upper bound
where the Stage 2 rating (M = 4.77) was also significantly higher than in Stage 1 (M = 3.98);

£(29) = -3.55, p = 0.001).

Prime 2. On the other hand, Prime 2 also displayed vague movement positive of the scale,
though its post-context affected representative value was significantly higher in Stage 2 (M =
5.83) than in Stage 1 (M = 5.53); t(29) =-1.71, p <0.1. Tthe lower and upper bound point-
ratings were also higher, though not statistically supported; the lower bound was weakly
higher after context effect (M = 4.77) than before (M =4.53); t(29) = -1.11, p = 0.28, as with
the higher upper bound (M = 6.68) which barely shifted rightwards of the scale from its

initial upper bound ratings (M = 6.53); t(29) = -0.95, p = 0.35.

Target. Likewise, there were also negligible shifts made positive of the scale by the target
range. Both lower and upper bound ratings of the target moved feebly higher; the post-
movement lower bound (M = 3.73) was insignificantly higher than the pre-influenced one (M
=3.48); t(29) = -1.54, p = 0.13, similar to that of its upper bound where the Stage 2 rating (M
= 5.60) was also significantly higher than in Stage 1 (M = 5.53); t(29) =-0.38, p = 0.71). The
representative values of the target before context-effect (M = 4.38) was also lower than its

after it was influenced (M = 4.60); t(29) = -1.04, p = 0.31.

Examining the mutual effects of both contexts with the target as well as with each
other, namely Prime 1 with Prime 2, Prime 1 with target, and Prime 2 with target, we derived

the following results.
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Overall Results and Discussion

The mixed prime condition of Experiment 3 was not supported as we had
hypothesised in Hypothesis 3. From the post-context effect data analysed, Prime 1 and 2 did
not repel from each other as expected, given our 0.5 lack of overlap range between them.
Though Prime 2 did move feebly in the direction we hypothesised, Prime 1 did not move in
the negative direction nor subsequently shift leftwards of the scale to create a non-overlap

with the target. (Please refer to Table 7.1 and Figure 7.2)

With a larger initial overlap between Prime 2 and the target, we had expected that
though a contrast effect would take place between Prime 1 and 2, resulting in their
subsequent moves negative and positive of the target respectively, an overlap between Prime
2 and the target would still exist, thereby leading them to assimilate towards each other and
the latter would be more likely to shift towards the former thereafter. This is shown in the
post-context effect results, where it appeared that the target range had a greater tendency to
move towards Prime 2, shifting rightwards of the scale towards Prime 2, though this tendency

was not confirmed statistically. (Please refer to Table 7.1 and Figure 7.2 for more details)

Table 7.1

Means for target, as well as Primes 1 and 2 in Experiment 3

Prime 1 Representative Value Lower Bound Upper Bound
Stage 1 Mean 2.98 1.98 3.98
Stage 2 Mean 3.73 2.88 4.77

Prime 2 Representative Value Lower Bound Upper Bound
Stage 1 Mean 5.53 4.53 6.53
Stage 2 Mean 5.83 4.77 6.68

Target Representative Value Lower Bound Upper Bound
Stage 1 Mean 4.38 3.48 5.53
Stage 2 Mean 4.60 3.73 5.60




Prime 1 and 2 Non-Overlap Range Distance between Representative Values

Stage 1 Mean 0.50 2.55

Stage 2 Mean 0.00 2.10

Prime 1 and

Overlap Range Distance between Representative Values
Target
Stage 1 Mean 0.50 1.40
Stage 2 Mean 1.03 -0.87
Prime 2 and . :
Overlap Range Distance between Representative Values
Target
Stage 1 Mean 1.00 1.15
Stage 2 Mean 0.83 1.23
PIT  P1P2 P2T
Overlap Non- Overlap
=0.50 Overlap =1.00
=0.55
: P1T Distance ; P2T Distance ;
SONEELI:
fa53  °p3 6.53
- W
iT
3.48 4.38 5.53
T’
3.73  4.60 5.60 P1P2’

Non-Overlap

=0.00
=4
. P

L J

2.88 3.73 24.77 583 6.68
- CCPITTEE L LLTIITELTLPPPRTE :
i PIT - P2'T :
:Distance:  Distance

i =1.04 =1.23

0 P1'T'Overlap pP2'T’Overlap 10
=0.50 =0.83

© Target’s Representative Value
A Prime 1’s Representative Value
‘ﬂ( Prime 2’s Representative Value

Figure 7.2 Diagram of movements of the target, as well as Primes 1 and 2 in Experiment 3,

indicating respective representative values, lower and upper bound ratings.
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CHAPTER 8 GENERAL DISCUSSIONS AND CONCLUSION

Conclusion Review

From the results presented, most of our observed tendencies have been consistent with

the hypotheses in the current research, though a couple of them remain to be confirmed.

In the first hypothesis where two non-overlap primes were presented, the lower of
Prime 1 as well as both the lower and upper bound of Prime 2 shifted in the direction of a
contrast, as hypothesised. These tendencies were however not significant; Hypothesis 1 was
thus not confirmed. After further analyses were ran on data sets that met our expectations,
contrast effect was made more apparent; all except the lower bound of Prime 1 shifted in
repelling directions, significantly widening the range of non-overlap and supporting our

hypothesis.

In the next result, besides the lower bound of the target that did not move accordingly
towards Prime 1 when there was an initial overlap in between them, both target and negative
context, Prime 1, was proven to have assimilated, with the resulting overlap range and

distance between their representative values statistically supporting Hypothesis 2A.

Likewise in the similar hypothesised situation of Hypothesis 2B, apart from the upper
bound of Prime 2, on the positive valence of target, which did not move accordingly towards
the target when there was an initial overlap in between them, both target and Prime 2 showed
tendencies of assimilation, but changes in the overlap range and distance between their
representative values could not be proven statistically. Hypothesis 2B was thereby not
confirmed. Only when further analyses were ran on selected data sets did assimilation effect
become more obvious; all lower and upper bounds of target and Prime 2 moved towards each
other, and Hypothesis 2B was supported as the degree of overlap range and distance between

their representative values became significant.
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Finally, when context effects between multiple contexts and their combined prime
effect on target judgment was tested, the notion of assimilation effect when there was an
initial overlap was supported but could not be observed in the case when there was an initial

lack of overlap. As such, Hypothesis 3 was not supported.

Limitation and Suggestions

Procedural Design

One major limitation we encountered was with the lack of participant pool. Due to the limited
time and budget, we opted for our questionnaire to be written on Excel-run VBA programme.
Two issues arose consequently during the testing stage of the programme; the VBA
programme could neither work on outdated versions of Excel nor non-Traditional Chinese
system language computers, and the file would be a relatively huge one to be sent to
individual participants. As such, not only did the search of working computers that can
accommodate the number of participants proved to be a challenge, the recruitment of
participants was equally trying. Participants had to be present physically at one of the 32 time
slots given over four days, in a specific study lab with four laptops tried and tested with our
questionnaire programme, opposed to the conventional way of approaching students in their
respective lecture rooms during their class breaks The inconvenience greatly reduced their

willingness to take part.

Lack of Motivation

Much as the use of computers was helpful in manipulating overlap ranges between the
multiple contexts and target, as well as carrying out the whole experiment procedure, the
process of recruiting participants was a tedious one. During the recruitment exercise in the
school campus, participants were told that every completion of the main experiment would

give them a chance to draw for NTD500 Uni-President gift certificates. That said, few
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participants were willing to make a special trip for the main experiment. Attempts to recruit
online via postings on popular forums (i.e. PTT) were also to no avail, leading to our
subsequent trips to other different school campuses to recruit for participants and managing

barely enough participants for each experiment.

Questionnaire Design

The questionnaires that were done on computer programmes were one of a new method,
keeping many participants excited and intrigued during the entire course of the study. One
shortfall of the questionnaire design was, however, the repetition of the Sudoku game in the
final experiment, which many participants completed half-heartedly. Though the Sudoku
games served as an interruption of concentration between sections, it would require a higher
level of thinking skills to complete, which was unexpected by the participants in a
questionnaire. Most participants were not pleased with the repetition of the Sudoku games,
and tend to fill in the blanks with random numbers after expressing their displeasure.
Enthusiasm was noted to have reduced, though they were on to their final few questions by

then.

Suggestions

The use of the computer programme proved to be a benefitting one, though the programme
could be modified to suit a wider variety of computers; the files could be sent to individual
participants and returned upon completion, increasing the convenience of participants.
Alternatively, higher incentives could be given to increase the efforts they are willing to
make for the study. In example, instead of a lucky draw chance, a guaranteed gift for every

participant who completes the study would be more fruitful.
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Research Contributions and Practical Implications

In the present study, we attempted to apply and extend the Dimensional Range
Overlap Model (Chien et al., 2010) to conditions of multiple primes. By providing a more
complete scenario to illustrate the underlying factor of multiple contexts, we hope to offer

some practical consumer insights to the marketing and management field.

The current research realistically takes into consideration the countless of similar
products consumers encounter with, and make their evaluations and judgments from every
day. Though derived from the DROM, both researches differ with a crucial element; the
DROM was experimented based on a single prime and its corresponding effect on the target,
whilst the current research recognised the roles of multiple primes. Nonetheless, the crux of
the model, the existence of an overlap or non-overlap, would determine the movement of
perceptual judgment. By having a deeper understanding of how consumers form their
evaluations and apply to the different scenarios and environmental settings, a marketer can
strategize and manipulate contextual information to influence consumers’ perception towards

a given product.

In example, marketers selling cars can choose who and what to put in their
advertisements, be it a well-known celebrity endorsing the product, or arranging for the
advertisements to be placed after that of a prestigious brand (i.e. Mercedes Benz).
Alternatively, marketers can also influence consumer perceptions in creating a favourable
external contextual environment setting, by placing its brand of cars amongst more

prestigious ones, or hold joint events with other highly acclaimed product brands.
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Future Research

Despite the lack of confirmation in some of the hypotheses of our current research, we
do note the overall shift tendencies were supportive of our general assumptions, and thereby
believe that they are worthy of further exploration and research. The greatest limitation in our
main experiment was in its procedure. Where the length and design of the questionnaire, as
well as execution and environmental settings of the study were expressly positive, the
recruitment of participants posed an unexpected challenge. As we had to recruit a
considerable number of participants to come forth at a specified time and venue, participant
reluctance was apparent, given the lack of incentive and motivation. Further setbacks were
met when we had to recruit our study participants within a limited time, especially in the
period where schools were starting to dismiss students for summer break. If this issued is

rectified, the experiment may potentially be a successful one.

In our final dual-primes condition experiment, we note that both Prime 2 and target
had general movements according to what was hypothesised, but Prime 1 had an entirely
unexpected assimilation move, significantly contradicting our assumptions. One reason
proposed could be that the attitude certainty on the lower bound of Prime 1, in which
overlapped with target, was so strong at the particular bound that instead of a contrast, as
predicted, with the other prime in which it had no overlap with, it moved together with the
target in which it had a strong overlap with. Researchers can examine for the factor of

attitude certainty on one or both bounds of each prime and target evaluated.

Another area worth investigating would be the degree of symmetry in simultaneous
shifts between two context ranges (Reciprocity Hypothesis, Hsiao 2002). While the
Reciprocity Hypothesis proved simultaneous shifts between two context ranges, it did not

address the issue on whether both corresponding shifts would be congruent. Therefore,
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another reason why Prime 1 could have assimilated with target instead, was possibly because
its post-context effect with Prime 2 had resulted in a lesser than expected repel from Prime 2,
thereby retaining an overlap with target, albeit a smaller one, after it supposedly contrasted.
Subsequent shifts would then see all three overlapped target and contexts ranges assimilating
closer to each other, though target would ultimately end up higher up the scale, given the
larger initially overlap range with Prime 2 manipulated. This assumption of incongruent
shifts could possibly occur singly, or in conjunction with attitude certainty. Future research

may likely include and investigate the role and influences of these suggested factors.

Last but not least, valence effect is not verified in the present research; we cannot
determine if a prime placed to overlap with the target on its negative valence would result in
a different contextual effect than a similar prime manipulated to overlap on the positive
valence of the target. Therefore unlike in the current research, future research may consider a
symmetrical setup for a more accurate examination, with the degree of overlap kept constant

on both valence of the target.
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