
How does self-referencing affect product evaluations? A
comparison of three models

Heribert Gierl, Sandra Bombe

Angaben zur Veröffentlichung / Publication details:

Gierl, Heribert, and Sandra Bombe. 2012. “How does self-referencing affect product
evaluations? A comparison of three models.” Marketing: ZFP 34 (2): 124–39.
https://doi.org/10.15358/0344-1369-2012-2-124.

Nutzungsbedingungen / Terms of use:

Dieses Dokument wird unter folgenden Bedingungen zur Verfügung gestellt: / This document is made available under these conditions:
Deutsches Urheberrecht
Weitere Informationen finden Sie unter: / For more information see:
https://www.uni-augsburg.de/de/organisation/bibliothek/publizieren-zitieren-archivieren/publiz/

licgercopyright

https://doi.org/10.15358/0344-1369-2012-2-124
https://www.uni-augsburg.de/de/organisation/bibliothek/publizieren-zitieren-archivieren/publiz/


Ac k nowledgem ents:Th e auth ors th ank Klaudia Gow ik , Ch ris tina
Münch , Th om as Th ie land Ste p h anie W aginiforh e lp ing us cre ating and
p re -te s ting th e adve rtis e m e nts us e d in th e s tudie s .

Heribert Gierl is Profe s s orof
Mark e ting atth e Unive rs ity of
Augs burg, Unive rs itae ts s tras s e
16, 86159 Augs burg, Ge rm any,
Ph one : +49/821 598 4051,
Fax: +49/821 598 4216,
E-Mail: h e ribe rt.gie rl@
w iw i.uni-augs burg.de .

Sandra Bombe is Re s e arch
As s is tantatth e Unive rs ity of
Augs burg, Unive rs itae ts s tras s e
16, 86159 Augs burg, Ge rm any,
Ph one : +49/821 598 4047,
Fax: +49/821 598 4216,
E-Mail: s andra.bom be @
w iw i.uni-augs burg.de .

How DoesSelf-R eferenc ingAffec tProduc tEva lua tions?
A C om pa risonofTh reeM odels
ByHe ribe rtGie rland Sandra Bom be

Se lf-re fe re ncing is th e cognitive p roce s s
th rough w h ich ce rtain p ie ce s of inform ation
e ncourage individuals to ge ne rate s e lf-re lat-
e d th ough ts th atdire ctth e iratte ntion to th e m -
s e lve s . In adve rtis e m e nts , p e rip h e ralad cue s
and ins tructions to im agine or re m e m be r
e ve nts m ay e licits e lf-re late d th ough ts th ataf-
fe ct p roduct e valuations . In th is p ap e r, w e
cons ide rth re e m ode ls ofs e lf-re fe re ncing. W e
s h ow th atins tructions to im agine or re m e m -
be r a p le as ante ve ntcaus e favourable p rod-
ucte valuations both in th e cas e ofs trong ar-
gum e nts and in th e cas e ofw e ak argum e nts .
Ins tructions to im agine or re m e m be r an un-
p le as ant e ve nt re nde r e valuations m ore e x-
tre m e . Pe rip h e ralad cue s th atcaus e p e rce p -
tions of cue /s e lf-s im ilarity im p rove p roduct
e valuations re gardle s s ofargum e nts tre ngth .
Th us , w e s h ow th atdiffe re nttyp e s ofs tim uli
th ate licits e lf-re late d th ough ts re s ultin diffe r-
e ntre s p ons e s to th e adve rtis e d p roduct.

1. Introduc tion

1.1. Th e C om ponentsofAdvertisem ents
Advertisem ents thataim to influence consum erattitudes
are com posed of severalelem ents.O n the one hand, ad-
vertisem ents contain diagnostic inform ation. The con-
sum erm ay use these piecesof inform ation to inferdesir-

able productcharacteristicsand benefits, such as quality
and suitability for increasing socialprestige.Benefitar-
gum entsand signals of quality are considered diagnostic
inform ation. Strong benefit argum ents elicit thoughts
suggesting that the product is superior to com petitors’
products, w hereas w eak argum ents elicit thoughts sug-
gesting thatthe advertised productdoes nothave superi-
orbenefits (P etty/C acioppo 1986 , p.32;P etty/C acioppo/
Schum ann 1983, p. 139). Alternatively, the consum er
m ay rely on signalsof quality, such asthe brand nam e, a
Consum er R eports rating, or w arranties, to assess prod-
uct favourability (M ahesw aran/M ackie/C haiken.1992,
p.321;M iniard etal.1991, p.97 ).O n the otherhand, ad-
vertisem ents are com posed of num erous pieces of non-
diagnostic inform ation.The consum er is aw are thatthis
inform ation is notsuitable for inferring productfavour-
ability because such inform ation isnotlogically connect-
ed to the advertised product’s benefits (N isbett/Zukier/
Lem ley 1981, p.249).Studies on the persuasiveness of
advertising have m ainly investigated tw o types of non-
diagnostic inform ation.The firsttype consists of favour-
able peripheral advertising cues, such as liked m usic,
liked celebrities, attractive m odels, and beautiful land-
scapes (Andrew s/Shim p 1990, p.196 ).The second type
consists of favourable heuristic cues, such as scarcity
signals orhints thatthe m ajority of consum ers preferthe
respective product (M ahesw aran/C haiken 1991, p.13).
R esearchers suggestthatthe favourability of peripheral
ad cuesand heuristic cuesspillsoveronto productevalu-
ations.W e investigate anotherproperty of nondiagnostic
inform ation:pieces of inform ation thatelicitthe m ental
processof self-referencing.

1.2. Th eDefinitionofSelf-R eferenc ing
Initially, research on self-referencing focused on the in-
dividual’sability to rem em berpiecesof inform ation.In a
typical study, W ells/H offm an/E nzle (1984) asked one
subsam ple of people to assessw hethernum erousattribu-
tes, such as proud oridealistic, “describe you;” the other
subsam ple group w as asked to determ ine w hether these
attributes “describe John Lennon.” The first group w as
able to recall m ore attributes. Sym ons/Johnson (1997 )
provided an overview of 127 experim entsthatinvestigat-
ed the effect of self-referencing tasks on recall values.
H ow ever, paststudies have also exam ined the effectof
self-referencing on evaluations.Thus, ourdefinition does
not focus on a certain response variable. Instead, w e
highlight the com m on m ental process thataffects both
recallvalues and evaluations and define the conceptas
follow s:self-referencing isthe cognitive processthrough
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w hich certain pieces of inform ation encourage consu-
m ers to generate self-related thoughts (B urnkrant/U nna-
va 1995, p.17 ;D ebevec/Iyer 1988, p.7 4) thatdirectthe
individuals’attention to them selves and create links be-
tw een the stim ulus inform ation and self-related inform a-
tion or even distractthe individuals’ attention from the
stim ulus inform ation (D ebevec/Spotts/K ernan 1987 , p.
417 ).

To avoid confusion, w e outline the differences betw een
self-referencing and the concepts of self-verification and
self-enhancem ent. The literature denotes the processes
through w hich targeted consum ers relate the benefitar-
gum ents to them selves as self-verification and self-en-
hancem ent.P aststudies have extensively exam ined how
advertisem ents em phasising benefits thatconform to the
consum er’s actualoridealself-perceptions cause higher
product evaluations because possessing and consum ing
these products verify and enhance self-perceptions (e.g.,
G raeff1996 , p.5;Leary 2007 , p.319;Levy 1959, p.117 ;
Sirgy 1980, p.350;1982, p.288f.).Forinstance, consu-
m ers w ho strongly desire the perfectfigure w illprefera
supplier of ahom e gym that prom ises its product w ill
help to im prove one’s figure or m aintain aw ell-shaped
body. Self-congruity theory posits that the fit betw een
benefit argum ents and actual/ideal self-perceptions af-
fects productevaluations positively.In contrast, self-ref-
erencing arises if nondiagnostic inform ation fits w ith
self-perceptions.Fig.1illustratesthe difference betw een
the self-verification/enhancem entprocessesand the self-
referencing process.

1.3 . C ontributionto R esea rc h
O urreview of priorresearch on the role of self-referenc-
ing in evaluations reveals thatthe studiesare based on a
com m on foundation. These studies hypothesise that
m ore cognitive resourcesbecom e available if an individ-
ualfeels thathe orshe has been personally addressed by
certain instructions and peripheralad cues (B urnkrant/
U nnava 1989, p.6 29;D ebevec/Iyer 1988, p.7 6 ;Rogers/
K uiper/K irker197 7 , p.6 80).If m ore cognitive resources
are available, m ore self-related thoughts are generated.
There is aconsensus in the literature on this partof the
theory.

M ostresearchers argue thatthe surplus of cognitive re-
sources is spentin favour of am ore intense elaboration
of the argum ents (e.g., B urnkrant/U nnava 1989;1995),
w hich positively affects the evaluations.This prem ise is
denoted in the literature as the elaboration-based expla-
nation of the self-reference effect.Thus, prior research

has m ainly attem pted to dem onstrate thatnum erous ver-
sions of instructions and cues w ith the potentialto elicit
self-related thoughtsaffectevaluationspositively.

Tw o aspectsof these studieshave given rise to new ques-
tions.First, em piricalresearch often did notsupportthe
assum ption thatthe investigated instructionsand periph-
eralad cues actually im prove evaluations.Second, from
atheoreticalpointof view , B aum gartner/Sujan/B ettm an
(1992) and Sujan/B ettm an/B aum gartner (1993) hypothe-
sised thatself-referencing hasadifferenteffect.In brief,
they argued that self-related thoughts distract the con-
sum er’s attention from stim ulus inform ation (i.e., the
ad);instead, positive em otions are evoked and trans-
ferred to the productregardlessof the argum entstrength.
This view is denoted as the affective-based explanation
of the self-reference effect.W e found tw o statem ents in
the literature indicating aconflictbetw een these perspec-
tives (E scalas 2007 , p. 421;B urnkrant/U nnava/Jew ell
2001, p.89).H ow ever, neither E scalas nor B urnkrant/
U nnava/Jew ellultim ately clarified the question of w hich
explanation iscorrectoridentified the precise conditions
underw hich the alternative explanationsare valid.

In this study, w e use these aspects as astarting pointto
elaborate on the theories underlying the affective-based
explanation and the elaboration-based explanation. W e
develop tw o m odelsand denote them as the affect-trans-
fer m odeland the evaluation-am plification m odel.Both
stream s of research (i.e., the researchers w ho rely on the
affective-based explanation and those w ho rely on the
elaboration-based explanation) use the sam e technique to
induce the self-referencing process:instructionsto im ag-
ine orrem em berone’s ow n experiences.Thus, w e focus
on this type of instruction and hypothesise that affect
transfer occurs if consum ers im agine or rem em ber a
pleasanteventthatis associated w ith positive em otions.
In contrast, w e expectm ore extrem e evaluations if con-
sum ersim agine orrem em beran unpleasanteventassoci-
ated w ith personalproblem s.Adm ittedly, the basic prin-
ciples of these theories have already been discussed in
the literature.H ow ever, em piricalevidence on this m at-
terrem ainsscarce.

In addition to instructions to im agine orrem em ber, sev-
eralother pieces of nondiagnostic inform ation thatm ay
activate aself-referencing process are discussed in the
literature.O therexam ples of self-referencing techniques
include portrayalsof otherpeople, sym bols w ith cultural
m eaning, cues thatinduce sensations of personalnostal-
gia (e.g., M archegiani/P hau 2010, p. 244;M uehling/
P ascal2011, p.110;M uehling/Sprott2004, p.27 ), sim -
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ple instructions to rely on one’s ow n thoughts thatare
provided prior to one’s exposure to a target stim ulus
(Turco 1996 , p.26 4), statem ents such as “designed w ith
you in m ind” (E scalas 2007 ), pictures of product-usage
situationsfrom the consum er’sperspective (e.g., M eyers-
Levy/P eracchio 1996 ), and statem ents w ith special
w ordings (e.g., D ebevec/Rom eo 1992;B osm ans et al.
2001).W e assum e thatthe effects of m ostof these tech-
niques cannotbe explained by the affect-transfer m odel
or by the evaluation-am plification m odel. W e cannot
considerallof these techniques in thisstudy.H ow ever, a
traitshared by som e of these techniquesistheirsuitabili-
ty for eliciting perceptions of cue/self-sim ilarity.Thus,
w e also investigate the effectiveness of cues that elicit
perceptionsof cue/self-sim ilarity.

In sum , ourcontribution to the literature istw ofold.First,
w e test w hether the pleasant/unpleasant dichotom y can
be used to predictthe outcom e of instructionsto im agine
orto rem em ber.Second, w e considercuesthatelicitper-
ceptions of cue/self-sim ilarity, develop a third m odel
called the evaluation-enhancem ent m odel, and test this
m odel.

2. Th eAffec t-Tra nsferM odel

Forclarification, w e presentin Fig.2 exam ples of real-
w orld adsthatcontain instructionsto im agine orrem em -
berapleasantevent.

Consum ers w ho are asked by the ad’s verbalinstruction
to envision them selves in apleasantsituation m ay feel
personally addressed by the ad and therefore m ake addi-
tional cognitive resources available (e.g., B abin/B urns
1997 ;B one/E llen 1990;1992, p.96 ;D ahl/H oeffler2004;
D im ofte/Yalch 2010;G regory/C ialdini/C arpenter 1982;
K rishnam urthy/Sujan 1999; M orrison/Shaffer 2003).
Thissurplusof resourcescan be used to generate self-re-
lated thoughts. In this condition, consum ers m ay envi-
sion them selves in the situation described ordepicted in
the ad, w hich enables them to achieve favourable out-
com es (C hang 2005, p.888;D ebevec/Iyer 1988, p.7 5;
M artin/Lee/Yang 2004, p.28).

Alternatively, consum ers m ay be asked to rem em ber
their ow n pleasant experiences (B aum gartner/Sujan/
B ettm an 1992;B urnkrant/U nnava/Jew ell 2001, p. 91;
P rice/Axsom /C oupey 1997 ).Again, additionalcognitive
resources thatcan be used to retrieve self-related infor-
m ation stored in the m em ory are expected to becom e
available (Anderson/Reder 197 9, p.390;Sujan/B ettm an/
B aum gartner1993, p.426 ).

B aum gartner/Sujan/B ettm an (1992, p. 57 ) and E scalas
(2004, p. 40) suggest that self-related thoughts (things
im agined or autobiographical know ledge) m ay be the
im m ediate source of em otions. The literature suggests
thatpositive em otions are likely to be elicited if self-re-
lated thoughtsare storylike (E scalas2004;2007 ) and fo-
cused on apleasant event.Storylike thoughts require a
higher portion of cognitive resources than non-storylike
thoughts. Self-related thoughts are storylike if the fol-
low ing criteriaare m et.The person m ustbe involved in
the self-generated story asan actor.The thoughtsm ustbe
organised chronologically (i.e., the self-generated story
consists of an initialevent, interm ediate events, and afi-
nal event). A type of causality m ust exist (i.e., the
thoughts concern a goal, actions, and an outcom e).
M oreover, the thoughts m ustfocus on aconcrete rather
than an abstractevent(e.g., “m y lastChristm as” or“m y
nextChristm as” instead of “Christm as”).B aum gartner/
Sujan/B ettm an (1992, p.57 ) and Sujan/B ettm an/B aum -
gartner (1993, p. 423) posit that concrete storylike
thoughts include severaldetails regarding tim e and con-
text.Thistheory isalso denoted asthe narrative process-
ing of inform ation and is explained in greater detailby
G reen/B rock (2000) and G reen/B rock/K aufm ann (2004).

The phenom enon in w hich em otionsare used forproduct
evaluations can be explained by aprocess of m isattribu-
tion.Som e researchers presum e thatpeople consulttheir
affective state forevaluations (i.e., they use a“how do I
feelaboutit” heuristic) (Schw arz1990, p.529;Schw arz/
C lore 1983, p. 520;Schw arz et al. 1991, p. 201). If a
stim ulus (e.g., aproduct) is presentin astate of positive
em otions elicited by self-related thoughts, consum ers
m ay m istakenly attribute the cause of these em otions to
the attributes and benefits of the stim ulus rather than to
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Figure 3:The Affect-TransferM odelofSelf-Referencing

the presence of self-related thoughts. Sujan/B ettm an/
B aum gartner (1993, p.423) referto tw o argum ents to ex-
plain w hyatransferof em otionscan happen.First, an indi-
vidual’sperception of hisorherpersonalcharacteristicsis
rathercom plex;consequently, self-related thoughtsrequire
the bulk of cognitive resources, and argum ents m ay even
be neglected.Second, consum ers m ightvalue self-related
thoughts m ore than argum ent-based thoughtsand thus ig-
nore argum entsentirely.W hen are consum erslikely to rely
on theirem otionsto evaluate an advertised product?First,
the literature argues that individuals w ho are highly en-
grossed in self-related thoughtsignore argum ents.Second,
the literature suggests thatonly positive em otions w illbe
transferred to the advertised product (M acInnis/P rice
1987 );negative em otionsinduced by self-referencing w ill
not substitute for argum ent processing. The findings of
B urnkrant/U nnava/Jew ell (2001, p.95) provided support
for the latter assum ption. This asym m etry m ay be ex-
plained by ahum an tendency to focus on internalstim uli
(e.g., im agination and autobiographic m em ory) in the case
of positive em otions.In contrast, people tend to seek exter-
nalstim ulideliberately in the case of negative em otionsto
distractthem selvesfrom such em otions.Third, Sujan/B ett-
m an/B aum gartner (1993, p.426 ) suggestthataperceived
link m ustexistbetw een the advertised productand the gen-
erated storylike self-related thoughts.

In sum , instructions to im agine or rem em berapleasant
eventthatinduces storylike self-related thoughts linked

to the advertised productare expected to affectproduct
evaluations in accordance w ith the affect-transferm odel
(B osm ans et al. 2001, p. 115;D im ofte/Yalch 2010, p.
348;M artin/Veer/P ervan 2007 , p.201).The m odel de-
picted in Fig.3 predicts im proved evaluations in w eak
argum entconditionsbutcannotbe used to predictw heth-
er self-referencing im proves evaluations in strong argu-
m entconditionsasw ell.

Sujan/B ettm an/B aum gartner (1993, p.429) tested the in-
teraction effect of the presence of an instruction to re-
m em berpleasanteventsand argum entstrength.Theirre-
sultsw ere in line w ith the affect-transferm odel.W e con-
tribute to the research on self-referencing by replicating
these authors’experim ent.H ow ever, there isalack of re-
search on the interaction effectof argum entstrength and
instructions to im agine pleasant events. In related re-
search, E scalas (2004;2007 ) conducted aseries of ex-
perim ents. For instance, E scalas (2007 , p. 425) tested
w hetherargum entstrength and the instruction to be scep-
ticalof the ad m oderate the effectiveness of an instruc-
tion to im agine apleasantevent;she did notcom pare the
effectof the presence of the instruction w ith the effectof
its absence. P raxm arer (2011) tested the interaction ef-
fect of the instruction to im agine using the advertised
productand argum entstrength.This type of instruction
doesnotnecessarily aim to generate favourable im agina-
tions. W e intend to add additional findings to the re-
search on self-referencing by considering the presence
and absence of instructions to im agine pleasantevents.
Accordingly, w e testthe follow ing hypothesis:

H 1: Regardless of argum ent strength, instructions to
im agine orto rem em bera pleasanteventcause pos-
itive productevaluations.

3 . Th e Eva lua tion-Am plific a tionM odel

To introduce the second m odel, w e show som e exam ples
of real-w orld ads thatcontain instructions to im agine or
rem em beran unpleasanteventin Fig.4.The G erm an ad
show n on the leftside of this figure asks citizens to vol-
unteer at fire departm ents.The instruction used can be
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translated as follow s:“Im agine thatyou press the em er-
gency button, and nobody com es.”

Consum ers w ho are asked to envision or rem em ber an
unpleasant event could also feel personally addressed
and m ake additionalcognitive resources available (e.g.,
B urnkrant/U nnava 1989, 1995). These resources are
used to develop self-related im aginations or to retrieve
autobiographical m em ories. Through this process, the
consum er generates additional self-related explanations
forw hy problem s arise if he orshe does notuse the ap-
propriate products (Janis/Feshbach 1953). E ssentially,
there are tw o sources affecting the consum er’s percep-
tion of problem relevance. First, the inform ation con-
tained in the ad itself affects these perceptions.Second,
self-related thoughts m ay influence the consum er’s per-
ceptionsof personalrelevance asw ell.Consequently, the
consum er perceives the personalrelevance of the prob-
lem sto be higheroverallbecause of the presence of self-
related thoughts (K eller/B lock 1996 , p.450).

W e assum e thatthe m otivation to search for good solu-
tionsto problem sism ore pronounced if consum ersm ore
strongly perceive the personal relevance of such prob-
lem s. If perceptions of personal relevance are strong,
consum ers are likely to elaborate on the argum ents sig-
nificantly ratherthan ignore them because the advertised
productis likely to help to avoid orattenuate problem s
(H ovland/Janis/K elly 1953;Janis/Terw illinger 196 2, p.
409;Ruiter etal.2001, p.309).In this w ay, consum ers
can balance self-related, problem -oriented thoughts w ith
argum ent-based, solution-oriented thoughts. Strong ar-
gum ents indicate thatthe problem s can be solved by the
advertised product and are thus perceived to be even
stronger.In the w eak argum entcondition, increased per-
ceptions of personal relevance are apparently not bal-
anced w ith the argum ents, and w eak argum ents are per-
ceived to be even w eaker.In sum , the perceptions of ar-
gum entstrength w illbecom e m ore extrem e (B urnkrant/
U nnava 1995, p.18).These considerationsare consistent
w ith those of B urnkrant/U nnava (1989, p. 6 30), w ho
presum e that “increasing personal relevance m otivates
greater elaboration of issue-relevantargum ents, produc-
ing prim arily unfavourable thoughtsw hen m essage argu-
m entsare w eak and prim arily favourable thoughts w hen
m essage argum entsare strong.” Thisperspective isbased

on the general assum ption that increased cognitive re-
sources enable consum ers to elaborate on any piece of
inform ation (i.e., both stim ulus inform ation and self-re-
lated thoughts) m ore intensely.Because perceptions of
argum ent strength indicate the product’s suitability for
avoiding personalproblem s, productevaluations are ex-
pected to be m ore extrem e in the self-referencing condi-
tion asw ell(e.g., B urnkrant/U nnava 1995, p.17 ;H upfer
2006 , p.997 ;M eyers-Levy/P eracchio 1996 , p.409;Ro-
gers/K uiper/K irker 197 7 , p.6 80).The evaluation-am pli-
fication m odelisdepicted in Fig.5.

W e did notfind em piricalstudies investigating the inter-
action effectof argum entstrength and instructions (i.e.,
their presence vs.absence) to im agine or rem em ber un-
pleasant events. In related research, B urnkrant/U nnava
(1989, p.6 30) tested the effectivenessof differently w or-
ded instructions to rem em berunpleasantevents;how ev-
er, the instruction-absentcondition w as notconsidered.
Thus, w e intend to contribute to the research on self-ref-
erencing by testing the follow ing hypothesis:

H 2: Instructions to im agine or rem em ber an unpleasant
eventm ake productevaluationsm ore extrem e.

4. Th e Eva lua tion-Enh a nc em entM odel

P ortraitsof people w ho share com m onalitiesw ith the tar-
geted recipientsare frequently show n in advertisem ents.
Consum ers can easily recognise these persons’ overt
characteristics, such astheirgender, age, w eight, clothes,
and ethnic group.Identification theory assum esthatcon-
sum ers autom atically assess their level of sim ilarity to
otherpeople (K elm an 196 1, p.6 5).Severalauthorsargue
that people also use inform ation about other people’s
overt characteristics to m ake inferences regarding life-
styles and nonobservable characteristics (Appiah 2001a,
p.10;2001b, p.32;2007 , p.15 f.;Feick/H igie 1992, p.
11).These inferences resultin an overallperception of
sim ilarity betw een the observerand the person depicted
in the ad (Lee/Fernandez/M artin 2002, p.36 9).Sponta-
neoussentim entssuch as“The depicted person lookslike
m e” m ay be evoked (Forehand/D esphandé 2001, p.
339).D ebevec/Rom eo (1992, p.86 ) denote portrayals of
otherpeople thataim to induce perceptions of sim ilarity
as slice-of-life portrayals.In addition to portrayals, non-
personalcues m ay elicitperceptions of cue/self-sim ilari-
ty asw ell.Forinstance, if acertain landscape fam iliarto
the consum eris depicted in an advertisem ent, spontane-
oussentim entssuch as“Thislandscape lookslike the re-
gion w here Ilive” m ay result(e.g., afeeling of fam iliari-
ty).Descriptions of situations thatare w ellknow n to the
consum er m ay evoke spontaneous sentim ents such as
“This just happened to m e” (Aaker/B rum baugh/G rier
2000, p.128;D ebevec/Iyer 1988, p. 7 4).E ven colours
m ay induce perceptions of cue/self-sim ilarity if consu-
m ersassociate the coloursw ith self-related m eanings.To
illustrate real-w orld ads thatm ightevoke perceptions of
cue/self-sim ilarity, w e presentthree ad typesin Fig.6.
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Figure 6:E xam plesofAdsw ith
the P otentialto E voke P ercep-
tionsofC ue/Self-Sim ilarity

Figure 7:The E valuation-E nhancem entM odelofSelf-
Referencing

Because advertisem ents link cues and the advertised
product, consum ers m ay be m otivated to use cognitive
resources to assess product/self-relatedness.Im agine a
beer ad thatcontains apicture of alandscape.A con-
sum erw ho lives in the areaw here the photo w as taken
m ay experience perceptions of cue/self-sim ilarity be-
tw een the peripheralad cue (i.e., the place depicted) and
his or her ow n personal characteristics (i.e., the place
w here he or she lives). If cognitive resources are in-
creased because of the experienced com m onality, the
consum er m ay im agine the consum ers w ho typically
drink this beer.In this w ay, an overall“for people like
m e” belief oreven an overall“exactly form e” belief is
likely to be elicited (C hang 2008, p.19;D ebevec/Ro-
m eo 1992, p.87 ).

Self-enhancem enttheory hypothesisesthatpeople have a
general need to view them selves positively (Allport
1937 , p. 17 0;K w ang/Sw ann 2010, p. 26 3). E xcept in
cases of depression, individuals tend to have positive
view s of theirpersonalcharacteristics (Alloy etal.1997 ,
p.541;D ebevec/Spotts/K ernan 1987 , p.417 ;Fiske/Tay-
lor 1991, p.186 ;Rogers 1981, p.206 ).Leary (2007 , p.
321) argues thatpeople’s need for positive self-evalua-
tion spills over into their evaluations of the objects,
places, and people w ith w hich they are associated.This
effect is also know n as “ow nness bias” (P erloff/B rock
1980, p.82;Shavitt/B rock 1984, p.154) and “m ere be-
longingness to self” bias (N uttin 1985, p.353).For in-
stance, people tend to evaluate the city in w hich they live
m ore highly than other cities and to overvalue objects
w ith w hich they feel associated.Jones et al. (2002, p.
17 0) and P elham /M irenberg/Jones (2002, p. 47 0) state
thatthis process represents aform of unconscious self-
enhancem ent.If aconsum er generates “for people like
m e” or“exactly form e” beliefs, the consum erw ould be
expected to transferhisorherow n positive attributeson-
to the product, w hich w ould im prove his or her ow n
evaluations of thatproduct(P erkins/Forehand 2012).In
sum , perceptions of cue/self-sim ilarity are likely to im -
prove evaluations. The resulting evaluation-enhance-
m ent-m odelisdepicted in Fig.7.

There is extensive research on the effects of sim ilarities
betw een the cues contained in ads and the recipients of
these adson productevaluations.W e found three stream s
of research thatdifferregarding the w ay of how sim ilari-
ty is m anipulated.First, sim ilarity is varied by depicting
other persons in the ads thatshare or do notshare com -
m on characteristics (e.g., ethnicity, clothes, gender,
w eight, age, and language) w ith the targeted consum er.
W ithin this stream of research, w e identified tw o experi-
m ents thatm anipulated cue/self-sim ilarity and argum ent
strength.Arm strong (2000, p.212) reported findingsthat
are in line w ith the evaluation-enhancem ent m odel.
W hittler/Spira (2002) found m ixed results.Second, sim i-
larity is m anipulated by including the personalattributes
of the targeted recipientin the ad.H ow ard/K erin (2011,
p.6 8) used the respondent’s nam e as the brand nam e for
the advertised product, and Ahn/B ailenson (2011, p.97 )
depicted the respondent’s portraitin the ad.H ow ard/K e-
rin (2011) also varied argum ent strength and reported
m ixed results.Third, sim ilarity is m anipulated by using
ornotusing culture-specific sym bols, colours, and m on-
um ents (e.g., Appiah/Liu 2009;Luna/P eracchio/D e Juan
2003). W ithin this stream of research, w e did not find
any authors w ho m anipulated the argum ent strength as
w ell.O verall, w e found only one study thatisin line w ith
the evaluation-enhancem ent m odel (Arm strong 2000)
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Absence of instructions Instruction to imagine a 
pleasant event 

Instruction to imagine an unpleasant 
event

Figure 8:The W eak-Argum ent
Ad VersionsU sed in the E xperi-
m entto Testthe Affect-Transfer
M odeland the E valuation-
Am plification M odel

and tw o studies thatdid notreportany shifts in evalua-
tions (H ow ard/K erin 2011;W hittler/Spira 2002). Be-
cause the results of previous research are inconsistent,
w e contribute to the research on self-referencing by test-
ing the follow ing hypothesis:

H 3: Regardless of argum ent strength, peripheral ad
cues that induce perceptions of cue/self-sim ilarity
im prove productevaluations.

5. Em piric a lStudies

W e conducted an experim ent to test the affect-transfer
m odeland the evaluation-am plification m odel.Tw o ad-
ditionalexperim ents w ere conducted to testthe evalua-
tion-enhancem entm odel.

5.1. Th e Experim entTesting th eAffec t-Tra nsfer
M odela ndth eEva lua tion-Am plific a tionM odel
The E xperim ental D esign:In the first experim ent, run-
ning shoesand an offerforresortvacationsserved asthe
testobjects.Forthe firsttestobject(running shoes), w e
conducted an experim ent based on a 2 (argum ent
strength:high vs. low ) × 3 (instruction to im agine a
pleasant event, instruction to im agine an unpleasant
event, and the absence of instructions) factorialbetw een-
subjectsdesign.Forthe second testobject(offerof resort
vacations), the experim ental design w as a2 (argum ent
strength:high vs.low ) × 3 (instruction to rem em ber a
pleasant event, instruction to rem em ber an unpleasant
event, and the absence of instructions) factorialbetw een-
subjects design. Therefore, our experim ents add to the
study by B urnkrant/U nnava/Jew ell (2001, p.95) in that
w e com pare the effectiveness of the instruction-present
condition w ith that of the instruction-absent condition.
The dataw ere collected in G erm any.

The Test O bjects:W e used brands from categories that
could be associated w ith pleasantand unpleasantevents.
Based on the experim ents of E scalas (2004;2007 ), w e
adopted the category of running shoesand developed ad
versionsforBrooks, w hich isarelatively unknow n brand
in G erm any.Additionally, w e used resortvacations as a

test object because consum ers w ho book package holi-
days can easily rem em ber pleasant and unpleasant
events. W e created ad versions for the resort com pany
Club M ed.

The Instructions:The instruction requesting consum ers
to im agine apleasanteventw hile evaluating the running
shoes w as adopted from E scalas (2004, p.48;2007 , p.
424):“Im agine yourself running.Your feetfeelrem ark-
ably light.You look dow n and see apairof Brooks run-
ning shoes.Im agine how easy running w ith Brooks w ill
be.” The version thatasked consum ersto im agine an un-
pleasant event w as form ulated analogously:“Im agine
yourself running. Your feet hurt because you have the
w rong pair of shoes.An optim alfitprevents footpain.
W ith Brooks running shoes, your feet feel rem arkably
light.Im agine how easy running w ith Brooks w illbe.”
Sim ilarly, w e created instructions forads prom oting re-
sortvacations.In thiscase, the instructionsaim ed to elic-
itautobiographicalm em ories.The version asking consu-
m ers to rem em berapleasanteventstated the follow ing:
“R em em ber your m ost beautiful holiday:a fantastic
beach, a w onderful hotel, perfect service, delicious
food.” The version asking consum ers to rem em ber an
unpleasanteventstated:“R em em ber your m osthorrible
holiday:an overcrow ded beach, adirty hotel, poor ser-
vice, sim ply anightm are.These things w illcertainly not
happen w ith Club M ed.”

The Argum ent Strength:In apre-test, w e asked consu-
m ers belonging to the targeted segm ents (i.e., people
w ho use running shoes and consum ers w ho book pack-
age holidays) to rate w hethercertain features of running
shoesorpackage holidays, respectively, “indicate asupe-
riorproduct/offerin itscategory” on aseven-pointscale.
In total, 40 people participated in this pre-test. O f the
participants, 20 rated argum ents for running shoes and
the other20 rated argum entsforpackage holidays.Based
on these findings, w e included five featuresthatreceived
low ratings to create the w eak-argum entversions of the
ads and included five features thatreceived high ratings
to develop the strong-argum entversions.

The Test Stim uli:In Fig.8, w e present the w eak-argu-
m ent versions of the advertisem ents for running shoes.
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Figure 9:Resultsofthe
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E valuation-Am plifica-
tion M odel

The strong-argum entversions differ only w ith regard to
the argum ents included.The ad versions forthe holiday
package w ere designed sim ilarly.
The Sam ple and P rocedure:W e conducted an online sur-
vey and distributed the link to the questionnaire viaFace-
book.W e used tw o versionsof the questionnaire because
w e considered tw o testobjects.Atthe beginning of each
questionnaire, w e inform ed the participantsthatw e w ere
interested in consum ers w ho at least occasionally use
running shoesorpurchase package holidays.In total, 36 0
consum ers participated.Because 47 questionnaires w ere
not fully com pleted, the final sam ple included 313 re-
spondents (54 % fem ale, M age = 24.92 years, 32 % stu-
dents).Because w e had tw elve experim entalgroups, the
average cell size w as approxim ately 26 . In addition to
providing dem ographic data, the respondents reported
category involvem ent. W e used these data to analyse
w hetherthe experim entalconditions w ere hom ogeneous
(w e found no significantdifferences).Then the respon-
dents w atched an ad version foras long as they w ished.
Afterview ing the ad, the respondentsevaluated the prod-
uct, agreed or disagreed w ith statem ents thataim ed to
m easure self-referencing, and finally reported theirem o-
tionalstates.
The M easures:The item s w e used to m easure product
evaluationsw ere “attractive,” “interesting,” “appealing,”
and “positive” (α = .925).To assess the em otionalstate,
w e selected fouritem s (cheerful, happy, excited, and de-
lighted;α = .96 6 ) from P AN AS-X (W atson/C lark 1994,
p.11).In the case of the running shoes, w e m easured the
intensity of the participants’self-related thoughtsby ask-
ing them to agree or disagree w ith the follow ing state-
m ents:“I can easily picture m yself using these running
shoes w hile view ing the ad” and “I can easily im agine
situations w here I could use these running shoes.” Sim i-
lar statem ents are frequently used in studies to m easure
self-referencing (e.g., B urnkrant/U nnava 1995;D ebe-
vec/Rom eo 1992; E scalas 2004;2007 ; M icu/C oulter
2010). In the case of the vacation resort, w e aim ed to
vary the intensity w ith w hich autobiographical know l-

edge w asretrieved.W e asked the respondentsto agree or
disagree w ith the follow ing statem ents:“The ad m ade
m e think about m y personal experiences” and “W hile
view ing this ad, I rem inisced about m y ow n experi-
ences.” Sim ilar statem ents w ere used by B urnkrant/U n-
nava (1995), B urnkrant/U nnava/Jew ell(2001), Lee/Fer-
nandez/M artin (2002), and M artin/Lee/Young (2004).
Allscalesw ere seven-pointscales.

The M anipulation C hecks: W e analysed w hether the m a-
nipulations of self-referencing, em otionalstate, and argu-
m ent strength w ere successful. First, w e com pared the
self-referencing caused by the ad versions containing in-
structions to im agine orrem em berw ith the self-referenc-
ing induced by the instruction-absent versions.For run-
ning shoes, self-referencing w as higherw hen the instruc-
tions w ere present(self-referencing:M present = 4.7 8, M absent
= 3.7 8, F 1;152 = 9.028, p < .01).The sam e effectw asfound
forresortvacations (self-referencing:M present= 4.86 , M absent
= 3.7 2, F 1;157 = 16 .124, p < .001).This finding indicates
thatthe m anipulation of self-referencing w as successful.
Second, w e analysed w hether the instructions to im agine
orrem em berapleasanteventresulted in am ore positive
em otionalstate than the instruction-absentconditionsand
w hetherinstructions to im agine orrem em beran unpleas-
anteventcaused aless positive em otionalstate.The find-
ingsindicate thatthism anipulation w assuccessfulasw ell
(em otional state:M pleasant = 4.54, M instructions absent = 3.7 9,
M unpleasant = 2.91, F 2;310 = 26 .801, p < .001).Third, w e in-
vestigated w hetherargum entstrength w asadequately m a-
nipulated, and w e com pared the product evaluations re-
sulting in the strong-argum ent conditions w ith those re-
sulting in the w eak-argum ent conditions (product eva-
luations:M strong = 5.50, M w eak = 3.91, F 1;311 = 100.332,
p < .001).The results show ed thatthe argum entstrength
w asm anipulated asintended.

The Results:In Fig.9, w e reportthe effectsof the m anip-
ulationson productevaluations.

In H 1, w e postulated thatevaluationsare positive and do
notdepend on argum entstrength if instructions to im ag-
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Figure 10:The W eak-
Argum entAd Versions
U sed in the FirstE xperi-
m entto Testthe E valua-
tion-E nhancem entM odel

ine or rem em ber apleasanteventare present.The data
support this assum ption (running shoes:M strong, pleasant =
4.7 3, M w eak, pleasant = 4.7 0, F 1;48 = .006 , p > .9;resortvaca-
tions:M strong, pleasant= 5.7 0, M w eak, pleasant= 5.6 0, F 1;58= .082,
p > .7 ).In H 2, w e expected the evaluations to becom e
m ore extrem e if instructions to im agine orrem em beran
unpleasanteventw ere present.First, w e tested w hether
evaluations are m ore favourable in the strong-argum ent
condition and found evidence for this assum ption (run-
ning shoes:M strong, absent = 5.17 , M strong, present = 5.7 3, F 1;53 =
4.024, p < .05;resortvacations:M strong, absent= 5.52, M strong,

present = 6 .17 , F 1;54 = 3.7 02, p = .06 ).Second, w e analysed
w hether evaluations deteriorate in the w eak-argum ent
condition;again, the datasupport the hypothesis (run-
ning shoes:M w eak, absent = 3.08, M w eak, present = 2.30, F 1;47 =
6 .494, p < .05;resort vacations: M w eak, absent = 3.92,
M w eak, present= 3.28, F 1;41 = 4.6 56 , p < .05).

5.2. Th e Experim entsTesting th eEva lua tion-
Enh a nc em entM odel
To testthe evaluation-enhancem entm odel, w e conduct-
ed tw o experim ents thatdifferin term s of the m anipula-
tion of cue/self-sim ilarity.In the firstexperim ent, w e in-
cluded “The w ay I live” im ages in printadvertisem ents
to induce ahigh self-referencing condition.In the second
experim ent, w e inserted fam ous nationalbuildings into
printads and w ebsites to induce ahigh self-referencing
condition.

5.2.1. T heE ffectivenessof“T heW ay ILive” Im ages

The E xperim entalD esign:The experim entis based on a
2 (argum entstrength:high vs.low ) × 2 (“The w ay Ilive”
im ages:present vs. absent) × 2 (brands) factorial be-
tw een-subjects design.The latter factor w as included to
prove the stability of the results.Thisexperim entaddsto
the study of D ebevec/Rom eo (1992) by accounting for
the argum entstrength.

The TestO bjects:W e used tw o unknow n brands, Decĺeor
cosm eticsand R olben tea.

“The W ay I Live” Im ages:Forthe cosm etic product, w e
targeted young fem ales w ho live in M unich and w ho are
interested in exercise.W e inserted an im age of ayoung
w om an applying m oisturiser into the ads. The ad ver-
sionsthataim ed atinducing high perceptionsof cue/self-
sim ilarity also contained apicture of the w om an exercis-
ing and apicture of afam ousbuilding located in M unich.
In this w ay, “The w ay I live” im ages thatcould induce
“for m e” beliefs w ere present.For the tea, w e targeted
young professional fem ales w ho w ork in m anagem ent
jobsand raise children.The ad versionsdepicted ayoung
w om an drinking tea.The ad versions thataim ed to in-
duce high perceptions of cue/self-sim ilarity contained
pictures of w orking life and fam ily life. G iven these
“The w ay I live” im ages, the targeted consum ers m ay
feeladdressed by the ads and consequently experience
“for m e” beliefs.A sam ple of fem ales rated the im ages
asneitherstrongly positive norstrongly negative.

The Argum ent Strength:The procedure used to select
strong and w eak argum entsw asadopted from the experi-
m entdescribed in the previoussection.The sam plesused
in the pre-testbelonged to the targeted segm ents.

The TestStim uli:Forboth brands, w e created fourad ver-
sions.The versions differ in argum ent strength and the
peripheralcuesincluded in the ad to induce the self-refer-
encing process. For instance, in the case of the young
w om en w ho are interested in exercise and live in M unich,
w e included pictures show ing “M unich,” “body exer-
cise,” “bathing,” and “applying m oisturiser.” The w eak-
argum entversionsof the adsare depicted in Fig.10.

The Sam ple, P rocedure, and M easures:In the case of the
cosm etics, w e collected the datafrom gym s located in
M unich (N = 16 0, M age = 23.46 years).In the case of the
tea, w e collected the datafrom kindergartensafterselect-

Gierl/Bombe, How Does Self-Referencing Affect Product Evaluations? A Comparison of Three Models

132 MARKETING · ZFP · He ft2 · 2. Quartal2012

                                                                                                                                                                  
                                                                                                                                                                                       



Decléor cosmetics Rolben tea 

Notes: Scale ranges from 1 = negative to 7 = positive evaluation.
Strong arguments:            ; weak arguments: 

3.56

Product evaluation 

“The way I 
live” images 

absent

“The way I 
live” images 

present

1

7

3.04

4.61
5.36

3.80

Product evaluation 

1

7

3.02

4.75
5.60

“The way I 
live” images 

absent

“The way I 
live” images 

present
Figure 11:The Resultsofthe Testof
the E valuation-E nhancem entM odel
U sing “The W ay I Live” Im ages

ing young w om en w ho identified them selves as belong-
ing to the targeted segm ent(N = 16 0, M age = 32.48years).
The procedure used w as sim ilar to thatused in the first
experim ent.H ow ever, in the second experim ent, w e did
not collect the dataviaan online survey. Because w e
used other m eans to induce self-related thoughts, self-
referencing w as assessed by asking the respondents to
agree or disagree w ith the follow ing statem ents on sev-
en-point scales:“I strongly feel the advertisem ent w as
intended for people like m e” and “I strongly believe I
w asin the targetm arketthatthe com pany created the ad-
vertisem entfor.” These item s are w idely used in the re-
search on self-referencing (e.g., Aaker/B rum baugh/G rier
2011; B urnkrant/U nnava 1989;1995;Forehand/D es-
handé 2001; M artin/Lee/Yang 2004; M icu/C oulter
2010).

The M anipulation C hecks:W e analysed w hetherthe m a-
nipulations of self-referencing and argum ent strength
w ere successful.First, w e com pared the ad versionscon-
taining “The w ay I live” im ages w ith the ad versions
lacking these im ages and calculated the respondents’
agreem entw ith the statem ents thataim ed atm easuring
self-referencing.The participants of the experim entw ho
w ere exposed to “The w ay Ilive” im agesreported higher
agreem ent w ith these statem ents (self-referencing:
M im ages present = 5.23, M im ages absent = 2.90, F 1;318 = 130.57 0,
p < .001).Thisfinding indicatesthatself-referencing w as
m anipulated successfully. M oreover, w e investigated
w hether the strong-argum ent ad versions led to higher
productevaluationsthan the w eak-argum entad versions.
Again, the findings show thatthis factorvaried in accor-
dance w ith our intentions (productevaluations:M strong =
5.17 , M w eak = 3.37 , F 1;318= 213.599, p < .001).

The Results:Fig.11show s how the productevaluations
depend on the experim entalfactors.Because the findings
w ere stable across the products, w e collapsed the data
across the products and tested H 3. In the strong-argu-
m entcondition, inserting “The w ay I live” im ages led to
m ore favourable productevaluations (M im agespresent = 5.49,
M im ages absent = 4.6 9, F 1;158 = 22.7 38, p < .001).The sam e

effect w as found in the w eak-argum ent condition
(M im ages present = 3.6 9, M im ages absent = 3.03, F 1;158 = 16 .526 ,
p < .001). M oreover, atw o-w ay AN O V A show ed that
there w as no interaction effectof argum entstrength and
the presence of “The w ay Ilive” im ageson producteval-
uations (F 1;316 = .406 , p = .524).

In the nextexperim ent, w e analyse w hether evaluations
are im proved if w e use acue thatis expected to evoke
perceptions of cue/self-sim ilarity to alesser extentthan
do “The w ay Ilive” im ages.

5.2.2. T heE ffectivenessofInclud ing Fam ous
N ationalBuild ings

The D esign ofthe E xperim ent:The experim entaldesign
w asa2 (argum entstrength:high vs.low ) × 2 (building:
fam ous nationalbuilding vs.unknow n foreign building)
× 6 (brands) factorialbetw een-subjects design.The cue/
self-sim ilarity w as varied by depicting either afam ous
nationaloran unknow n foreign building in the ads.W e
considered severalbrandsastestobjectsto prove w heth-
er the findings w ere stable across the brands.The data
w ere collected am ong students from G erm any. At the
end of this section, w e reportfindings from areplication
of this experim entconducted in three countries (G erm a-
ny, France, and the U .K .).

The TestO bjects: U sing im ages of buildings associated
w ith the country in w hich an advertisem ent’s recipient
lives orusing im ages of buildingsassum ed to be located
in foreign countriesin adsm ay have m ultiple effects.W e
intend to focus on the effectof self-referencing.An im -
age of aknow n nationalbuilding fits adom estic brand
and does notfitaforeign brand, w hereas an im age of a
foreign building fitsaforeign brand and doesnotfitado-
m estic brand.M oreover, an im age of abuilding located
in aforeign country conform s to brands thatare posi-
tioned as internationalbrands;in this w ay, afurther ef-
fectcould be evoked if the building (nationalvs.foreign)
and the brand’s positioning (dom estic vs.international)
are congruent or incongruent.To avoid confusion w ith
these fitconcepts, w e focused on brandsw hose countries
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Brand’s country of origin   Brand 
internationality

Brand

Certainty about the 
country of origin 

Speculation about
the country of origin 

“I have 
no idea”

Colgate tooth paste D (1/32) - 31/32  3.75 (1.34) 

Medion computer D (1/32) D (1/32), F (1/32), 
K (1/32) 

28/32  3.00 (1.63) 

Theramed tooth paste - D (2/32) 30/32  2.19 (1.64) 

Titan suitcase - - 32/32  1.56 (.73) 

Trekstor MP3 player - - 32/32  1.56 (1.10) 

Volvic mineral water F (1/32) F (3/32) 28/32  3.75 (1.34) 

Notes: D = Germany, F = France, I = Italy, K = South Korea. 
Scales to assess brand internationality: 1 = local to 7 = global, 1 = only sold 
nationally to 7 = sold all over the world; standard deviations in parentheses. 

Ad versions for a Medion laptop  Ad versions for Titan suitcases 
Famous national building Unknown foreign building  Famous national building Unknown foreign building

Table 1:K now ledge ofthe
B rand’sC ountry ofO rigin and
RatingsofB rand Internationa-
lity

Figure 12:The W eak-
Argum entAd Versions
U sed in the Second E xper-
im entto Testthe E valua-
tion-E nhancem entM odel

of origin are w idely unknow n am ong consum ers.M ore-
over, the brands should not be interpreted as interna-
tionalbrands (i.e., as brands w hose benefitlies in their
availability throughoutthe (W estern) w orld).W e asked
32 students from aG erm an university to provide infor-
m ation aboutthe countriesof origin of num erousbrands
and to assess the brands’ internationality by adopting
the scales suggested by Steenkam p/B atra/Alden (2003,
p. 6 4). From this list, w e selected six brands w hose
countries of origin w ere ratherunclearfrom the consu-
m ers’ pointof view and w hose internationality ratings
w ere low .K now ledge of the brands’countries of origin
and the ratings of brand internationality are show n in
Tab.1.

The B uildings:Another pre-test (N = 32 students) w as
conducted to identify buildings thatare eitherhighly fa-
m ousin G erm any orunknow n and perceived to be locat-
ed in aforeign country butdo notdiffer w ith regard to
the respondents’ preferences. Each of the participants
identified the Brandenburg G ate of Berlin as afam ous
G erm an m onum ent. Additionally, the fam ous national
building and the unknow n foreign building thatw as al-
ternatively included in the ads had to be equally attrac-
tive to prevent confusion regarding the respondents’
preferences for the m onum ents. W e asked the partici-
pants to rate the Brandenburg G ate and im ages of four
unknow n foreign buildings on seven-point scales (“at-
tractive,” “appealing,” and “interesting”).W e selected an
unknow n foreign building thatw as liked to the sam e ex-

tent as the Brandenburg G ate (m onum ent liking:
M Brandenburg G ate = 4.38, M foreign = 4.25, F 1;30 = .038, p > .9).
The Argum entStrength: W e adopted the procedure used
in the experim entsexplained above.
The TestStim uli:In Fig.12, w e show the w eak-argum ent
versionsof the adsfortw o brands.These versionsalso il-
lustrate how w e construed alink betw een the im age of
the building and the advertised product.Forinstance, the
im age of the building served as ascreensaverin the ads
for the com puter.The suitcase w as depicted in frontof
the buildings. Therefore, the consum er should not be
confused and prom pted to scrutinise the reason forshow -
ing the buildings.
The P rocedure, M easures, and Sam ple:W e program m ed
an online survey and targeted 56 0 students (51 % fem ale,
M age = 24.58years) from differentuniversities located in
G erm any.Because w e had four experim entalconditions
and six products, the cellsize w asapproxim ately 23.The
procedure and the m easures w ere adopted from the ex-
perim entin w hich the effectiveness of “The w ay I live”
im ageshad been tested.The questionnairesalso included
18statem ents to assess num erous dim ensions of ethno-
centrism . The item s w ere adopted from Shim p/Sharm a
(1987 ), C leveland/Laroche/P apadopoulos (2009), Xu/
Shim /Lotz (2004), and related studies.
The M anipulation C hecks: W e started our dataanalyses
by conducting a m anipulation check of the buildings’
suitability for inducing the self-referencing process. In
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Brand Strong arguments  Weak arguments 

Famous national 
building

Unknown
foreign building

Famous national 
building

Unknown
foreign building 

Colgate tooth paste 5.70 (1.01) 5.01 (1.39)  4.19 (.61) 3.50 (1.21) 

Medion laptop 5.77 (.81) 5.47 (1.17)  4.11 (1.07) 3.52 (1.17) 

Theramed tooth paste 5.39 (1.44) 4.87 (1.25)  4.06 (.97) 3.80 (1.58) 

Titan suitcase 5.21 (1.07) 4.93 (.81)  3.71 (.83) 3.48 (.87) 

Trekstor MP3 player 5.62 (.87) 4.85 (1.13)  3.96 (1.59) 3.18 (1.61) 

Volvic mineral water 6.20 (.70) 5.45 (1.34)  4.50 (1.10) 3.78 (1.35) 

Overall 5.58 (1.07) 5.08 (1.19)  4.07 (1.23) 3.51 (1.34) 

Notes: Scale ranges from 1 = negative to 7 = positive product evaluation. 
Standard deviations in parentheses. 

Strong arguments  Weak arguments Consumers’  
country of origin Famous national 

buildings
Unknown
foreign buildings

Famous national 
buildings

Unknown foreign 
buildings

Germany 5.27 (.97) 4.29 (1.46)  3.83 (1.77) 2.66 (1.38) 

France 5.56 (.94) 4.55 (1.43)  3.98 (1.32) 2.76 (1.22) 

U.K. 5.13 (1.30) 4.74 (1.48)  3.50 (1.56) 3.21 (1.41) 

Overall 5.36 (1.06) 4.56 (1.45)  3.73 (1.58) 2.85 (1.34) 

Notes: Scale ranges from 1 = negative to 7 = positive product evaluation. 
Standard deviations in parentheses. 

Table 2:The Resultsofthe Test
ofthe E valuation E nhancem ent-
M odelU sing Fam ousN ational
vs.U nknow n Foreign B uildings

Table 3:The Resultsofthe Test
ofthe E valuation-E nhancem ent
M odelU sing Fam ousN ational
vs.U nknow n Foreign B uildings
in the Replication Study

the case of the Brandenburg G ate, the test participants
agreed m ore strongly w ith the statem ents used to assess
self-referencing (self-referencing:M Brandenburg G ate = 4.93,
M foreign = 4.01, F 1;558= 22.86 5, p < .001).Additionally, w e
proved w hether the strong-argum ent versions caused
higher productevaluations than the w eak-argum entver-
sions.The resultsindicate thatthe m anipulation of the ar-
gum ent strength w as successful (product evaluations:
M strong = 5.33, M w eak = 3.7 8, F 1;558 = 220.015, p < .001).
N ext, w e calculated the values for ethnocentrism . W e
found low values and no differences across the experi-
m entalconditions.Therefore, ethnocentrism does notbi-
asourresults.

The Results:In the nextstep, w e calculated producteval-
uations for the experim entalconditions.The results re-
ported in Tab.2 provide evidence that product evalua-
tionsare higherin the conditionsin w hich the fam ousna-
tionalbuilding (Brandenburg G ate) is show n than in the
conditions in w hich the unknow n foreign building is de-
picted.Thiseffectw asobserved forboth the strong-argu-
m entand w eak-argum entconditions (strong argum ents:
M Brandenburg G ate = 5.58, M foreign = 5.08, F 1;27 8 = 14.385,
p < .001;w eak argum ents:M Brandenburg G ate = 4.07 , M foreign =
3.51, F 1;27 8 = 12.36 1, p < .001).A tw o-w ay AN O V A did
notrevealan interaction effectbetw een argum entstrength
and the depicted building (F 1;556 = .087 , p = .7 6 9).The
findings w ere stable across the brands and thus support
H 3.

The Replication Study: The findings reported above
could be valid foracertain case (G erm any and the Bran-
denburg G ate).To prove stability, w e replicated the ex-

perim entforH ead and Shoulders sham poo and collected
datafrom G erm any, France, and the U .K .P re-tests indi-
cated thatconsum ers w ere unable to assign this brand to
acountry of origin and rated its internationality rather
low .W e m anipulated the initialpage of thisbrand’sw eb-
site by including eitherim ages of fam ous nationalbuild-
ings or im ages of unknow n foreign buildings. For the
G erm an version, the fam ousbuildingsw ere the Branden-
burg G ate, the N euschw anstein castle, and the Dom e of
Cologne. For the French and E nglish versions of the
brand’sw ebsite, w e used fam ousFrench m onum ents (the
Tour E iffel, the Arc de Triom phe, and N otre-Dam e de
P aris) and E nglish m onum ents (the Tow er Bridge, Big
Ben, and W estm inster P alace), respectively.For the un-
know n-foreign-building condition, w e used the sam e im -
agesin allof the ad versions.These m onum entshad also
been identified in a pre-test. The instruction stating,
“Dive in ...and perk up yourhairw ith ...” w asinserted to
link the visitto the buildingsw ith the usage of the sham -
poo.Again, w e conducted an online survey and show ed
screenshots of the w ebsite.In total, 36 0 students (51 %
fem ale, M age = 23.09, 120 students from each country)
participated in this experim ent. In the U .K ., dataw ere
collected in London;in France, w e used asam ple of stu-
dents from P aris.The findings of the replication study
are sum m arised in Tab.3. They support H 3 (product
evaluations in the strong-argum ent condition:M national =
5.36 , M foreign = 4.56 , F 1;17 8 = 15.96 1, p < .001;product
evaluations in the w eak-argum ent condition:M national =
3.7 3, M foreign = 2.85, F 1;17 8 = 18.095, p < .001).Addition-
ally, w e conducted athree-w ay AN O V A and included ar-
gum entstrength, the im ages of the buildings, and the re-
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Study based on a German sample Cross-national replication study 

Notes: Scale ranges from 1 = negative to 7 = positive evaluation.
Strong arguments:            ; weak arguments: 

4.07

Product evaluation 

Unknown
foreign building 

Brandenburg 
Gate of Berlin 

1

7

3.51

5.08
5.58

3.73

Product evaluation 

1

7

2.85

4.56
5.36

Unknown
foreign building

Famous national 
buildings Figure 13:Sum m ary ofthe

Findingson the E ffectivenessof
U sing Fam ousN ationalB uild-
ings

spondent’s country of origin as experim entalfactors.In
addition to the m ain effects of argum entstrength and the
buildings, w e found neitheram ain effectof the respon-
dents’country of origin norany interaction effectsatthe
.05 level.M ostim portantly, w e did notfind an interac-
tion effectof the buildingsand argum entstrengthson the
productevaluations (F 1;348= .116 , p = .7 33).

In Fig.13, w e show the positive shiftin productevalua-
tions caused by depicting the know n nationalbuildings
in the ads.

6. C onc lusions

6.1. C ontributions
W e contributed to research by analysing w hether the
pleasant/unpleasantdichotom y can be used to predictthe
outcom esof instructionsto im agine orrem em berperson-
alexperiences.O urresults dem onstrate the relevance of
the suggested dichotom y. M oreover, w e contributed to
the literature by developing and testing athird m odelof
self-referencing, w hich w e denoted the evaluation-en-
hancem entm odel.In sum , ourresearch indicatesthatdif-
ferentself-referencing processesare stim ulated by differ-
entinstructionsand peripheralad cues.In turn, these dif-
ferentprocesses resultin differentoutcom es forproduct
evaluations.

Based on these findings, w e can provide the follow ing
recom m endations foradvertising practices.If strong ar-
gum entsare available, instructionsto im agine orrem em -
beran unpleasanteventor cues thatcause high percep-
tions of cue/self-sim ilarity should be used.If only w eak
argum ents are available, instructions to im agine or re-
m em berapleasanteventorcues thatcause high percep-
tions of cue/self-sim ilarity should be used to im prove
evaluations.

6.2. Lim ita tions a ndSuggestionsforFuture
R esea rc h
The Affect-Transfer M odel:Although several authors
have discussed theoriesthatresulted in the affect-transfer

m odel, w e w ere surprised thatourdataactually support-
ed this m odel to such agreat extent. Can adeficit of
strong argum ents be sim ply replaced by verbalinstruc-
tions to im agine or rem em berapleasantevent?W e are
stillscepticalaboutthis issue and thus w ould like to ak-
know ledge im portantlim itations.In the experim entsthat
tested the m odel, consum ers w ere allow ed to view the
printad foras long as they w ished.In real-w orld condi-
tions, the contacttim e is restricted.Im agine a15-second
TV com m ercialthatasksthe audience to rem em berone’s
firstcar.If the audience subsequently view s acom m er-
cial that illustrates how dirt can be rem oved from
clothes, the consum er w ill im m ediately be attracted to
the second stim ulus and w illbe inhibited from generat-
ing storylike thoughts about the car thatare associated
w ith strong positive em otions.M oreover, instructions to
im agine or rem em berapleasanteventm ay be effective
only if consum ers have asingle contactw ith the ad.In
the case of m ultiple contacts, the consum er is likely to
refuse to generate self-related thoughts repeatedly.M ost
critically, situationalfactors w illaffectthe effectiveness
of these instructions.Forinstance, im agine thataprintad
forrunning shoesasksaconsum erto im agine apleasant
event w hile “running in the park.” These instructions
m ight prom pt the consum er to look out the w indow .
H ow ever, rainy w eather is likely to cause unintended
negative self-related thoughts.Thus, w e recom m end that
future research considerthese aspects.E xperim entalde-
signs could include m anipulations of the tim e available
to elaborate on the ads, m anipulations of the frequency
of ad exposures, and m anipulations of situations in
w hich the recipientshave contactw ith the ad.

The E valuation-Am plification M odel:To testthis m odel,
w e used package holidays and running shoes.The stu-
dentsw ho participated in thisexperim entm ay view these
productsas ratherexpensive.Asaconsequence, the per-
sonalrelevance of correctdecisions is high regardless of
the presence or absence of instructions. In future re-
search, less expensive products m ay also be considered
to analyse the effectivenessof these instructions.

The E valuation-E nhancem entM odel:Adm ittedly, aw ide
range of peripheralad cuescan affectperceptionsof cue/
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self-sim ilarity.Because w e focused on only tw o of these
cues (i.e., “The w ay I live” im ages and fam ous national
buildings), ourcurrentresults can hardly be generalised.
Thus, w e recom m end thatfuture researchers investigate
the effect of further peripheral ad cues, such as land-
scapes, resulting from the processof self-referencing.
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