®
OPEN a ACCESS Universitit Augsburg
OPUS AUGSBURG w h Universititsbibliothek

When less is more: there must be a comprehensible
reason for using incompleteness in advertisements to
improve brand attitude

Antonia Heberle, Heribert Gierl

Angaben zur Veroéffentlichung / Publication details:

Heberle, Antonia, and Heribert Gierl. 2020. “When less is more: there must be a
comprehensible reason for using incompleteness in advertisements to improve brand
attitude.” Marketing: ZFP 42 (3): 8-36. https://doi.org/10.15358/0344-1369-2020-3-8.

Nutzungsbedingungen / Terms of use: licgercopyright
AT,
Dieses Dokument wird unter folgenden Bedingungen zur Verfiigung gestellt: / This document is made available under these conditions: a5\ },A
Deutsches Urheberrecht i %.‘ 1=
Weitere Informationen finden Sie unter: / For more information see: ) &
¥V

https://www.uni-augsburg.de/de/organisation/bibliothek/publizieren-zitieren-archivieren/publiz/


https://doi.org/10.15358/0344-1369-2020-3-8
https://www.uni-augsburg.de/de/organisation/bibliothek/publizieren-zitieren-archivieren/publiz/

Research Articles

When Less Is More: There Must Be a Comprehensible
Reason for Using Incompleteness in Advertisements

to Improve Brand Attitude

By Antonia Heberle and Heribert Gierl

In print advertisements, product images and
words are usually complete. However, some
marketers rely on the effectiveness of incom-
pleteness. In such advertisements, a part of
the product image and/or some letters of
words are missing. We investigated numer-
ous advertisements with incomplete product
images or words and found three mental pro-
cesses through which consumers respond to
incompleteness. First, when consumers are
exposed to incompleteness, they are normal-
ly able to mentally envision the entire product
image or read the text correctly. This process
is accompanied by feelings of pleasant sur-
prise. Second, incompleteness induces per-
ceptions of ad originality. Third, consumers
scrutinise the reason why the marketer used
incompleteness; incomplete ads differ in
whether consumers understand the reason
why the marketer used incompleteness. If
people have difficulties understanding this
reason, a negative effect on brand attitude is
the consequence. In our studies, we tested
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two types of incompleteness for which consu-
mers comprehended the reason why incom-
pleteness was used (1. incompleteness that
emphasises the ad message to increase con-
sumer agreement to this message and 2. in-
completeness that induces feelings of hu-
mour). For these types, we found that incom-
pleteness improved attitudes towards familiar
brands.

1. Introduction

In advertisements, product images are usually fully de-
picted, and words are usually written without the omis-
sion of letters. However, some advertisements contain
incomplete product images and words. We presume that
advertising practices use incompleteness because the cre-
ators of advertisements are aware of the human need to
mentally complete incomplete stimuli and thus want to
activate and benefit from this need.

1.1. Background and research issue

Some streams in psychology that will be mentioned sub-
sequently postulate that contact with incomplete stimuli
activates the perceivers’ need to mentally complete
these stimuli. For instance, Gestalt theory contains the
presumption that people tend to mentally construe well-
interpretable images by adding or omitting information
(Wertheimer 1923). In particular, mentally adding pieces
of information can result in a “good Gestalt.” People can
rely on stored experiences about how images appear in
reality to mentally construe a familiar image that is com-
plete. For instance, people would not experience diffi-
culties recognising the face of a bear, football, or dog in
the pictures shown in the upper row of Fig. 1. The tech-
nique of the incompleteness of images and verbal infor-
mation is adopted in advertising. To provide examples,
we can refer to the WWF organisation, which uses the
incomplete image of a panda bear in its logo. In a multi-
tude of print advertisements, images or texts are incom-
plete. Some examples are presented in the lower row of
Fig. 1.
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Fig. 1: Examples of incompleteness

This selection of print advertisements containing incom-
pleteness illustrates the problem we are dealing with. In
our pilot study (which will be reported in Section 3), we
found that people are able to mentally complete incom-
plete images or texts. IKEA promotes shelves, while the
shelves themselves are absent; the perceivers reported
“seeing” the shelf through mental image completion. Gu-
inness beer uses a word play with incomplete letters; the
perceivers correctly added the missing letters in “g....ess
who.” VW promotes its Touareg with an incomplete im-
age of the car in combination with the ad message “Just
like you, he’d rather not stand out;” the perceivers stated
that it was easy to imagine the entire image of the Toua-
reg model.

However, perceivers also reported that such ads differ
with respect to the ease with which the reasons why the
marketer used incompleteness are understood. We found
that the reason why the image of the shelf itself is absent
was regarded as highly comprehensible ("The advertiser
wants to be creative”), and the reason why a beer is pro-
moted by the means of word play is highly comprehensi-
ble as well ("The advertiser wants to challenge my abili-
ties”). In contrast, the results of our pilot study indicated
that the perceivers had difficulties understanding the rea-
son why the VW brand promoted the car with an incom-
plete car image.

Thus, our current objective is to investigate the anteced-
ents of the comprehensibility of the reason for incom-
pleteness as follows:

RQI: If the product image or the text in an advertise-
ment is incomplete, then to what reasons do con-
sumers attribute incompleteness? What makes in-
completeness highly comprehensible?

Moreover, we examine the effect of the comprehensibili-
ty (high vs. low) of the reason for incompleteness on atti-
tudes towards the promoted brand as follows:

RQ?2: If the reason for the incompleteness is highly vs.
less comprehensible, then do these consumer per-
ceptions influence the evaluations of the promoted
brand? What are the effects?

1.2. Prior research in academic literature

Incompleteness in advertising has many different mean-
ings.

One stream of research investigates the kind of informa-
tion consumers want to receive by advertising. For in-
stance, Hsu and Mo (2007, p. 70) stated that ads promot-
ing fashion could inform consumers about the “brand,
price, retail locations, presentation of products, materi-
als, country-of-origin, endorsers, promotion, product
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style, and brand history” and that, due to limited space,
ads could not contain all of these pieces of information.
Thus, omitting particular information (e.g., retail loca-
tions) makes advertisements “incomplete.” We do not
aim to answer the question of which features are more or
less important from the consumers’ point of view.

Other researchers investigate “incomplete” packaging
and products. For instance, Sevilla and Kahn (2014) con-
sidered two kinds of bottles of shampoo (one with a hole
in one of its sides that was intended to be a handle and
one without such a handle) and two kinds of cheese (one
with holes, such as Emmentaler, and one without holes).
They found consumer preferences for completely shaped
items.

Kraus and Gierl (2019) examined the “completeness” of
the presence of brand retrieval cues of well-known
brands such as Milka, Marlboro, Telekom, and Amazon.
They considered ads that differed regarding the presence
of such cues. For instance, they compared a Milka ad
containing the slogan, logo, and a key visual to both a
Milka ad with the slogan and a key visual and a Milka ad
that only depicted the slogan. This study showed that
brand evaluations were higher when the number of brand
retrieval cues was lower.

In this research, we focus on complete/incomplete prod-
uct images and complete/incomplete words in advertis-
ing, which likely activate the need to mentally complete
these images and texts. Empirical research on evaluative
responses in conditions in which people mentally com-
plete incomplete product images or texts is rather scarce
thus far.

Peracchio and Meyers-Levy (1994) and Sengupta and
Gorn (2002) tested the effect of incompleteness/com-
pleteness of product images on brand attitude in an ad-
vertising context. However, they did not consider the dis-
tinction between comprehensible and less comprehensi-
ble reasons for incompleteness (which we aim to investi-
gate). Peracchio and Meyers-Levy (1994) used print ad-
vertisements promoting beer and jeans as test stimuli.
The image of the promoted product image was either
cropped or uncropped in the ad. The authors reported
that cropping the product images was either advanta-
geous or resulted in the same evaluations as not cropping
the images; the effect depended on the high/low consum-
er motivation of processing the ad material and the infor-
mational/emotional formulation of the ad claim. Because
there was no consistent pattern of results across the pro-
moted brands, we do not consider these factors in our re-
search. Sengupta and Gorn (2002) used advertisements
promoting a camera. In the complete product-image con-
dition, a male breast with the camera hanging around the
person’s neck was depicted. In the incomplete-image
condition, the image of the camera was removed, and on-
ly the outline of the camera and the camera strap were
shown in the form of a sunburn on the breast. The au-
thors found a positive effect of incompleteness on brand
attitude. [1]
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Although we have no evidence for this presumption, we
surmise that these authors compared the condition of
comprehensible incompleteness to the condition of com-
pleteness. While Peracchio and Meyers-Levy (1994) did
not provide the image of the test stimuli in detail, Sen-
gupta and Gorn (2002) showed the tested advertise-
ments. We surmise that perceivers inferred creativity as
the reason for incompleteness.

1.3. Relevance for advertising practice

We use the term incompleteness to denote incomplete
product images (e.g., cropped product images) and in-
complete texts (e.g., words with missing letters). In this
context, we aim to investigate which types of incom-
pleteness are comprehensible and which effects on brand
attitudes exist if the reason for incompleteness is highly
or less comprehensible. This research is relevant for ad-
vertising practice for the following reasons.

Marketers often use less comprehensible incompleteness.
In our pilot study (which we will present in Section 3),
we collected 140 advertisements with incompleteness.
We asked test participants to classify these ads according
to the comprehensibility of the reason why incomplete-
ness was used. Eighty ads were classified by test partici-
pants as highly comprehensible, and 60 were classified
as less comprehensible.

Consumers often question the reason for the incomplete-
ness. In the empirical section of our manuscript, we will
describe four experiments in which we manipulated ads
(Sections 5 to 8). In these studies, we created versions of
advertisements with the following characteristics: (1)
completeness, (2) less comprehensible reason for incom-
pleteness, and (3) highly comprehensible reason for in-
completeness. In our studies, the questionnaires started
with the request to indicate all thoughts and feelings in
response to these ads (thought-listing task). When we
analysed the thoughts for the “less comprehensible rea-
son for incompleteness” condition, we found large por-
tions of test participants who questioned the reasons for
the incompleteness. [2]

1.4. Structure of the manuscript

Our starting point for the analysis of consumer responses
to the incompleteness of product images and words in
advertisements is the presumption that this technique
might produce ambivalent effects. There might be a neg-
ative effect because processing incomplete information
is more difficult than processing complete information,
and coping with difficulties is disliked. However, there
might also be positive effects. First, as Peracchio and
Meyers-Levy (1994) presumed, experiencing success
when mentally completing an image might produce a
positive effect on brand evaluation. Second, incomplete-
ness might also elicit perceptions of ad originality, which
have a positive impact on evaluations as well. We con-
tribute to this research by focusing on an additional as-
pect, namely, the comprehensibility of the reason why



the marketer used incompleteness (high vs. low compre-
hensibility of this reason might cause an additional posi-
tive vs. negative effect). To the best of our knowledge,
there is no research on the comprehensibility of the rea-
son for incompleteness on evaluative responses thus far.

In Section 2, we will present our theoretical framework.
In Section 3, we will describe the findings from our pilot
study, which aimed to divide comprehensible from in-
comprehensible reasons for incompleteness and to iden-
tify different types of comprehensible reasons for incom-
pleteness. Then, we will provide an overview of our
studies in Section 4. We will test the effect of the com-
prehensibility of the reason for using incompleteness in a
series of four studies in Sections 5 to 8. After a summary
in Section 9, we will provide implications for theory and
advertising practice in Section 10. Finally, Section 11
contains suggestions for future research.

Thus, we aim to assist advertisers in deciding which
types of incompleteness they should use if they want to
benefit from consumers’ desire to complete incomplete-
ness. However, we will not compare different types re-
garding their effectiveness; this means that we do not ad-
ditionally aim to identify types of comprehensible in-
completeness that have a strong positive impact on brand
attitudes vs. types of comprehensible incompleteness
that have a weak positive impact on brand attitudes.
Moreover, we aim to enhance knowledge about the ap-
plicability of the theoretical approaches underlying the
ambiguity effect, which will be explained in Section 2.1.,
because we examine conditions under which the activa-
tion of the desire to mentally complete incompleteness
affects brand attitudes.

2. Theoretical background

In this section, we derive hypotheses about different ef-
fects of incompleteness of product images and words in
advertisements on brand attitudes.

2.1. Feelings of pleasant surprise due to
resolving incompleteness

Need to mentally complete incomplete stimuli

The need or desire to mentally complete incomplete
stimuli is described in early fundamental studies on im-
age completion (Bartlett 1916; Street 1931) and Gestalt
theory (e.g., Wertheimer 1923) and can be derived from
the desire for aesthetic congruity (Kreitler and Kreitler
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1972). Moreover, it can be predicted from the more gen-
eral “need for closure” (Webster and Kruglanski 1994).

In an early study on image completion, Bartlett (1916)
created incomplete images and examined whether people
mentally completed them. He used very simple pictures
(e.g., a square with the omission of the line on one side)
and asked test participants to indicate what they saw.
Street (1931) investigated the need to complete incom-
plete images with the help of more sophisticated pic-
tures. For instance, test participants viewed an incom-
plete image showing a pair of dancers or a rider on a
horse. Examples of the incomplete images created by
Bartlett (1916) and Street (1931) are shown in Fig. 2.
These researchers reported that persons are prone to
imagine the whole figure and to name it. More recently,
similar test stimuli have been developed by Snodgrass
and Feenan (1990) for the purpose of investigating re-
sponses to incomplete images.

Gestalt theory was developed in the 1930s. It focuses on
perceptions of multiple elements that are seen at the
same moment. By mentally combining, completing, or
omitting elements, people perceive multiple elements as
one unit (i.e., as a whole). Koffka (1935, p. 176) postu-
lated that it is crucial whether elements are perceived in-
dividually or as one unit; i.e., “The whole is something
else than the sum of its parts.” Wertheimer (1923) initiat-
ed the stream of research that aims to identify character-
istics of elements that help perceivers to infer a unit. Ex-
amples of these characteristics are as follows: the simi-
larity of the elements (i.e., elements with the same col-
our, size, or shape are perceived as one unit), the distance
between the elements (i.e., close elements are likely to be
grouped), the “Gestalt” of the elements (e.g., elements
that are arranged in a certain shape such as in a square,
circle, or triangle are mentally grouped), the direction of
the elements (e.g., elements pointing to or moving in the
same direction are likely to be perceived as one unit),
and the lines and curves that the elements build (i.e., ele-
ments arranged on a line are likely to be grouped). More-
over, Wertheimer (1923, p. 325) postulated that people
mentally complete shapes that are built by visual ele-
ments. By mentally filling in the missing parts of an in-
complete image, people mentally create the image of a
“whole.” For instance, imagine seeing a mountain, which
is partly covered by clouds. By mentally completing the
missing parts of the mountain’s image, people obtain an
image of the entire mountain in their mind.

A further reason why people automatically complete in-
complete stimuli is the desire for aesthetic congruity.

Examples of images
presented by Bartlett (1916)

Examples of images
presented by Street (1931)

Fig. 2: Incomplete stimuli used in funda-
mental research on image completion
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Kreitler and Kreitler (1972) considered the case of stimu-
li that contradict one’s experience of stimuli that exist in
real life. The authors explained the resulting process by
referring to a triangle without an apex (a figure that does
not exist in real life and thus is denoted as non-aesthetic).
By mentally completing a triangle without an apex, a
trapezoid or a triangle can result. The authors stated that
people try to reduce the experience of an unpleasant state
resulting from non-aesthetic incompleteness through the
mental completion of such images.

According to Kruglanski (1990, p. 337), people have a
“need for closure”, which is defined in terms of a desire
for “an answer on a given topic, any answer, as com-
pared to confusion or ambiguity.” Webster and Kruglans-
ki (1994, p. 1049) argued that people have a “desire for
predictability, preference for order and structure, discom-
fort with ambiguity, decisiveness, and close-minded-
ness.” As incompleteness is a kind of ambiguity, Perac-
chio and Meyers-Levy (1994, p. 191) argued that the de-
sire to complete incompleteness is a manifestation of the
more general “need for closure.”

In summation, there is prior research that provides argu-
ments and evidence for the existence of a need to mental-
ly complete incomplete stimuli.

Affective response resulting from completing
incompleteness

Peracchio and Meyers-Levy (1994) introduced the term
“ambiguity effect” in the literature to denote favourable
affective responses that go along with the successful
completion of incomplete stimuli. By mentally complet-
ing the missing parts of an incomplete stimulus, people
feel a “pleasure of resolution” (Peracchio and Meyers-
Levy 1994, p. 191). This positive effect of ambiguity has
also been addressed by many other researchers (e.g.,
Hagtvedt 2011; Jeong 2008; Patrick and Hagtvedt 2011;
Sharma and Varki 2018; Smith et al. 2008; Stathakopou-
los et al. 2008).

In general, incomplete stimuli are incongruent with con-
sumer expectations because consumers expect to view
complete stimuli. The primary response to stimulus-
schema incongruity is the feeling of surprise. According
to Berlyne (1971), an incongruent stimulus is surprising.
Surprise enhances the motivation to process and resolve
incongruity. Thus, surprise is an important factor in striv-
ing to resolve incongruity (Schiitzwohl and Borgstedt
2005; Yoon 2013). According to Izard (1977, p. 86), sur-
prise is “brought about by a sudden unexpected event.”
Meyer and Niepel (1994, p. 353) argued that “surprise is
elicited by unexpected events, that is, events that deviate
from schema.” The effect of incongruity on surprise has
already been tested successfully (e.g., Alden et al. 2000a;
Alden et al. 2000b; Meyer 1988; Meyer et al. 1991).

When consumers are exposed to incompleteness in ad-
vertisements, they are unlikely to face severe difficulties
with mentally completing product images or texts. This
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is because, for advertisers, the use of unresolvable in-
completeness does not make sense, and thus, they use in-
completeness that can be resolved. Unresolvable incom-
pleteness would puzzle consumers. [3] Thus, consumers
perform a successful task when they mentally complete
incomplete stimuli. In this condition, they are expected
to experience pleasant surprise because they recognise
that their cognitive abilities are sufficient to perform this
task. Mandler’s (1982) schema-incongruity theory can be
used to predict this positive affective response. Complete
ad stimuli are congruent with schema. Incomplete ad
stimuli that can be mentally completed are moderately
incongruent with schema. Mandler postulated that peo-
ple try to resolve incongruence. If the resolution is suc-
cessful (as is expected for moderate incongruence, e.g.,
incompleteness in advertisements), then positive affect is
elicited. Meyers-Levy and Tybout (1989, p. 40) argued
that “the very process of resolving the incongruity is
thought to be rewarding and thus may contribute to the
resulting positive affect.” Peracchio and Meyers-Levy
(1994, p. 191) explained this effect in such a way that
“ambiguity leads to more extensive ad processing as well
as a search for closure, which, if successful, could elicit
positive affect.” Furthermore, “this resulting positive af-
fect should be relatively extreme, thereby translating into
more favourable product evaluations.” Thus, in line with
Peracchio and Meyers-Levy (1994), we presume that the
positive affect resulting from the successful mental com-
pletion of incompleteness in advertisements is trans-
ferred to the brand, which leads to a more favourable
brand attitude. As a theoretical argument, the affect-as-
information theory (Schwarz 1990) could be used to pre-
dict this spill-over effect. Thus, we presume that feelings
of pleasant surprise result from the fact of recognising
that one’s abilities are sufficient to mentally complete in-
complete stimuli. We test the following hypotheses:

Hla: Compared to completeness, incompleteness results
in stronger feelings of pleasant surprise because
one is able to mentally complete the incomplete
stimulus.

HIb: Feelings of pleasant surprise positively affect
brand attitude.

2.2. Perceptions of ad originality due to
incompleteness

Another aspect of incomplete stimuli is their relative
rareness and the resulting perceptions of originality com-
pared to complete stimuli in advertising.

People develop perceptions of originality if something is
presented in a new way, i.e., if a familiar stimulus is de-
familiarized. Perceptions of originality exist if people are
enabled to view a familiar issue from an unexpected per-
spective. Similarly, Smith et al. (2007, p. 821) defined
original ads as “ads that contain elements that are rare,
surprising, or move away from the obvious and com-
monplace.” According to Pieters et al. (2002, p. 768),
original ads “deviate from most other advertisements and



challenge the consumer to understand what the ad is
about.” Moreover, Pieters et al. (2002, p. 767) stated that
“original ads deviate in some way from the norm for the
product, brand, medium, or advertising at large, and are
experienced to be unique, different from other ads, and
original.” Smith and Yang (2004, p. 36) posited that orig-
inality goes along with divergence, meaning that the ad
contains elements that are “novel, different, or unusual in
some way.” According to Lehnert et al. (2014, p. 275),
“originality refers to elements of rarity and uncommon-
ness.” Thus, originality goes along with rareness and
novelty. Because incompleteness in advertisements
shows something in a new, unusual, or different way,
perceptions of ad originality should be elicited. More-
over, ad originality is presumed to prompt more intense
processing of the ad message, resulting in more favour-
able brand attitudes (Smith and Yang 2004; Smith et al.
2007; Smith et al. 2008). Thus, we expect the following:

H2a: Compared to completeness, incompleteness results
in higher perceptions of ad originality.

H2b: Perceptions of ad originality positively affect brand
attitude.

2.3. Comprehensibility of the reason for
incompleteness

What is comprehensibility in general? Comprehension
is “conceptualised as the grasping or extracting of pre-
specifiable meanings from the message” and “as the
generation of meanings by a particular individual
through the activation of mental concepts related to the
message and the processing context” (Mick 1992, p.
411-412). Based on this definition, Mohanty and Rat-
neshwar (2015, p. 233) defined comprehension as “the
degree to which an individual feels he or she has under-
stood and grasped the meaning” of the target stimulus.
According to Ratneshwar and Chaiken (1991), the com-
prehensibility of information is a critical factor in the
attitude formation process. There is research on the ef-
fects of the comprehensibility of particular ad elements.
For instance, van Enschot and Hoeken (2015) investi-
gated the effects of the comprehensibility of rhetoric
figures in advertising. They argued that “if people lack
the motivation or ability, they may feel frustrated be-
cause they cannot figure out what the ad is intended to
communicate” (p. 26). Hafer et al. (1996) investigated
the effects of the complexity of the language used to
formulate verbal arguments in advertisements and re-
ported similar results.

Which kind of incomprehensibility do we examine? We
consider the comprehensibility of the reason why incom-
pleteness was used. Consumers might question the rea-
son why the marketer used incompleteness.

What are the effects of comprehensibility in general? Re-
searchers have reported findings that high comprehensi-
bility is a pleasant experience associated with favourable
feelings. If people are unable to come up with an expla-

Heberle/Gierl, When Less Is More

nation, they feel frustrated (van Enschot and Hoeken
2015, with numerous references to related literature).

What are the effects of (in)comprehensibility of incom-
pleteness? We surmise that highly (vs. less) comprehen-
sible reasons for incompleteness have an additional ef-
fect, simply due to comprehending vs. not comprehend-
ing the reason for incompleteness. If consumers find a
satisfactory answer, a positive ambiguity effect is likely
to result. If they do not comprehend the reason for the
use of incompleteness, a counterbalancing effect might
co-occur. In Section 2.1, we used Mandler’s (1982) sche-
ma-incongruity theory to predict an effect when people
successfully complete a moderate incompleteness men-
tally. The same arguments could be used to predict a pos-
itive effect of comprehensible incompleteness (compared
to completeness) and a negative effect of incomprehensi-
ble incompleteness (compared to completeness). Com-
prehensible incompleteness is congruent with the con-
sumer’s schema (i.e., her/his expectations). This mental
state is expected to elicit weak positive feelings. Incom-
prehensible incompleteness is incongruent with her/his
schema. Thus, if perceivers do not find an explanation
for incompleteness, negative feelings are likely to occur.
Numerous authors have stated that not understanding in-
congruence is associated with feelings of irritation (Jurca
and Madlberger 2015), puzzlement and frustration (e.g.,
Fleck and Maille 2010; Meyers-Levy and Tybout 1989;
Meyers-Levy, Louie, and Curren 1994; Peracchio and
Tybout 1996; Srivastava and Sharma 2012; Yoon 2013).

Thus, we believe that the sign of the effect of incom-
pleteness on brand attitude is contingent on whether the
perceiver can understand the reason why the marketer
used incompleteness. Therefore, we expect the follow-

ing:

H3a: Highly comprehensible reasons for incompleteness
result in a more favourable brand attitude than
completeness (when the effects via feelings of
pleasant surprise due to recognising that one is
able to mentally resolve incompleteness and per-
ceptions of ad originality are controlled).

H3b: Less comprehensible reasons for incompleteness
result in less favourable brand attitudes than com-
pleteness (when the effects via feelings of pleasant
surprise due to recognising that one is able to men-
tally resolve incompleteness and perceptions of ad
originality are controlled).

In Fig. 3, we summarise our hypotheses.

3. Pilot study to identify incomprehensible
and comprehensible reasons for
incompleteness

We have not found adequate theories regarding the issue

of which factors determine the comprehensibility of the
reasons for incompleteness in advertisements. Thus, we
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Hs,

Highly comprehensible
reasons for incompleteness
vs. completeness

Feelings of pleas-
ant surprise

Perceptions of
ad originality

Less comprehensible
reasons for incompleteness Hoa
vs. completeness

Hsp

o

Brand attitude

Fig. 3: Conceptual model of this
research

conducted a pilot study to gain insight into different
types of comprehensible and incomprehensible reasons
for incompleteness.

The pilot study was explorative in nature. We surmised
that for many advertisements where incomplete product
images or words are used, perceivers have difficulties
understanding the reason why incompleteness is used
(although they face no difficulties in completing incom-
pleteness). Moreover, we expected that, for other adver-
tisements, perceivers can infer reasons for incomplete-
ness. We wanted to identify such reasons.

3.1. Procedure

First, we asked 57 students who took part in our lectures
at the undergraduate and graduate level to search for ad-
vertisements stored on the Internet that contain incom-
plete product images or texts. From these activities and
after the elimination of rather similar ads (e.g., ads pro-
moting a car and showing only its front end), we re-
ceived 140 substantially different print advertisements.
Second, we asked a sample of ten students to judge, i.e.,
provide a yes/no answer, for each of these ads regarding
whether they were able to comprehend the reason why
the marketer used incompleteness. Eighty advertise-
ments with comprehensible reasons for incompleteness
remained (all the participants judged the reason for in-
completeness as comprehensible). Third, we asked an-
other sample of ten students to classify the subsample of
ads with comprehensible reasons for incompleteness ac-
cording to the suspected reason for incompleteness; we
did not provide a priori categories. By doing so, we iden-
tified some types of comprehensible reasons for incom-
pleteness. Fourth, a different sample of ten students was
asked to assign the ads with comprehensible reasons for
incompleteness (selected in the second step of this pilot
study) to one of the identified types (identified in the
third step of the pilot study). All ads were assigned cor-
rectly to the corresponding types. Thus, we believe that
our typology has sufficient validity to test the effect of
the comprehensibility of reasons for incompleteness.
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3.2. Typology

Ads associated with incomprehensible reasons for
incompleteness:

In Fig. 4 (row I), we provide some examples of ads that
show an incomplete product image for which the test
persons indicated that they did not understand the reason
why incompleteness was used. In an ad promoting the
“New A Class” of Mercedes, only a part of the car is de-
picted. If a “new” car is promoted, consumers wonder
why the car is not fully shown (although one can imagine
what the entire car looks like). Another example is an ad-
vertisement by McDonald’s, which depicts the well-
known Big Mac in a blurry way. Everybody is able to
recognise and mentally imagine it, but there is no obvi-
ous reason for the blurred picture. The image used to
promote a bicycle brand (Veloretti, which was denoted as
an unknown brand) was also considered as a case of the
use of incompleteness without a comprehensible reason.
The participants were able to mentally complete the im-
age, but they did not find a satisfactory explanation for
the incompleteness.

Incompleteness to increase consumer agreement to
the ad message:

Usually, the presence of images and words conveys in-
formation. However, sometimes, the absence of pictures
or letters can also provide information. The test partici-
pants assigned ads to this type if the pars-pro-toto tech-
nique was used for emphasising the ad message to in-
crease consumer agreement with this message, e.g., high-
lighting a special product benefit (see examples in Fig. 4,
row II). In an ad promoting Nike Air Max shoes, the sole
is shown while the upper part of the shoe is presented
like a sketch. Perceivers concluded that the ad aims to
highlight the shoes’ lightness. An ad for Levi’s jeans vi-
sualises the perfect fit in the area of the users’ abdomen.
In an ad promoting the concept of the future Mercedes
EQA model (an electric car), the incompleteness indi-
cates innovativeness through a technological break-
through (the break-through is visualised by using an in-
complete image of the car). [4] Our findings from the pi-
lot study indicated that the participants easily compre-



hended the reasons for incompleteness for these ads; i.e.,
“marketers want perceivers to focus on a special charac-
teristic.”

There are also ads that provide information by omitting
letters (see examples in Fig. 4, row I1I). The German Red
Cross uses an ad containing the appeal “Spende lut eim R
ten Kreuz;” perceivers easily can complete the text as
“Spende Blut beim Roten Kreuz” ("Donate Blood at the
Red Cross”). The text following this appeal makes the
reason for incompleteness comprehensible: “Erst wenn’s
fehlt, fallt’s auf” (meaning that something is only recog-
nised when it is missing). Another social campaign ad in-
cludes the text “DNT TXT N DRIVE.” The information
“DNT TXT N” is messenger-style in appearance (it is in-
complete, and apps automatically generate the full text).
However, the letters R and V in “DRIVE” are written in
a different colour; thus, one could read “DIE”. From this
kind of text, recipients should infer the risk of death if
they use text services while driving a car. A health-cam-
paign ad shows the word “Breast cancer” with two fin-
gers of a hand covering the “r” and the “s” in the word
“Breast;” thus, one could also read the text as “Beat can-
cer.” Our results from the pilot study indicated that, for
this type of incompleteness, the reason for incomplete-
ness is easily understood, i.e., to emphasise a message in
order to increase consumer agreement with this message.

Incompleteness to induce feelings of humour:

There are advertisements that aim to induce feelings of
humour through incompleteness. If the perceiver is faced
with an unexpected omission for which s/he can under-
stand the reason from another sphere of life, then incom-
pleteness aims to be funny and, thus, is comprehensible
(Fig. 4, row IV). Incompleteness is a kind of incongruity.
To induce a humorous response, people have to be ex-
posed to incongruity, which has to be resolved, i.e.,
makes sense, in a different sphere (Alden et al. 2000a
and 2000b; McGhee 1972; Shultz 1972; Suls 1972; Suls
1983; Zhang and Zinkhan 1991. [5] In an ad promoting
the Mercedes brand, only the car’s backside is depicted.
When reading the text “Kiss my S,” perceivers pro-
nounce the letter S like “ass”, view the S (for Stuttgart)
on the license plate, and recognise a car as a Mercedes S
Class. Thus, they notice the ambivalence of the message
contained in the text and can thus comprehend the in-
completeness of the text when thinking about different
spheres of life. In a Heineken ad, two bottles of beer are
depicted. The image is incomplete and transports ambi-
valent meanings. Perceivers can comprehend the incom-
pleteness; the brewery intends to show two bottles of
beer that look like the abdomen and the legs of a person.
A rather similar ad promotes Magnum ice cream.

Incompleteness to highlight a design element:

Some companies use incompleteness of the product im-
age in advertisements to depict a specific design element
of the product (see Fig. 4, row V). Our pilot study indi-
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cated that this kind of incompleteness is comprehensible
as well. For example, BMW ads often only show the
brand’s typical kidney-shaped grille instead of depicting
an entire car. In ads promoting the Audi car brand, often
only the silhouette of the car or the car’s front end
against a black background is shown to highlight the typ-
ical headlights. In an ad promoting Adidas Superstar
shoes, only the shoe cap, which is the typical design ele-
ment of these shoes, is presented (the so-called rubber
shell toe).

Incompleteness for the purpose of creativity:

The pilot study indicated that, for some other advertise-
ments with incompleteness, perceivers comprehend in-
completeness as a means of the marketer’s intention to
express extraordinary creativity (see Fig. 4, row VI). For
instance, another ad promoting Adidas Superstar shoes
does not contain the image of the entire shoe. This image
is seemingly strongly defamiliarized for the purpose of
creativity. In the ad versions promoting Lucky Strike cig-
arettes, unusual and unexpected images such as a puzzle
or confetti are used to defamiliarize the product image
and thereby to create incompleteness that is comprehen-
sible for consumers; i.e., they are means to demonstrate
extraordinary creativity.

Incompleteness to challenge the perceivers’ abilities
to recognise the product image:

Ambiguous images also exist if the target stimulus is, at
one moment, present and, at another moment, absent (see
Fig. 4, row VII). An example of this type of incomplete-
ness is “two images in one image.” This phenomenon ex-
ists in so-called figure-ground images (for examples of
the use of this technique in fine art paintings, see Fisher
1968). For instance, in an ad promoting Coca-Cola, one
can see a series of candles and smoke as well as the typi-
cal shape of the Coca-Cola bottle. An even more sophis-
ticated technique is applied when the promoted product’s
silhouette is integrated in another image. For instance, in
an ad promoting Absolut vodka, perceivers either see the
uncovered back of a woman or the silhouette of the bot-
tle. In another ad for this brand, an image is depicted that
shows the sky above skyscrapers, which depict the typi-
cal shape of the bottle. In a Heineken ad, a nutcracker
shows the silhouette of the beer’s bottle. According to
our pilot study results, perceivers understand the reason
why this type of incompleteness is used; i.e., the adver-
tiser wants to challenge the perceivers’ abilities in a play-
ful way when looking for the image of the promoted
product (although there are no severe difficulties in de-
tecting it).

To summarise, we first divided a large set of advertise-
ments containing incomplete product images or words
into two parts. Based on the judgements of test partici-
pants in the pilot study, we classified these ads into two
categories (1. less comprehensible reasons for incom-
pleteness and 2. highly comprehensible reason for in-
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I. Examples of ads with incomprehensible reasons for incompleteness

I1. Examples of ads with comprehensible reasons for incompleteness of visual information — they increase
consumer agreement to the ad message

II1. Examples of ads with comprehensible reasons for incompleteness of verbal information — they increase
consumer agreement to the ad message

IV. Examples of ads with comprehensible reasons for incompleteness — they induce feelings of humour

Fig. 4: Examples of ads with incomprehensible and comprehensible reasons for incompleteness
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V. Examples of ads with comprehensible reasons for incompleteness — the marketer intends to highlight a

design element

VI. Examples of ads with comprehensible reasons for incompleteness — the marketer intends to strongly de-
familiarize the product image for the purpose of creativity

VII. Examples of ads with comprehensible reasons for incompleteness — the marketer intends to use ambigu-
ous images to challenge the perceivers’ abilities to recognize the product image

Fig. 4: Examples of ads with incomprehensible and comprehensible reasons for incompleteness (cont.)

completeness). The latter category was further classified
into subcategories according to the suspected reason for
incompleteness. Admittedly, each typology is incomplete
and arbitrary to a certain extent. However, the aim of the
pilot study was to identify some frequently used types of
incompleteness in advertising to test our hypotheses.

4. Overview of the experimental studies

In the first experimental study (Study 1), we aimed to
provide evidence for the presumption that incomplete-
ness is not always associated with positive stimulus eval-

uations. We wanted to show that the positive effect of in-
completeness as postulated by Peracchio and Meyers-
Levy (1994) and Sengupta and Gorn (2002) is not a gen-
erally valid effect, i.e., that incompleteness compared to
completeness can also have a negative effect. If we find,
contrary to our expectations, that there is a positive am-
biguity effect even when the reason for incompleteness is
less comprehensible, then subsequent analyses of the in-
comprehensibility factor would be needless. Thus, for
Study 1, we chose ads with incomplete product images
that were included in our pilot study and for which the
pilot study participants stated that the reason for incom-
pleteness was less comprehensible. We added corre-
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Study Conditions

Hypotheses

1 L]
e C: Completeness

LCI: Less comprehensible reason for incompleteness

Hla, H1b,
H2a, H2b,
H3b

agreement to the ad message

HCI: Highly comprehensible reason for incompleteness due
to recognising the marketer’s attempt to increase consumer

Hla, H1b,
H2a, H2b,
H3a, H3b

e LCI: Less comprehensible reason for incompleteness

e C: Completeness

for visual information

3 L]

agreement to the ad message

HCI: Highly comprehensible reason for incompleteness due
to recognising the marketer’s attempt to increase consumer

Hla, H1b,
H2a, H2b,
H3a, H3b

e LCI: Less comprehensible reason for incompleteness

e C: Completeness

for verbal information

4 .

response

HCI: Highly comprehensible reason for incompleteness due
to recognising the marketer’s attempt to induce humorous

Hla, H1b,
H2a, H2b,
H3a, H3b

e LCI: Less comprehensible reason for incompleteness

e C: Completeness

Tab. 1: Overview of the studies
conducted to test the hypotheses

sponding ads with complete images. As we compare the
condition of completeness to the condition of a less com-
prehensible reason for incompleteness in Study 1, we
cannot therefore test the effect of the comprehensibility
(high vs. low) of the reason for incompleteness in this
experiment. However, if we find a negative effect of in-
completeness, the findings would justify the subsequent
examination of the comprehensibility factor.

In Studies 2, 3, and 4, we manipulated the comprehensi-
bility (high, low) of the reason for incompleteness and
added the condition of completeness. We could not test
all the types of comprehensible reasons for incomplete-
ness that we revealed in our pilot study (see Section 3) in
this paper. Thus, we focused on selected types of com-
prehensible reasons for incompleteness: incompleteness
aiming to increase consumer agreement to the ad mes-
sage by omission of visual elements (Study 2) or by
omission of letters (Study 3) and incompleteness aiming
to induce feelings of humour (Study 4). In these experi-
mental studies, we compared three conditions: complete-
ness, highly comprehensible reason for incompleteness,
and less comprehensible reason for incompleteness
(Tab. 1).

5. Study 1: Comparing incomprehensible
reasons for incompleteness to completeness

5.1. Experimental design

We used a 2 (product image: complete product image, in-
complete product image associated with low comprehen-
sibility of the use of the incompleteness) x 4 (brand:
Marlboro, Mercedes Benz, IKEA, Schwan-Stabilo) be-
tween-subjects design. The brand factor served only as a
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replication factor; i.e., we did not expect remarkable dif-
ferences across the brands.

5.2. Test stimuli

We chose four advertisements with incomplete product
images, of which three were used in practice: Marlboro,
Mercedes Benz, and IKEA (see Fig. 5, bottom row). We
created corresponding ads with complete images for
these brands (see Fig. 5, top row). We knew from our pi-
lot study that the use of incompleteness was incompre-
hensible for the incomplete ad versions promoting these
brands. Additionally, we created a further pair of ad ver-
sions for the Schwan-Stabilo brand. A pretest showed
that the reason for incompleteness was also incompre-
hensible for the incomplete-product-image ad created for
this brand.

5.3. Test participants and procedure

In total, 505 consumers participated in Study 1 (M, =
25.2 years, 58.0 % females, 84.2 % students). Across the
experimental conditions (complete vs. incomplete im-
age), the test participants neither differed with respect to
interest in the product category (F\.5; = .028, n.s.) nor
differed in regard to knowledge about the product cate-
gory (F .53 =.596, n.s.).

Data were collected on the campus of a university in
Germany at the end of 2017 and in the spring of 2018.
The participants took part in face-to-face interviews. The
participants could watch one ad version as long as they
wanted, and then they had to fill in a questionnaire. The
test participants strongly agreed with the statement “The
brand is very well-known” (My;1000 = 9995 Myercedes =

5.93; Mygps = 6.12; and Mgy .0 sanio = 0.02) on a seven-
point scale (1 = totally disagree”, “7 = totally agree”) to
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Marlboro Mercedes Benz

IKEA Schwan-Stabilo

Fig. 5: Test stimuli used in Study 1

Construct Statements Reliability; source
Brand attitude This brand is very appealing. a=.916
This brand is very good. Spears and Singh
This brand is very pleasant. (2004)
This brand is very favourable.
This brand is very likeable.
Perceptions of ad This ad is very original. o = 946

originality

This ad is very unique.
This ad is very out of the ordinary.

Pieters et al. (2002);
Smith et al. (2007)

This ad is very different from other ads.

Feelings of pleasant

Please focus only on the promoted product. While a =.907

surprise mentally concentrating on the product, what did  Self-created
you feel when envisioning the product in reality:  statements

.. I felt surprise.

.. I felt astonishment.

.. I felt curiosity.

.. I felt interest.

.. I felt amazement.

.. I felt excitement.
Ease with which one I was able to mentally complete the product oa=.809
can mentally com-  image/logo. Bone and Ellen
plete the incomplete I could easily imagine the whole product/logo. (1992)

product image (only

in the incomplete-

ness condition)
logo.

I could imagine the entire product/logo very
quickly.
I had no difficulties imagining the entire product/

Perceptions of ad
completeness

All things in the ad are complete. -

Tab. 2: Measures used in Study 1

a high extent. This outcome indicates the high familiarity
of the test participants with the test objects.

5.4. Measures

After the exposure to the ad, the participants were asked
to write down all the thoughts and feelings that come into
their mind while watching the ad. Then, the test persons
were asked to indicate agreement or disagreement with

certain statements on a seven-point scale that was an-
chored with “1 = totally disagree” and ““7 = totally agree”
(Tab. 2).

Finally, the persons indicated their age, gender, and oc-
cupational status in addition to further control variables
such as the usage or purchase frequency of products from
the respective category and brand familiarity.
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Marlboro Mercedes Benz Ikea Schwan-Stabilo Total

Com- Incom- Com- Incom- Com- Incom- Com- Incom- Com- Incom-

plete  plete plete  plete plete plete” plete  plete plete  plete
Manipulation check variables:
Perceptions of ad 3.00° 240 3537 296 527 334 437" 3.02 413" 290
completeness (1.73) (1.58) (1.76) (1.77) (1.95) (1.56) (1.76) (1.57) (1.98) (1.64)
Ease of mentally - 5.33 - 4.83 - 4.62 - 5.04 - 5.00
completing the image (1.53) (1.74) (1.44) (1.75) (1.66)
Response variables:
Feelings of pleasant 227  2.63 280 3.53° 267  4.02 298 333 271 330
surprise (1.14) (1.27) (1.43) (1.41) (.87) (1.27) (1.32) (1.65) (1.22) (1.52)
Perceptions of ad 194 254 290 3.44 352 498 323 3.66 294 3.52°
originality (1.01) (1.53) (139) (1.52) (99)  (1.26) (133) (1.74) (1.32) (1.74)
Brand attitude 3.00°  2.45 516" 4.62 527" 476 472" 387 455" 381

(1.67) (1.13) (1.24) (1.15) (78)  (.99) (1.01)  (.99) (1.47) (1.35)

Notes: Scales range from 1 (low, negative) to 7 (high, positive). Standard deviations in parentheses.

Y In this condition, the product image was completely absent.

An asterisk indicates that the mean values differ at the .05 level (one-sided test) and indicates the higher value.
Tab. 3: Results of Study 1

5.5. Description of results, manipulation checks,
and hypotheses tests

Description of the results:

Tab. 3 contains the mean values and standard deviations
for the manipulation check and response variables as
well as information about significant differences.

Manipulation checks:

The manipulation worked as intended. First, perceptions
of ad completeness were higher in the completeness con-
dition than in the incompleteness condition (F, . =
55.227, p < .001). Second, the test participants strongly
agreed to the statement that they were able to mentally
complete the image in the incompleteness condition.

Hypotheses tests:

Because the results were stable across the brands, we ag-
gregated the data. We estimated the parameters of a me-
diation model (Hayes 2013, model 4). We used a binary
independent variable (1 = incompleteness/less compre-
hensible reason for incompleteness, 0 = completeness),
feelings of pleasant surprise (due to recognising that one

can envision the promoted product) and perceptions of
ad originality as the mediating variables, and brand atti-
tude as dependent variable. The findings are shown in
Fig. 6. As predicted in Hla, feelings of pleasant surprise
due to recognising that one is able to envision the pro-
moted product were stronger in the incompleteness con-
dition than in the completeness condition (a = .60,
p < .001). In line with H2a, incompleteness resulted in
higher perceptions of ad originality than completeness
(a = .58, p <.001). The data also support HIb and H2b,
which hypothesised positive effects of pleasant surprise
(b = .19, p < .001) and perceptions of ad originality
(b = .26, p < .001) on brand attitude. Importantly, there
was also an additional negative direct effect of incompre-
hensible incompleteness on brand attitude (¢’ = -1.01,
p <.001), which was hypothesised in H3b.

We should mention the phenomenon that the mediating
variables were correlated (7, i originaiy = -047), Which
might have biased the estimates of the b-coefficients.
However, we cannot avoid the correlation between these
variables because they are affected by the same source
(the independent variable). Preacher and Hayes (2008,
p- 887) discuss this issue and recommend using concep-

tually different mediators to minimise the collinearity

Incompleteness/

less comprehensibility a=60

Feeling of pleas-
ant surprise (1-7)

of the reason for incom-

pleteness (1)

Perceptions of
Vs. ad originality (1-7)

Completeness (0)

*

™ p <.001 (one-tailed test), Fsumprise, originality = -347

b=.19"" -
Brand
b=26"" | attitude
)
c=-1.01""
Fig. 6: Estimates of a mediation
model (Study 1)
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problem. We presume that feelings of pleasant surprise
and perceptions of ad originality are conceptually dis-
tinct.

5.6. Interpretation

We found that we can distinguish three significant ef-
fects on brand attitude. Incompleteness has a positive
effect via feelings of pleasant surprise (a x b= .11, .95
CI = (.05; .20)) and a positive effect via perceptions of
ad originality (a x b = .15, .95 CI = (.08; .26)), and there
is an additional negative direct effect (¢’ = -1.01, .95
CI = (-1.25; -.78)). The total effect is negative
(Mincomprehensible reason for incompleteness = 38 1 ’ Mcompleteness = 455’
mean difference = .60 x .19 + .58 x .26 — 1.01 = -.74,
.95 CI = (-1.00; -.49)). For the ad versions selected for
this study, the negative direct effect ¢’ outweighed the
sum of the positive indirect effects, resulting in the over-
all negative effect of incompleteness on brand attitude.
The experiment provides evidence for the validity of
Hla, H1b, H2a, H2b, and H3b. We interpret the latter ef-
fect ¢’ as the impact of the incomprehensibility of the
reason for incompleteness. However, this initial study
does not allow for the festing of the comprehensibility of
the reason for incompleteness because we have only one
incompleteness condition (i.e., we compared incompre-
hensible incompleteness to completeness and did not
consider comprehensible completeness as an additional
level).

With respect to the aim of Study 1, we conclude from its
findings that the use of incompleteness in advertising is
not advantageous per se. Particularly, if incompleteness
is associated with a lower comprehensibility of the rea-
son for the use of incompleteness, then incompleteness
impairs attitudes; i.e., it has an overall negative direct ef-
fect. Prior research did not reveal this sign of the total ef-
fect. Thus, we have good reasons to examine the effect of
the comprehensibility of the reason for incompleteness in
more detail. In our pilot study, we looked for types of in-
completeness for which the reason for their use is highly
comprehensible. We used these findings in the subse-
quently presented studies.

6. Study 2: Comprehensibility of
incompleteness of visual information that
aims to increase consumer agreement to the
ad message

In Study 2, we tested the effect of incompleteness of vi-
sual stimuli in advertisements (complete vs. incomplete)
and, for the incomplete versions, the effect of the com-
prehensibility of the reason for incompleteness (highly
comprehensible, less comprehensible). For the highly
comprehensible incompleteness condition, we used ad
versions that aim to increase consumers’ agreement to
the ad message with the means of incompleteness.

Heberle/Gierl, When Less Is More

6.1. Experimental design

We used a 2 (product image that emphasises the ad mes-
sage, image that does not emphasise the ad message) x 3
(product image: complete, moderately incomplete,
strongly incomplete) x 2 (brand: Nike sports shoes, Ab-
solut vodka) experimental between-subjects design. The
brand served as a replication factor that enabled us to
check the generalisability of the results. Below, we will
explain in detail how we collapsed the conditions of this
experimental design to obtain conditions of highly com-
prehensible reasons for incompleteness (HCI), condi-
tions of less comprehensible reasons for incompleteness
(LCI), and conditions of completeness (C).

6.2. Test stimuli

In 2012, the Nike brand launched “flyknit” sports shoes,
whose upper part is woven from yarn. Due to this fea-
ture, the weight of the shoes is very low, which increases
the users’ comfort. In the original ad, the manufacturing
process is visualised as follows: the ad image shows yarn
and the front part of one of the shoes as if it is in produc-
tion at this moment (HCI version 1). The observer easily
infers the special product characteristic due to the “flyk-
nit” technique; i.e., the shoes are very light. Based on this
version, we created a complete-image ad version that
shows the entire shoe (C version 1). We faced the chal-
lenge of creating another incomplete image version for
which the reason for incompleteness was less compre-
hensible. In pretests, we found that larger incompleteness
of the shoe did not result in lower perceptions of compre-
hensibility (HCI version 2). Thus, we decided to create
an ad version that depicted only a part of the shoe with-
out explaining why this image was incomplete (LCI ver-
sion 1). Because this image looked different (without the
spool of yarn), we additionally created another complete
version (C version 2). To complete the ad versions, we
also added a version that only showed a very small part
of the shoe without an explanatory reason for the strong
level of incompleteness (LCI version 2).

In an Absolut vodka campaign from 2016, only the sil-
houette of the bottle in front of a black background and
the text “Absolut Nights” is shown. The ad’s implicit
message is ‘“Make your nights Absolut nights.” The
omission of elements of the product image seemingly
connects the absence of the product (“absolutely nothing
is recognisable because it is a dark night”) with experi-
ences of consumption ("’to experience perfect nights”). In
other words, the wordplay states that “Absolut” vodka is
perfectly suitable for experiencing “absolute nights.”
Thus, the omission (i.e., the absence of a clear product
image) aims to transfer a symbolic meaning. In the origi-
nal ad version, the brand name on the label is invisible as
well (HCI version 2). As the focus of our experiment was
not to investigate the effect when the brand name is pre-
sent or absent, we created an additional ad version in
which the brand name, Absolut vodka, was still visible
on the label and the wordplay “Absolut Nights” was still
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comprehensible (HCI version 1). For the complete-im-  son. We created a version similar to the original ad but
age condition, we created an ad version in which the bot-  omitted the bottle image completely (this version only
tle was fully depicted (C version 1). Next, we needed to  contained the text “Absolut Nights” against a black back-
create an ad version in which the product image was in-  ground). However, in a pretest, we found for this version
complete, and the omission obviously had no clear rea-  that the test persons were unable to infer the brand name
Complete image Moderately incomplete image Strongly incomplete image

Image empha-
sises the ad
message (low
weight of the
sports shoes)

C version 1 HCI version 1* HCI version 2
(Completeness) (Moderate incompleteness, (Strong incompleteness,
incompleteness highly incompleteness highly
comprehensible) comprehensible)
Image does not
emphasise the
ad message
C version 2 LCI version 1 LCI version 2
(Completeness) (Moderate incompleteness, (Strong incompleteness,
incompleteness less incompleteness less
comprehensible) comprehensible)

Image empha-
sises the ad
message (vodka
especially suit-
able for experi-
enceing absolute

nights)
C version 1 HCI version 1 HCI version 2*
(Completeness) (Moderate incompleteness, (Strong incompleteness,
incompleteness highly incompletenes highly
comprehensible) comprehensible)
Image does not
emphasise the
ad message
C version 2 LCI version 1 LCI version 2
(Completeness) (Moderate incompleteness, (Strong incompleteness,
incompleteness less incompleteness less
comprehensible) comprehensible)

Note: The ads marked with * are the original ad versions. The other versions were created for the purpose of this experiment.

Fig. 7: Test stimuli used in Study 2
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(Absolut) and the product category (vodka). This was the
reason why we designed additional versions in which the
image of the bottle was shown in front of a white back-
ground and was more (or less) incomplete, such that the
persons were, according to pretest results, capable of re-
cognising both the brand name and the product category.
These versions are denoted as LCI version 1 and LCI
version 2. Moreover, we added an ad version with the
white background and the complete product image,
which was denoted as C version 2.

To summarise, we created two complete-image versions
(C), two versions with high comprehensibility of the rea-
son for incompleteness (HCI), and two versions with less
comprehensibility of the reason for incompleteness
(LCI) for both brands. The HCI versions only differed
with respect to the degree of incompleteness of the image
(moderately incomplete or strongly incomplete). The
LCI versions were also different regarding this aspect.
All test stimuli used in Study 2 are depicted in Fig. 7.

6.3. Test participants

Overall, 449 persons participated in this experiment
(55.7 % females, 85.9 % students, age ranged between
18 and 40 years, M, = 23.96 years, SD,,. = 6.19). The
test participants strongly agreed with the statement “The
brand is very well-known” (M. = 6.77; M\, e = 6.21)
on a seven-point scale. Thus, Nike and Absolut count as
brands with which the test participants are highly famil-
iar. There were no significant differences across the six
experimental conditions with respect to consumption fre-
quency (F 4, = .946, n.s.), interest in the product catego-
ry (Fs.443 = .385, n.s.), and knowledge in the product cate-
gory (F ;= 418, n.s.).

6.4. Procedure and measures

Data were collected between the summer of 2018 and the
spring of 2019 for the Nike sports shoes and in the spring
of 2020 for Absolut vodka.

We adopted the measures from Study 1: brand attitudes:
o = .834, feelings of pleasant surprise: & = .861, percep-
tions of ad originality: & = .921, ease of mentally com-
pleting the image [for the incompleteness conditions
only]: & =.856, and perceptions of ad completeness (sin-
gle-item scale).

Additionally, the comprehensibility of the reason why
the marketer used incompleteness was assessed. The cor-
responding statements were introduced with the text
“The reason why the company depicted this incomplete
product image is ...”, followed by a list of adjectives:
“very comprehensible, “very easy to understand,” “very
fast to understand,” “very clear,” “not complicated,” and
“very obvious” (o = .828).

Moreover, we intended to assess consumer agreement
with the ad message. We refrained from directly asking
whether and to what extent the test participants associat-
ed the “flyknit” shoes of the Nike brand with low weight
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and the consumption of Absolut vodka with “absolutely
perfect nights”. Reading the verbal formulation of such
statements would clarify the aim of the measure; due to
such formulations, the consumers would be likely to fo-
cus strongly on the ad message and would agree with the
ad message. Thus, to infer agreement with the ad mes-
sage, we used the verbal information provided by the test
persons in the thought-listing task, i.e., when they re-
sponded to the instruction to “Please indicate all the
thoughts and feelings that come into your mind while
watching the ad.” If the test participants provided
phrases such as “a very light shoe” or “a shoe with low
weight,” we presumed that there was agreement with the
ad message. If the participants provided sentences such
as “Absolut vodka goes perfectly with party nights” or
“Absolut vodka is a perfect companion when going out
at night,” we concluded that respondents agreed with the
vodka ad message. Two coders analysed the verbal texts
and assigned the values 1 (agreement to the ad message
present) or 0 (agreement to the ad message absent). A
third coder was consulted if the coders provided contra-
dictory assessments.

6.5. Descriptive results, manipulation checks,
and hypotheses tests

We started the data analyses by investigating the percep-
tions of ad completeness and the comprehensibility of
the reason for incompleteness for the ad versions for
each brand. For perceptions of ad completeness, Scheffé
tests indicated that these perceptions decreased with in-
creasing incompleteness. For the aspect of the compre-
hensibility of the reasons for incompleteness, Scheffé
tests showed that these perceptions were lower in both
LCI conditions compared to the C and HCI conditions.
Thus, we aggregated the data for both C conditions, both
HCI conditions, and both LCI conditions, resulting in
one C condition, one HCI condition, and one LCI condi-
tion for each brand.

Description of the results:

Tab. 4 contains the mean values of the manipulation
check and response variables depending on the C, HCI,
and LCI condition.

Manipulation checks:

First, perceptions of ad completeness were highest in the
C condition compared to the HCI and the LCI conditions
(Fpu = 98.459, p < .001). The Scheffé test indicated
that these perceptions did not differ between the HCI and
LCI conditions. Second, the test persons strongly con-
firmed that they were able to mentally complete the in-
complete ad images. Third, we checked whether the HCI
versions resulted in higher consumer agreement to the ad
message than the LCI and C versions. We used chi-
square tests to compare the percentages (for the shoes:
X0 =34.731, for the vodka: y°, = 10.348, and for both
brands: ;(2(2) = 36.299, all ps < .01). In the HCI condi-
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Brand Completeness Highly comprehen- Less comprehensi-
(C versions) sible reason for in- ble reason for in-
completeness completeness
(HCI versions) (LCI versions)
Manipulation check variables:
Perceptions of ad complete-  Nike sports shoes 5.15(.82)° 3.18 (1.33)* 2.95 (1.25)*
ness Absolut vodka 473 (1.03)° 2.77 (1.54)* 2.91 (1.82)*
Overall 491 (97)° 2.93 (1.47)* 2.92 (1.62)*
Ease of mentally completing Nike sports shoes - 5.68 (1.32) 5.80 (1.28)*
the image Absolut vodka - 5.99 (1.17) 5.73 (1.36)°
Overall - 5.87 (1.34)° 5.76(1.33)*
Agreement to the ad mes- Nike sports shoes .017 417 117
sage” Absolut vodka .195 .385 .208
Overall 120 .397 173
Comprehensibility of the Nike sports shoes - 5.34 (.79)° 4.03 (.64)°
reason why the company Absolut vodka - 5.07 (1.06)° 3.80 (.50)
used incompleteness Overall - 5.18 (97)° 3.89 (.57)°
Response variables:
Feelings of pleasant surprise  Nike sports shoes 2.69 (1.27)* 4.00 (1.05)° 2.95 (1.11)°
Absolut vodka 2.85 (1.28) 3.71 (.97)° 3.37 (1.41)*
Overall 2.79 (1.27)* 3.83 (1.01)° 3.21 (1.32)"
Perceptions of ad originality ~ Nike sports shoes 3.36 (1.44)* 5.02 (1.33)° 3.24 (1.48)*
Absolut vodka 3.27 (1.44) 4.07 (1.41)° 3.66 (1.53)*
Overall 3.31 (1.44)° 4.44 (1.45)° 3.50 (1.52)*
Brand attitude Nike sports shoes 3.75(1.21)° 4.63 (97)° 2.99 (.53)
Absolut vodka 3.50 (1.19) 429 (1.33)° 3.00 (.50)
Overall 3.61 (1.20)° 442 (1.21)° 3.00 (.51)°

Notes: Scales range from 1 (low, negative) to 7 (high, positive). Standard deviations in parentheses.
leferent superscripts indicate different mean values at the .05 level (Scheff¢ test).
" Data are percentages and indicate how many persons agreed to the ad message in the thought-listing-task.

Tab. 4: Results of Study 2

tion, agreement with the ad message was the highest.
Fourth, the comprehensibility of the usage of the incom-
plete motif was higher in the HCI compared to the LCI
condition (F ;o5 = 204.873, p <.001). Thus, we conclude
that our manipulation was successful.

Hypotheses tests:

We used Hayes’ procedure (Hayes 2013, model 4) to es-
timate a mediation model with two independent and two
mediating variables. Because the independent variable,
i.e., the ad version, had three levels (C, HCI, and LCI),
we calculated two binary variables: “X1 = highly com-
prehensible reason for incompleteness” (1 if HCI, O oth-
erwise) and “X2 = less comprehensible reason for in-
completeness” (1 if LCI, O otherwise). Thus, the com-
pleteness condition served as the reference level for both
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binary variables. The results are shown in Fig. 8. In Hla,
we hypothesised a positive effect of incompleteness
(compared to completeness) on feelings of pleasant sur-
prise. The data are in line with this presumption for HCI
(a =1.04, p < .001) and for LCI (a = 42, p < .01). In
H2a, we hypothesised a positive impact of incomplete-
ness (compared to completeness) on perceptions of ad
originality. The data confirm this presumption for HCI
(a = 1.14, p < .001) but not for LCI (a = .19, n.s.). In
H1b and H2b, we stated the existence of positive effects
of feelings of pleasant surprise (b = .24, p < .001) and
perceptions of ad originality (b = .33, p <.001) on brand
attitude; these presumptions are supported. H3a postu-
lated a positive effect of HCI, i.e., when the effects via
the mediating variables (pleasant surprise, originality)
are controlled, on brand attitude (¢’ = .20, p < .05), and
H3b postulated a negative sign of this effect for LCI
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Highly comprehensible rea-
son for incompleteness (1)
vs. completeness (0)

Less comprehensible reason|
for incompleteness (1)
vs. completeness (0)

Fig. 8: Estimates of a mediation
model (Study 2)

“p<.05,""p<.01," p<.001 (one-tailed test), Fsurprise, originality = -351

’=.20"

Feelings of pleas-
ant surprise (1-7)

Brand attitude
(1-7)

Perceptions of ad
originality (1-7)

(¢’ =-.77, p < .001); the results are in line with these hy-
potheses.

When we compared the comprehensible incompleteness
condition to the completeness condition, we estimated a
positive total effect (Mg prenensibie reason for incompleteness = 4425
M o pieiencss = 3-61, mean difference = 1.04 x .24 + 1.14 x
.33+ .20 = .81, .95 CI = (.54; 1.09)). When we compared
incomprehensible incompleteness to completeness, we
observed a negative total effect (M, . mprehensibie reason for
incompleteness = 3-005s M iereness = 3-61, mean difference = .42
x .24 + .19 x 33 - .77 =-.61, .95 CI = (-.82; -.40)). We
additionally selected the data for the incompleteness con-
ditions and conducted a regression analysis. The feelings
of pleasant surprise while envisioning the product, per-
ceptions of ad originality and comprehensibility of the
reason why the company used incompleteness served as
the regressors, and the brand attitude was the dependent
variable. The estimates are as follows: b, ... =.245 (15,
= 5689)’ boriginality =.291 (t303 = 8471)’ and bcomprehensibility =
397 (t,; = 8.643). All the effects are highly significant
(ps < .001). Thus, comprehensibility of the reason for in-

completeness has an effect on brand attitude.

6.6. Interpretation

This study provides evidence for the validity of the pre-
sumption that incompleteness can be meaningful due to
its symbolic value. HCI can either highlight a product
characteristic (e.g., comfort through low weight of
shoes) or emphasise a special consumption occasion
(e.g., vodka as a companion for absolutely perfect
nights). The symbolic meaning of HCI is comprehensi-
ble, which in turn improves brand attitudes. We found
three positive effects in the HCI condition: a positive
effect via feelings of pleasant surprise (@ x b = .25, .95
CI = (.16; .36)), a positive indirect effect via perceptions
of ad originality (a x b =.37, .95 CI = (.25; .51)), and a
direct effect of the comprehensible reason for incom-
pleteness (¢’ = .20, .95 CI = (.01; .39)). If the reason for
the incompleteness was less comprehensible, we found a
positive effect via feelings of pleasant surprise (a X b =
.10, .95 CI = (.04; .19)) and a negative direct effect of in-
completeness (¢’ =-.77, .95 CI = (-.95; -.60)). Thus, our

study provides evidence to the validity of the presump-
tion that using incompleteness for emphasising the ad
message to increase consumer agreement to this message
is a suitable means by which to make incompleteness ef-
fective in advertising.

7. Study 3: Comprehensibility of incomplete-
ness of verbal information that aims to
increase consumer agreement to the ad
message

In Study 2, we manipulated the comprehensibility of the
reason for incompleteness with the omission of visual el-
ements to increase consumer agreement with the ad mes-
sage. In Study 3, we investigated this effect when verbal
elements are incomplete.

7.1. Experimental design

We used a 2 (verbal stimulus: moderately incomplete,
strongly incomplete) x 2 (comprehensibility of the rea-
son for incompleteness: high, low) + 1 (complete verbal
stimulus) x 2 (brand: Carlsberg beer, Snickers chocolate
bar) experimental between-subject design. The brand
factor served only as a replication factor to gain insights
into the stability of the results. [6]

7.2. Test stimuli

In 2015, the Carlsberg brewery launched a “Don’t drink
and drive” campaign. The original advertisement shows
a part of the brand’s logo (”Isberg”) and the appeal
“Don’t drink and drive” in front of a dark-green back-
ground. The idea behind the cropped brand logo is to
evoke the impression that drunk drivers are unable to ful-
ly recognise their environment and, therefore, that one
should leave one’s car when alcohol has been consumed.
We used this advertisement as one version of the HCI
ads. As “Isberg” is rather incomplete, we created another
HCI version, which contained the full brand logo but
with the letters for “Car” shown in a blurred way. In both
HCI versions, the information “Don’t drink and drive”
was inserted to make the reason for incompleteness un-

MARKETING - ZFP - Volume 42 - 3/2020 - p. 8-36 25



Heberle/Gierl, When Less Is More

Completeness Moderate incomplete-
©) ness, incompleteness
highly comprehensi-
ble (HCI version 1)

Strong incomplete-
ness, incompleteness
highly comprehensi-
ble (HCI version 2)

Moderate incomplete-
ness, incompleteness
less comprehensible

(LCI version 1)

Strong incomplete-

ness, incompleteness

less comprehensible
(LCI version 2)

Lsher'g

D¢k an dokr

Fnliy!

Sks minfs.

Note: For Carlsberg, the HCI version 2 was the original ad. For Snickers, the HCI version 1 was the original ad.

Fig. 9: Test stimuli used in Study 3

derstandable. We designed two LCI versions that did not
contain this piece of information and thus made the rea-
son for incompleteness of the verbal logo less compre-
hensible. Furthermore, we created a version with the
complete Carlsberg logo and the appeal not to drive a car
after alcohol consumption.

As a second example, we adopted stimulus material from
a campaign by the Mars company. In 2015, it promoted
mini versions of Bounty, Snickers, and Twix with ads
showing incomplete brand names, e.g., “SNKRS Fnlly!
Snkrs minis.” The information “minis” enables consu-
mers to understand the reason why the brand name was
incomplete — “it is a mini version.” Based on this original
ad, we created a version with an even higher degree of
incompleteness “SKS Fnlly! SKS minis.” For these two
HCI versions, we designed two corresponding LCI ver-
sions (SNKRS and SKS, without the information that
mini versions are being promoted). Finally, as a control
ad, a version with the full name of Snickers was created
(C version).

All test stimuli used in Study 3 are shown in Fig. 9.

7.3. Test participants

In total, 418 persons participated in Study 3 (59.1 % fe-
males, 72.5 % students, age between 14 and 56 years,
M, =23.72 years, SD,,. = 4.79). The test participants in-
dicated that the brands are well-known because they
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strongly agreed with the following statements: “The
Carlsberg brand is very well-known” (M = 4.56) and
“The Snickers brand is very well-known” (M = 6.30) on
a seven-point scale. There were no significant differ-
ences across the five experimental conditions with re-
spect to consumption frequency (F,.,,; = .018, n.s.), inter-
est in the product category (F,,; = .067, n.s.), and
knowledge about the product category (F 413 = 2.086,
n.s.).

7.4. Procedure and measures

Data were collected in 2018 (for Snickers) and 2020 (for
Carlsberg) on a university campus located in Germany.
The procedure and the measures were adopted from
Study 2. The reliability scores were as follows: brand at-
titude: o = .757, feelings of pleasant surprise when fo-
cusing on reading the text: o = .847, perceptions of ad
originality: & = .857, ease of mentally completing the
brand logo [in the incompleteness conditions]: & = .954,
and comprehensibility of incompleteness [in the incom-
pleteness conditions]: ¢ = .863. Perceptions of ad com-
pleteness were assessed by a single-item measure. The
wording of the statements was adapted to the target stim-
uli. For instance, to measure feelings of pleasant surprise
due to recognising that one can read the text correctly,
the introduction was as follows: “Please focus only on
reading the words.” For Carlsberg beer, we calculated
consumer agreement to the ad message as follows: if a



test participant stated in the thought-listing task that one
should not drink alcohol or only a little bit before driving
a car, we coded the variable with 1. Otherwise, the value
0 was assigned. For Snickers, the consumer agreement
was 1 if the person stated something similar to “it is nice
that the company offers mini products” and 0 otherwise.
As in Study 2, two coders analysed the answers and as-
signed the values.

7.5. Descriptive results, manipulation checks,
and hypotheses tests

We aggregated the data for both HCI versions and for
both LCI versions, which resulted in three conditions (C,
HCI, and LCI) for each brand because we did not find re-
markable differences among the HCI versions or among
the LCI versions.
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Description of the results:

Tab. 5 shows the results of the manipulation checks and
the responses of the test participants.

Manipulation checks:

As intended, perceptions of completeness were higher in
the C condition than in the HCI and LCI conditions
(F,.45 = 23.378, p < .001). The test persons agreed with
the statements that they did not face problems when they
mentally completed the incomplete verbal information.
Chi-square tests indicated the highest percentages of
agreement to the ad message in the HCI condition (for
Carlsberg: y°, = 15.288, p < .001; for Snickers: y?, =
8.123, p < .05; for both brands: ;(2(2) =20.547, p < .001).
Moreover, comprehensibility of the reason why the com-
pany used incompleteness was higher in the HCI condi-
tion than in the LCI condition (F, 5 = 55.146, p < .001).

Brand Completeness Highly comprehen- Less comprehensi-
(C versions) sible reason for in- ble reason for in-
completeness completeness
(HCI versions) (LCI versions)
Manipulation check variables:
Perceptions of ad complete- Carlsberg beer 4.20 (1.41)° 2.97 (1.72)° 2.33 (1.59)
ness Snickers chocolate 3.33 (2.10)° 2.72 (1.44)* 2.41 (1.55)*
Overall 3.80 (1.80)° 291 (1.65)° 2.36 (1.57)*
Ease of mentally completing ~ Carlsberg beer - 4.69 (1.63)* 4.61 (1.06)*
the brand logo Snickers chocolate - 5.91 (1.54) 6.32 (1.09)
Overall - 5.00 (1.69) 5.33 (1.42)*
Agreement to the ad mes- Carlsberg beer 183 223 .014
sage”) Snickers chocolate .067 233 .068
Overall 130 225 .035
Comprehensibility of the rea- Carlsberg beer - 4.53 (1.49)° 3.16 (1.09)*
son why the company used Snickers chocolate - 4.94 (1.25)° 3.88 (1.13)
the incompleteness Overall - 4.63 (1.44)° 3.44 (1.16)
Response variables:
Feelings of pleasant surprise ~ Carlsberg beer 2.60 (.86)° 3.41(.92)° 3.24 (1.41)°
Snickers chocolate 3.08 (1.27)° 3.77 (1.45)° 3.42 (1.13)*
Overall 2.82 (1.09)° 3.50 (1.09)° 3.31(1.31)"
Perceptions of ad originality =~ Carlsberg beer 2.60 (1.64)* 3.60 (1.13)° 2.97 (1.10)*
Snickers chocolate 2.90 (1.35) 4.01 (1.53)° 3.08 (1.49)
Overall 2.73 (1.51)° 3.70 (1.24)° 3.01 (1.26)
Brand attitude Carlsberg beer 3.47 (1.30)° 4.23 (.83)° 3.07 (.84)
Snickers chocolate 4.39 (1.10)* 5.03 (1.37)° 3.81 (1.17)°
Overall 3.89 (1.33)° 4.43 (1.05)° 3.36 (1.04)°

Notes: Scales range from 1 (low, negative) to 7 (high, positive). Standard deviations in parentheses.
Different superscripts indicate different mean values at the .05 level (Scheffé test).

" Data are percentages and indicate how many persons agreed to the ad message in the thought-listing-task.

Tab. 5: Results of Study 3
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Highly comprehensible rea-
son for incompleteness (1)
vs. completeness (0)

Feelings of pleas-
ant surprise (1-7)

Less comprehensible reason|
for incompleteness (1)
vs. completeness (0)

Perceptions of ad
originality (1-7)

=73

" p <.001 (one-tailed test). Fsurprise, originality = -553

Brand attitude
(1-7)

Fig. 10: Estimates of a media-
tion model (Study 3)

We conclude that the data passed our manipulation
checks successfully.

Hypotheses tests:

We repeated the procedure used in Study 2. The findings
of the mediation model are shown in Fig. /0. With re-
spect to the hypotheses, Study 3 replicates the findings of
Study 2. Hla, H2a (only for the HCI condition), Hl1b,
H2b, and H3b are supported. However, there is one ex-
ception; while Study 2 also confirmed H3a, the data from
Study 3 did not provide evidence for the validity of this
presumption. As in Study 2, we additionally conducted a
regression analysis. We excluded data for the complete-
ness condition and thus considered only data from the in-
completeness conditions. The feelings of pleasant sur-
prise (while reading the text), perceptions of ad originali-
ty and comprehensibility of the reason why the company
used incompleteness were the regressors, and brand atti-
tude was the dependent variable. The estimates are as
follows: by, i = 199 (15, = 3.291, p < .001), b
318 (153 = 5.785, p < .001), and b_,penensivitity = -
(t,53 = 2.702, p < .01). The findings show that the com-
prehensibility of the reason for incompleteness has a pos-
itive effect on brand attitudes.

originality =

7.6. Interpretation

Study 3 provides additional support for the validity of the
presumption that comprehensible reasons for incom-
pleteness result in more favourable brand attitudes than
incomprehensible reasons for incompleteness. In this
study, we achieved a higher level of comprehensibility
due to the omission of particular verbal elements that
provoked enhanced consumer agreement to the ad mes-
sage. We found two positive effects for the HCI condi-
tion compared to the C condition: an effect via feelings
of pleasant surprise (a x b =.19, .95 CI = (.11; .31)) and
an effect via perceptions of ad originality (a x b = .22,
.95 CI = (.12; .35)). If the reason for incompleteness was
less comprehensible (comparison of the LCI to the C
condition), we found a positive effect via feelings of
pleasant surprise (a x b = .14, .95 CI = (.06; .26)), as
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well as a relatively strong negative direct effect (¢’ =
=73, .95 CI = (-.99; -.48)). Thus, less comprehensible
reasons for incompleteness of texts impair brand atti-
tudes compared to using complete verbal stimuli.

When we compared comprehensible incompleteness to
completeness, we found a positive total effect
(Mcomprehensible reason for incompleteness = 443’ Mcompleleness = 389’
mean difference = .68 x .28 + .96 x .22 + .13 = .54, 95
CI = (.27; .81)). When we compared incomprehensible
incompleteness to completeness, we estimated a nega-
tive total effect (M. = 3.36,

incomprehensible reason for incompleteness

= 3.89, mean difference = .49 x .28 + .28 x

completeness —

22 —.73=-53,.95 CI =(-.83; -.23)).

8. Study 4: Comprehensibility of
incompleteness that aims to induce feelings
of humour

In the fourth study, we examined the effects resulting
from incompleteness when the reason for using incom-
pleteness was eliciting feelings of humour in consumers.

8.1. Experimental design

The study was based on a 3 (ad version: completeness,
highly comprehensible incompleteness, less comprehen-
sible incompleteness) x 2 (brand: Corona beer, new VW
Beetle Cabriolet) experimental between-subjects design.
Again, the brand factor was only a replication factor for
investigating the stability of the results for different
brands.

8.2. Test stimuli

In advertisements for beer, it is unusual for the bottle to
have no label, which results in an incomplete product im-
age. However, when such a bottle is combined with the
sign “nude beach,” the bottle is seemingly anthropomor-
phised and takes over the role of a visitor at a nude
beach. The omission of the bottle’s label can easily be
understood from the perspective of another sphere of
life; i.e., visitors of nude beaches wear nothing (HCI ver-
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Completeness
(C version)

Highly comprehensible reason for
incompleteness (HCI version)

Less comprehensible reason for
incompleteness (LCI version)

The new beeils cobriclst. @

The aww beaile cobricket. @

Note: The HCI versions were the original ad versions.

Fig. 11: Test stimuli used in Study 4

sion). The combination of an unexpected omission that
makes sense in another sphere of life could elicit feelings
of humour. We added a complete ad version in which the
bottle’s label was shown (C version) and a further incom-
plete version in which the label on the bottle and the infor-
mation “nude beach” were absent, which made the incom-
pleteness less comprehensible (LCI version). The original
HCI ad was used by the beer brand Corona in 2004.

In an ad promoting the new VW Beetle Cabriolet in
2014, only the well-known VW logo without its upper
part was depicted; thus, the ad was incomplete. The in-
formation that the new VW Beetle Cabriolet is being
promoted enables consumers to comprehend the reason
for the incompleteness; i.e., the logo is as topless as the
car. Thus, from the perspective of another sphere of life,
the incompleteness makes sense, which is likely to evoke
humorous responses from consumers or is perceived as
funny (HCI version). To add a C version, we created an
ad version that contained the entire VW logo. Finally, we

produced a version with a less comprehensible reason for
incompleteness by omitting the information that the Cab-
riolet was promoted (LCI version).

All the ad versions used in this experiment are depicted
in Fig. 11.

8.3. Test participants

In total, 243 consumers took part in this experiment. A
total of 55.1 % were female consumers, and 84.4 % were
students. The age of the test participants ranged from 18
to 50 years. The mean age was M, = 23.47 years (5D,
= 3.97). The test participants strongly agreed with the
statement ‘“The brand is very well-known” (M. =
5.54; M= 6.49), indicating that we used well-known
brands as test objects. The usage and consumption fre-
quency (F,.,4, = .904, n.s.), interest in the product catego-
ry (F,,,, = .556, n.s.), and knowledge about the product
category (F,,,, = .317, n.s.) did not significantly vary
across the test conditions.
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8.4. Procedure and measures

Data were collected in 2018 by means of an online sur-
vey. It should be noted that this survey was carried out
before the “coronavirus crisis” in the spring 2020, which
otherwise would prompt a connection between the names
of the virus and the beer. We were supported by two stu-
dents who distributed the link to the questionnaire via so-
cial networks. The procedure and the measures were
adopted from Study 2. The reliability scores were as fol-
lows: brand attitude: « = .927, feelings of pleasant sur-
prise: & = .919; perceptions of ad originality: & = .952;
comprehensibility of the reason why the company used
the incompleteness [in the incompleteness conditions]:
a = .902; and ease of mentally completing the product
image/logo [in the incompleteness conditions]: o = .886.
Additionally, we measured feelings of humour by agree-
ment the following statements: “The ad is very humor-
ous,” “funny,” and “amusing” (o = .994, statements
adopted from Cline et al. 2003).

8.5. Descriptive results, manipulation checks,
and hypotheses tests

Description of the results:

Tab. 6 contains the results for the manipulation check
and response variables.

Manipulations checks:

Compared to the HCI and LCI conditions, perceptions of
completeness were higher in the C condition (F),,,, =
62.390, p < .001). The participants did not report any se-
vere difficulties in mentally completing either the prod-
uct image or the brand logo. Feelings of humour were
much higher in the HCI condition than in the C and LCI
conditions (F,,,, = 179.98, p < .001). Regarding the
comprehensibility of the reason why the company used
incompleteness, higher values were observed in the HCI
compared to the LCI condition (F.4 = 28.962, p < .001).
Thus, we conclude that our manipulation worked as in-
tended.

Brand Completeness
(C version)

Highly comprehen- Less comprehensi-
sible incomplete- ble incompleteness

ness (HCI version) (LCI version)
Manipulation check variables:
Perceptions of ad complete-  Corona beer 5.02 (1.60)° 2.77 (1.55) 2.25 (1.53)*
ness VW cabriolet 4.59 (1.99)° 2.65(1.51) 1.89 (1.47)
Overall 4.82 (1.80)° 2.71 (1.52)* 2.08 (1.50)
Ease of mentally completing  Corona beer - 5.93 (1.02) 6.09 (.71)*
the product image/logo VW cabriolet - 6.27 (91)* 6.00 (.80)*
Overall - 6.10 (.98)" 6.05 (.75)*
Feelings of humour Corona beer 1.71 (1.13) 5.23 (2.00) 1.96 (.97)
VW cabriolet 1.10 (.29) 477 (1.95)° 1.28 (.50)*
Overall 1.42 (.89)* 5.00 (1.97) 1.63 (.85)
Comprehensibility of the Corona beer - 5.24 (.99)° 442 (1.17)
reason why the company VW cabriolet - 5.10 (.92)° 4.11 (1.24)
used incompleteness Overall - 5.17 (.95)° 427 (1.21)*
Response variables:
Feelings of pleasant surprise ~ Corona beer 3.51 (.96)* 4.73 (1.27)° 4.42 (1.17)°
VW cabriolet 2.66 (1.02) 4.43 (1.51) 3.89 (1.30)°
Overall 3.11 (1.07)° 4.58 (1.39)° 4.16 (1.26)°
Perceptions of ad originality ~ Corona beer 3.10 (.94)* 5.27 (1.56)° 4.59 (1.18)"°
VW cabriolet 1.78 (.60) 4.67 (1.79)° 3.67 (1.47)°
Overall 2.47 (1.03) 4.98 (1.70)° 4.14 (1.40)°
Brand attitude Corona beer 438 (.77)° 5.54 (.88)° 4.01 (1.09)*
VW cabriolet 4.24 (.80)" 5.18 (.96)° 3.77 (1.27)°
Overall 431 (.78 5.36 (.93)° 3.89 (1.18)°

Notes: Scales range from 1 (low, negative) to 7 (high, positive). Standard deviations in parentheses. Different superscripts indicate different

mean values at the .05 level (Schefté test).

30 MARKETING - ZFP - Volume 42 - 3/2020 - p. 8-36

Tab. 6: Results of Study 4



Heberle/Gierl, When Less Is More

Highly comprehensible rea-
son for incompleteness (1)
vs. completeness (0)

a=1.47

=078

Feelings of pleas-

ant surprise (1-7) N‘
=23 %ex

Brand attitude

(1-7)
Less comprehensible reason| Perceptions of ad
for incompleteness (1) originality (1-7)
vs. completeness (0)
’=-1.09""
p< .001 -tail ‘surprise, originality = - 2

Fig. 12: Estimates of a media- p <001 (one-tailed test), Fuuprise, orginaly = 528
tion model (Study 4)
Hypotheses tests: 3.89, M.y pieieness = 4-31, mean difference = 1.05 x .23 +

We used the estimates of the application of Hayes’
(2013, model 4) procedure to test the hypotheses. These
estimates are shown in Fig. /2. The findings are in line
with hypotheses Hla, H1b, H2a, H2b, and H3b at the
.001 significance level. This study did not support H3a.
This means that we cannot support the presumption that
a highly comprehensible reason for incompleteness com-
pared to completeness has an additional direct positive
effect (when controlling for the impact via pleasant sur-
prise and originality) on brand attitude. We also used re-
gression analysis based on the data for the incomplete-
ness conditions and found the following: b, ;. = -198
(g = 2.136, p < .05), Dyiginairy = -399 (1) = 5.151,
P <.001), and b, enensivitiy = - 193 (#,6; = 3.163, p < .01).
Thus, the comprehensibility of the reason for incom-
pleteness turns out to be a critical factor for the effective-
ness of incompleteness in advertising.

8.6. Interpretation

Study 4 showed that incompleteness is advantageous
compared to completeness when consumers recognise
that incompleteness is used to induce humour. In this
condition (HCI compared to C), we found positive ef-
fects on brand attitudes via feelings of pleasant surprise
(ax b=.34,.95CI = (.14; .59)) and via perceptions of
ad originality (a x b = .65, .95 CI = (.32; 1.06)). As ex-
pected, ads with less comprehensible reasons for incom-
pleteness also had positive effects via pleasant surprise
(axb=.24,.95 CI = (.10; .42)) and perceptions of ad
originality (a x b = .43, .95 CI = (.23; .70)) but were ac-
companied by a strong negative direct effect, as the rea-
son for the marketer’s use of incompleteness was not
well understood (¢’ = -1.09. .95 CI = (-1.36; -.83)).
When we compared comprehensible incompleteness
to completeness, we found a positive total effect
(Mcomprehensible reason for incompleteness = 536’ Mcompleteness = 431’
mean difference = 1.47 x .23 + 2.50 x .26 + .07 = 1.05,
.95 CI = (.78; 1.32)). When we compared incomprehen-
sible incompleteness to completeness, we calculated a
negative total effect (M,

ncomprehensible reason for incompleteness ~—

1.67 x .26 — 1.09 = -.42, .95 CI = (-.74; -.11)).

9. Summary

Our investigations started with the observation that some
marketers use advertisements with incomplete product
images and words and that prior research (Peracchio and
Meyers-Levy 1994; Sengupta and Gorn 2002) has most-
ly reported positive or at least no negative effects of in-
complete images on brand attitude. These authors have
argued that perceivers mentally complete the incom-
pleteness, experience positive affect due to successfully
performing this task, and transfer the positive affect to
the promoted brand. However, when we looked at the
practices involved in advertising, we surmised that the
reasons for using incompleteness were often incompre-
hensible to consumers. We aimed to identify some sus-
pected reasons for the use of incompleteness and thus de-
veloped a typology. When starting the first study (see
Study 1), we quickly found that the total effect of incom-
pleteness on brand attitude could be negative as well.
This finding motivated us to test the effect of the com-
prehensibility of the reason for incompleteness in further
studies (Studies 2, 3, and 4).

9.1. Answers to the research questions

In the Introductory section, we formulated two research
questions. First, we asked to what reasons do consumers
attribute incompleteness and what makes incompleteness
highly comprehensible. Based on the findings of our pi-
lot study, we can state that consumers are able to com-
prehend the reason for incompleteness if they associate
incompleteness with one of the following motives of the
marketer:

e Use of incompleteness to increase consumer agree-
ment to the ad message;

® Use of incompleteness to induce feelings of humour;

e Use of incompleteness to highlight a design element
of the promoted product;
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® Use of incompleteness to defamiliarize the product
image for the purpose of creativity; and

® Use of incompleteness based on ambiguous images
that are meant to challenge the perceivers’ abilities to
recognise the product image.

Second, we asked the following question: if the reason
for the incompleteness is highly vs. less comprehensible,
do these consumer perceptions influence the evaluations
of the promoted brand? We used two of the five types of
comprehensible incompleteness to answer this question.
For these two types, we found that incompleteness is ad-
vantageous compared to completeness of product images
and words if consumers recognise a comprehensible rea-
son for the use of incompleteness.

9.2. Overview of the results of the hypothesis
tests

The overview of the hypothesis tests shows that with few
exceptions, the hypotheses were empirically supported
(see Tub. 7).

First, we found support for the presumption that, com-
pared to the completeness condition, mentally complet-
ing incomplete images is associated with feelings of
pleasant surprise. This effect exists independently of
whether there is a comprehensible reason for incomplete-
ness. These feelings spill over to brand attitudes. Hla
and H1b are supported in all studies.

Second, we also found that perceptions of ad originality
are higher in the incompleteness condition than in the
completeness condition (H2a), and we confirmed the ex-
istence of a spill-over effect on brand attitudes (H2b).
However, in Study 2 and Study 3, H2a was only support-

ed for the HCI condition (compared to the C condition)
and not for the LCI condition (compared to the C condi-
tion). We surmise that the reason why we did not find the
effects when we compared the LCI/C conditions is due to
the special test stimuli used in these experiments. For in-
stance, in Study 2, we compared ads showing an entire
sports shoe (C condition) with ads showing only a part of
this shoe (LCI condition). Most likely, the participants
were highly familiar with the appearance of this shoe so
that there was no effect on perceptions of ad originality
in these cases.

Third, we expected a positive direct effect of HCI (com-
pared to the completeness condition) on brand attitude.
Because we could confirm this effect only in one study
(in Study 2 but not in Study 3 and Study 4), we must re-
ject H3a. Most likely, consumers expect that incomplete-
ness is comprehensible and therefore comprehensible in-
completeness does not elicit a separate effect.

Fourth, in H3b, we postulated the existence of a negative
direct effect of LCI (compared to the completeness con-
dition). The results of all the studies confirm this hypoth-
esis.

9.3. Limitations

Evidently, our investigations suffer from numerous limi-
tations.

First, we wanted to separate three effects of incomplete-
ness: feelings of pleasant surprise due to recognising that
one is able to successfully complete incompleteness, per-
ceptions of ad originality, and the comprehensibility of
the reason for incompleteness. However, when perceiv-
ers comprehend this reason, a further source of pleasant

Hypothesis

Study 1

Study 2 Study 3 Study 4

Hla Compared to completeness, incompleteness results
in stronger feelings of pleasant surprise due to rec-
ognising that one is able to mentally complete the

incomplete stimulus.

Hlb Feelings of pleasant surprise positively affect

brand attitude.

H2a Compared to completeness, incompleteness results

in higher perceptions of ad originality.

H2b Perceptions of ad originality positively affect

brand attitude.

H3a Highly comprehensible reasons for incompleteness
result in more favourable brand attitude than com-

pleteness.

H3b Less comprehensible reasons for incompleteness
result in less favourable brand attitude than com-

pleteness.

Supported for

Supported

Supported for Supported for Supported for

LCI (not tested HCI and LCI HCI and LCI HCI and LCI
for HCT)

Supported Supported Supported Supported
Supported for ~ Supported for Supported for Supported for
LCI (not tested HCI, butnot HCI, butnot HCI and LCI
for HCI) for LCI for LCI

Supported Supported Supported Supported
(Not tested) Supported Not supported Not supported

Supported Supported Supported

Note: HCI = highly comprehensible reason for incompleteness, LCI = less comprehensible reason for incompleteness.

Tab. 7: Overview of the results of hypothesis tests
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surprise exists. We tried to separate the effects through
the formulation of the statements in the questionnaire,
but we cannot ensure that this approach truly worked.

Second, in Study 1, we combined two levels in one (we
compared a complete image to an incomplete image with
less comprehensible reasons for incompleteness). This
study design only allows for pointing to the fact that this
aspect (the distinction between completeness and incom-
pleteness) matters.

Third, we focused on two types of comprehensible rea-
sons for incompleteness. We investigated the compre-
hensibility of the incompleteness of information, which
aims to increase consumer agreement to the ad message
(Studies 2 and 3), and the comprehensibility of incom-
pleteness, which aims to induce feelings of humour
(Study 4). As there are further types, the findings cannot
be generalised across all of these types.

Fourth, we used a limited number of mediating vari-
ables. Although we additionally analysed data from the
thought-listing task and did not find evidence of the va-
lidity of the presumption that a special aspect was miss-
ing, we might have omitted further important aspects.

Fifth, with Hayes’ approach, we used a widely used sta-
tistical procedure to analyse mediation processes. How-
ever, despite the experimental variation in the compre-
hensibility of the reason for using incomplete advertise-
ments in our studies, this does not justify the causal inter-
pretation of the mediation analyses carried out. The main
reason for this is that the estimated effect of the media-
tors (e.g., feelings of pleasant surprise) on the dependent
variable (brand attitude) may be confounded by unob-
served variables (e.g., Bullock et al. 2010). For an over-
view of statistical procedures for enhancing the causal
interpretation of mediation analyses, see, for example,
MacKinnon and Pirlott (2015). Furthermore, we did not
estimate the effect of the perceived comprehensibility of
the reasons for an incomplete advertisement on the medi-
ation variables; we only estimated the effect of the objec-
tive manipulation of the advertisements. Although the
estimation of the effect of the perceived comprehensibili-
ty of the motives for an incomplete advertisement (in-
stead of the experimental factor) on the mediation vari-
ables is possible with Hayes’ approach, the estimated ef-
fect may again be biased because of unobserved con-
founding variables (Sajons 2020). [7]

Sixth, our examinations were based on samples that con-
sisted of students and other young consumers. Students
are likely to be considered as better-educated people and
thus might be able to better comprehend reasons for in-
completeness (e.g., incompleteness to elicit feelings of
humour or perceptions of creativity) that are not under-
stood by some less-educated people. Thus, in such sam-
ples, the effects of incomprehensible incompleteness are
expected to be stronger.

Seventh, the method used to enable contacts to advertise-
ments limits the validity of our results. Shapiro et al.
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(1997, p. 94) suggested distinguishing between direct ex-
posure and incidental exposure to test stimuli. In our
studies, we used the method of direct exposure. We pre-
sented the stimuli and directly asked test participants to
report responses. By doing so, the participants directed
their attention to the advertisement. An alternative meth-
od consists of enabling incidental exposure; in this con-
dition, the test ad is contained in distracting material
(e.g., a magazine), and the test participants do not recog-
nise at the moment of exposure that their response to this
ad will be measured. In our studies, we included a large
number of manipulation check variables, which makes
incidental exposures difficult. Moreover, McQuarrie and
Mick (2003) reported that the used method (direct vs. in-
cidental) has no effect on attitudes towards the ad.

10. Implications

10.1. Implications for theory

Prior knowledge from academic research suggests that
the moderate incompleteness of a stimulus induces posi-
tive affect due to mentally completing the missing parts,
which is transferred to the stimulus. This effect is de-
noted as the “ambiguity effect” (Peracchio and Meyers-
Levy 1994). We add the insights that perceptions of orig-
inality, which are induced by incompleteness, play a role
in stimulus evaluations and, more importantly, that per-
ceivers must comprehend the reason for incompleteness.
At least in advertising settings, this aspect is crucial.
However, from our studies, we conclude that there is not
a positive ambiguity effect per se. Thus, we add the in-
sight that positive effects from successfully satisfying
one’s need or desire to complete incomplete stimuli only
occur when the reason for the use of incompleteness is
comprehensible.

Most likely, the incomprehensibility of the reason for in-
completeness could also explain the findings of Hagtvedt
(2011). In his study, he invented some brand names
(Consul, Element, April, Centurox, and Salient). In one
experimental condition, these words were written in a
regular font; in the other condition, small parts within
each letter were blanked out, and thus the letters of the
brand names looked fuzzy. The author found a negative
effect of incomplete letters on the evaluation of the ficti-
tious brands. Based on our research, we presume that the
negative effect of incompleteness of the letters on the
brand attitude resulted from the fact that the test partici-
pants did not understand the reason for the use of the in-
complete letters.

10.2. Implications for advertising practice

Based on our findings, we derive the following recom-
mendation: if marketers use incompleteness in their ad-
vertisements, there should be a comprehensible reason
for incompleteness. If the reason for incompleteness is
not comprehensible for consumers, then the positive ef-
fects of incompleteness on feelings of pleasant surprise
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and perceptions of ad originality are outweighed by the
negative effect due to incomprehensibility resulting in an
overall negative effect. Thus, incompleteness should
have an obvious reason for consumers.

Finally, we want to emphasise that we used highly famil-
iar brands in all of our studies, and we found remarkable
positive effects of comprehensible reasons for incom-
pleteness on attitudes towards these brands. Admittedly,
the improvements were likely temporary. However, it is
generally difficult to influence attitudes towards familiar
brands even temporarily; thus, the use of incompleteness
for which the reason is highly comprehensible is a prom-
ising option if advertisements for such brands are to be
created.

11. Suggestions for future research

In our pilot study, we developed a list of comprehensible
reasons for incompleteness in advertisements, but we
have tested only a subset of these reasons in our studies.
This lack of research provides opportunities for future re-
search. If such types are investigated in future research,
further aspects are suggested to be important. For in-
stance, when the overt reason for incompleteness is the
marketer’s intent to develop highly original ads, i.e., to
demonstrate creativity, the question arises of whether
consumers like this type of incompleteness (see Fig. 4,
row VI). We surmise that strong defamiliarizations of the
product image might be disliked. If the obvious reason
for incompleteness is the marketer’s intent to challenge
the perceivers’ ability to identify the product image with-
in the ad (see Fig. 4, row VII), perceivers must exert a
greater cognitive effort to envision the entire product im-
age. Exerting a greater cognitive effort might be disliked
by consumers. Thus, we do not recommend using such
types of comprehensible reasons for incompleteness
without gaining knowledge about additional factors that
might limit the advantages of comprehensible reasons for
incompleteness in advertising.

Moreover, in future research, the generalisability of the
results should be tested by using different samples (e.g.,
non-students) and other methods (e.g., incidental ad ex-
posure).

Notes

[1] Many studies have investigated the effect of incompleteness/
completeness of images and textual information on storage of
these stimuli in memory. Slamecka and Graf (1978) intro-
duced the term “generation effect” in the literature to denote
this effect (if it was found). Researchers presume that incom-
pleteness prompts more intense processing of the stimulus, re-
sulting in better storage. However, for this relationship, re-
search has reported mixed results (Brennan 2008; Jacoby
1978; Kinjo and Snodgras 2000; McElroy and Slamecka
1982; McFarland et al. 1980; Nairne et al. 1985; Nairne and
Widner 1988; Peynircioglu 1989; Sengupta and Gorn 2002;
Slamecka and Graf 1978; Steffens and Erdfelder 1998). We
did not investigate the effect of the comprehensibility of the
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reason for the incompleteness of stimuli on storage of these
stimuli in memory.

[2] For instance, in Study 1, we showed an advertisement with an
incomplete image of the Mercedes A Class (see lower row of
Fig. 5). Typical statements of the test participants were as fol-
lows: “Why only a half of the car — am I half of a person?”,
“Only one half of a car, still a lot of space in the advertise-
ment, why is it not completely on it?”, “I am confused — why
only a part of the car?”, “I do not understand the message, I
want to see more of the car”, “You don’t even really see any-
thing from the car — stupid”, “Questionable. Why only the half
of the car?”, and “The car that can only be seen as a half irri-
tates me.” Similar comments were provoked in all conditions,
which we assigned to the “less comprehensible reason for in-
completeness” condition.

[3] In all of our studies that we present in this paper, none of the
participants stated that s/he was unable to imagine the promot-
ed product (note that we only used familiar brands) or to read
the text correctly when visual or textual elements were missing.

[4] A similar campaign was used by Volkswagen when it intro-
duced the first version of the VW Golf [Rabbit] in the German
market in 1974 as the successor of the VW Kifer [Beetle]. In
a campaign of commercials, consumers could view increas-
ingly more details of this car, while the rest were hidden by a
wall of bricks, and the spokesperson stated, “Wir sind stolz
auf ihn” ["We are proud of it”’]. The incompleteness of the im-
age of the Golf, which was reduced brick-by-brick, was likely
highly comprehensible for consumers — the company wanted
them to be curious.
Raskin (1985, p. 100) illustrated humour resulting from the
deviation of the expectations and the meaningfulness of the
deviation in another sphere of life by the following joke: “’Is
the doctor at home?’ the patient asked in his bronchial whis-
per. ’No,” the doctor’s young and pretty wife whispered in re-
ply. ’Come right in’”. The perceiver expects that the wife
combines “No” with “He is absent. Please come later.” “No,
come right in” is an unexpected answer that can be understood
from the viewpoint of a different sphere in life (the erotic
sphere).

[6] If we added an ad version that contained the entire Carlsberg
logo but did not contain the message “Don’t drink and drive”,
we obtained a 3 (logo version) x 2 (message present or absent)
design. Because we wanted to focus on different versions of a
“Don’t drink and drive” campaign, we refrained from adding
this further ad condition.

[7] We thank an anonymous reviewer for raising this issue.

[5

—
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