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When We Practice to Deceive: An Exploration Into the Accommodative Role of Deceptive
Practices in Market Exchanges

David M. Hunt, University of Wyoming, USA
Scott Radford, University of Missouri, USA

Since early in the history of studying consumer markets, scholars have maintained an interest in the use of deceptive practices in
market exchanges (Deighton and Grayson 1995; Zinbarg 2001). Much of the deception research that appears in consumer and marketing
journals addresses the potential of consumers to be deceived by advertising (e.g. Barone, Palan, and Miniard 2004; Johar 1995; and Burke,
DeSarbo, and Oliver 1988) and public policy aimed at protecting consumers against deceptive marketing practices (e.g. Burke, Milberg,
and Moe 1997; Ford and Calfee 1986). The understanding of deception that emerged from these studies has greatly informed consumer
researchers and policy makers as to the various ways consumers may be deceived and the potentially detrimental outcomes of deceptive
market practices.

Most consumer research on deceptive practices assumes that a misleading representation, omission, or practice on the part of a seller
ultimately results in injury or loss to the consumer. However, not all deceptive practices result in consumer injury or loss. Evidence from
the negotiation and mediation literature suggests that the deceptive practices employed by buyers and sellers involved in a negotiation
actually facilitate rather than hinder exchange between the two parties. The accommodative function of deception is particularly important
in the management of complex protracted negotiation where mutually beneficial resolutions can “…seldom be accomplished by pure
rational analysis and logic alone” (Benjamin 1995, pg. 4). Many consumer market exchanges such as the purchase of a new automobile,
a new home, major appliances, etc., involve complex negotiations between buyers and sellers. In capturing the full extent to which
deceptive practices operate in complex market exchanges, the conceptualization of marketplace deception currently reflected in the
consumer literature falls short in two ways. First, with the exception of a recent study of consumers’ interpersonal deceptive practices
(Argo, White, and Dahl 2006), extant research accounts only for the deceptive practices of sellers while virtually ignoring the deceptive
practices of buyers. Second, extant research does little to inform the potential efficiencies that may be gained from buyers’ and sellers’
use of deception in negotiation processes.

The purpose of this study is to explore the structure and strategic use of deception in negotiated exchanges between buyers and sellers.
Specifically, we examine the question, how might deceptive practices, used by both buyers and sellers, serve an accommodative role in
the negotiation between parties in a complex, protracted exchange?

Theoretical Background
This study is theoretically grounded in the sociological concept of accommodative moral schemas. The underlying principle of

accommodative schemas asserts that describing the ideological orientations of each party in a social exchange does not sufficiently
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describe the interactions of the two parties (Lidz and Walker 1980). For instance, buyers and sellers approach market exchanges with
opposing ideological perspectives. These ideologies provide meaning and structure to the roles played by both parties in a social exchange.
Buyers are guided by an ideology of maximizing their value and minimizing their costs while sellers are guided by an ideology of
maximizing their profit. However, these opposing ideological orientations place the parties in conflict with one another. Yet clearly, to
achieve a mutually beneficial outcome, buyers and sellers must not approach the exchange process guided exclusively by their independent
ideologies. Instead, they require a shared moral schema that facilitates cooperation with the opposing party in the exchange.

The position here is that buyers’ and sellers’ moral orientations toward the use of deceptive practices accommodate the exchange
between two parties with otherwise conflicting ideologies. Therefore, in the present context, an accommodative schema refers to an
ideology of the morality of deception that is shared between buyers and sellers. An accommodative schema can be thought of as serving
the same function as the rules of sport that allow two teams with opposing objectives to play on the same field under prescribed rules of
engagement. They are necessary for the cooperation of two groups whose independent ideologies otherwise mandate conflict.

Proposed Study
The purpose of the proposed empirical study is to analyze the strategic use of deception by buyers and sellers to elucidate the potential

accommodative role of deception in negotiated market exchanges. To support the notion that deception accommodates exchange, it is
important to demonstrate that the use of deception serves two functions. First, the use of deception by both parties must provide one or
more reference points which allow and facilitate cooperative action. That is, the moral schemas that guide interaction in the context of
a market exchange must be specific to the exchange context and independent from macro-societal moral codes. Second, the use of
deception must provide parties in an exchange with “…ways of neutralizing the binds of their mandating ideologies so that they are released
from the moral obligations inherent in those ideologies” (Lidz and Walker 1980, pg. 110).

The position here is that criteria to evaluate the accommodative function of deception are embedded in the motivations that drive
buyers’ and sellers’ strategies employed in the negotiation process. As such, we propose a study employing qualitative methodology that
will attempt to “un-bundle” the motivations associated with the use of deceptive practices by both buyers and sellers. Data will be collected
in depth interviews with both buyers and sellers in the context of new car purchases. As a context for exploring the present research
question, the new car market is desirable for two reasons. First, the exchange process for new cars is relatively protracted and typically
involves a complex negotiation process. Second, the exchange between buyers and sellers in the new car market is typically unmediated.
That is, negotiation occurs directly between a consumer and seller rather than between a consumer and an agent of the seller. This second
condition is desirable to avoid the complexity of isolating the use of deception by buyers and sellers from the use of deception by the third
party in an exchange.

Results of the proposed study potentially will contribute to consumer research in three ways. First, the study represents the first
attempt to articulate the role of accommodative moral schemas in a consumer context. Second, the study will extend current research on
marketplace deception to include deceptive behaviors practiced by consumers. Finally, by challenging and elucidating the current
conceptual boundaries of marketplace deception, this study will provide a holistic account of when and how deceptive techniques are used
by buyers and sellers involved in negotiation. This in turn will inform the debate of possible limits that should be observed in the use of
deception in consumer market exchanges. As such, the study will be of interest to consumer researchers, marketing researchers, and public
policy makers.
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The Influence of Impression Management Concerns on Product Evaluation
Laurence Ashworth, Queen’s University, Canada

Margaret Matear, Queen’s University, Canada

EXTENDED ABSTRACT
Impression management goals are an important motivation across a wide variety of social situations (Tedeschi 1981). Much research

has focused on the tactics individuals use to manage their impressions (e.g. enhanced self-descriptions; Leary 1995). In marketing, research
has demonstrated that possessions can affect observers’ impressions (Christopher and Schlenker 2000) and it has been suggested that
consumers will strategically display products to achieve impression management goals (Burroughs, Drew, and Hallman 1991). However,
there is little research examining the effects of impression management goals on product evaluation. The current research contributes to
the literature by demonstrating that impression management goals can exert a powerful influence on consumers’ evaluation of a product.
It also highlights the importance of impression management as an avoidance motivation–consumers may avoid certain products, despite
their functional benefits, because of the impression the product will convey.

Impression Management
Impression management refers to attempts to regulate behavior in order to influence observers’ impressions. Leary (1995) identified

a number of different goals associated with impression management, including positive material and social consequences (e.g. positive
emotions that stem from being regarded favorably); constructing and maintaining one’s self-concept (Baumeister 1982); and avoiding
socially and materially deleterious consequences associated with negative impressions.

Much of the research on impression management has focused on the tactics individuals use to influence others’ impressions (e.g.
expressing similar attitudes to observers (Tetlock 1985), engaging in helping behavior (Deutsch and Lamberti 1986), etc.). Other research
has focused on the impression created. For example, Burroughs et al. (1991) showed that observers formed an impression of individuals
based on their possessions that was consistent with the image owners were attempting to convey. Gosling et al. (2002) found that observers
were able to form consistent and accurate impressions of occupants based on the content of their offices and bedrooms.

The current research contributes to this literature by examining the influence of consumers’ impression management concerns on
product evaluation. Specifically, it is shown that consumers’ will pay substantially less for a product when they believe it will convey an
undesired impression.

Study 1
The purpose of Study 1 was to examine the influence of consumers’ impression management concerns on their evaluation of a

product. We chose a product that was likely (at least occasionally) to be used in public–in this case a portable MP3 player that could be
worn around the arm. The color of the product was manipulated in a way that was expected to influence impression management concerns.
Specifically, we predicted that when the product was offered in a feminine color (vs. a neutral color), men–but not women –would be
concerned about their impression. We also tested the alternative explanation that product evaluation was affected by liking of the color
rather than impression management concerns per se.

Method
Ninety-eight students (47 men and 51 women) participated in a 2 (product colour: pink vs. black) x 2 (gender) between-subjects

factorial design. Participants were told that they would be participating in an auction for an MP3 player (a “Creative MuVo” with 256Mb
of storage). All participants saw the player prior to the auction and were told that they were bidding for that particular MP3 player and
that its retail price was $185 after tax. In half of the cases the player was pink, otherwise it was black. The two players were identical in
every other respect.

All participants submitted sealed bids. The winner would only pay the amount bid by the second highest bidder though, which creates
an incentive for individuals to bid their true maximum willingness to pay. Participants were provided with a detailed example of the
procedure to ensure they understood this. After placing their bid, participants completed a questionnaire designed to assess their attitude
towards the product (r=.81), liking of the color (single item measure), and the extent to which they would be concerned about using the
product in front of other people (impression management concerns, ?=.91). All items were measured using 5-point scales.

Results
As expected, there were significant interactions between gender and product color on all dependent variables (willingness to pay

(WTP): F(1, 94)=19.34, p<.001; attitude: F(1, 94)=10.44, p<.01; liking of colour: F(1, 94)=21.98, p<.001; impression management
concerns: F(1, 94)=45.53, p<.001). Simple effects analyses indicated that men bid less for the pink player (M’s=$41.20 vs. $84.43; F(1,
94)=22.54, p<.001), liked it less (attitude: M’s=1.27 vs. 2.13; F(1, 94)=12.38, p<.001), liked the color less (M’s=.25 vs. 2.48; F(1,
94)=44.62, p<.001), and were more concerned about the impression they would convey using the pink player (M’s=1.29 vs. 2.95; F(1,
94)=73.17, p<.001). Women made no distinctions between the players (no differences were significant). Mediation analyses (Baron and
Kenny 1986) conducted on the men’s results demonstrated that the effect of product color on WTP was mediated by impression
management concerns (product color–WTP: β=.52, p<.001; product color–impression management–WTP: β’s=.08 and .58, p>.66 and
p<.001), but not liking of the color (product color–liking of color–WTP: β’s=.35 and .22, p’s=.09 and .29). Similar effects were obtained
when examining the mediation of attitudes by impression management concerns and liking of the color.

General Discussion
The current study demonstrated that consumers’ desire to avoid creating a particular impression exerted an important influence on

their attitudes and ultimately their willingness to pay for a product. The experimental manipulation was designed to create impression
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management concerns that would primarily influence men. Specifically, a gender-typed color was chosen that was expected to be
inconsistent with the image most men would want to create. Supporting this prediction, men liked the pink MP3 player less and
consequently bid less than half what they offered for a functionally identical black player. In contrast, women showed no aversion to the
pink player, presumably because they were not concerned about the impression it would convey. Future research will examine the
influence of impression management goals on product choice and the nature of the specific impressions consumers wish to avoid or convey.
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Nostalgia Advertisements: A Content Analysis
Robert Madrigal, University of Oregon, USA

Courtney Boerstler, University of Oregon, USA

Extended Abstract
Background. Very little work has been done on the use of nostalgia as an advertising tactic. Holbrook and Schindler note that

“nostalgia has received relatively little attention from academicians in general and from scholars devoted to the study of consumer research
in particular” (1991, p. 330). Research on nostalgia is now in its infancy and has focused on nostalgia proneness (Holbrook, 1993), the
emotions produced by nostalgic advertisements (Holak and Havlena, 1998), and the consequences of its use in advertising (e.g., attitudes
toward the ad, brand, etc.; Muehling and Sprott, 2004; Pascal et al., 2002). The research has shown that nostalgia preferences occur in a
wide range of product categories (Schindler and Holbrook, 2003), that advertisements with a nostalgic theme are capable of producing
nostalgic reflections (Muehling and Sprott, 2004), and that nostalgic ads create more positive attitudes toward the ad and the brand
(Muehling and Sprott, 2004; Pascal et al., 2002). However, none of the research has actually considered the incidence of nostalgia cues
in print advertisement. Our purpose is to extend the current research in this area by reviewing the actual occurrence of nostalgia-themed
ads used in popular magazines.

A variety of definitions of nostalgia exist in the literature. We borrow from a number of these (Holbrook and Schindler, 1991; Hirsch,
1992; Baker and Kennedy, 1994; Holak and Havlena, 1998) in defining nostalgia as a bittersweet emotional state comprised of many
discrete emotions produced by reflection on things (objects, persons, experiences, ideas) associated with an idealized past. This definition
was used in classifying ads that used a nostalgia appeal from those that were not.

Method. Using the Top 100 ABC Total Paid Circulation list of magazines for 2004, the authors distinguished ten different categories
of magazines. The two most popular magazines from each category were selected. Two issues from 2004 were then randomly selected
and reviewed. A total of 40 magazines were included in the current analysis. Two judges reviewed advertisements in the magazines looking
for nostalgia ads one-third of a page or larger.

Havlena and Holak (1991) categorized nostalgia products and advertisements into two categories: (1) products or ads directly from
the past and (2) new products or messages that “create a ‘period’ feeling” (p. 323). We adapted this framework in distinguishing the use
of nostalgia in advertisements from that of products. Each ad was reviewed in detail to determine how nostalgia was being used. Three
types of nostalgia were identified: Actual Nostalgia, Borrowed Nostalgia, and Classic Nostalgia.

Actual Nostalgia maps directly onto Havlena and Holak’s first category, and is defined as the use of nostalgia for products from or
relating to the time period from which the nostalgia was taken. For example, advertisements promoting CD’s as “A Goldmine of Musical
Memories” or movies described as “Timeless Classics” would be categorized as Actual Nostalgia. Havlena and Holak’s second category
is split into two different uses of nostalgia, borrowed and classic. Borrowed Nostalgia is defined as the use of nostalgia for current or
modern-day products. For instance, Johnson and Johnson’s use of black and white photos depicting a mother and child drawing together
at the kitchen table with other crayon drawings hanging on the refrigerator in the background would be categorized in this type of nostalgia.
Classic Nostalgia is defined as the use of nostalgia for modern products using old advertisements or memories for the same products from
the past. An example of this is Jack Daniel’s use of an old advertisement and pictures of their old distillery and trucks in a current ad.

Results. Of the 2,354 ads reviewed, a total of 88 were identified as using a nostalgia theme. Interjudge reliability, using the Perrault
and Leigh (1989) measure, showed agreement of .979. The use of the three types of nostalgia varied little, with borrowed nostalgia being
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the most common type used, 93.2% or 82 ads (interjudge reliability=.99), and actual and classic nostalgia being far less used, with 5.7%
(5 ads) and 1.1% (1 ad), respectively.

Our results also showed that the magazine categories of Family and Home & Garden were the two most popular types of magazines
for nostalgia ads with 21 and 19 ads respectively. Also, the results indicate that nostalgia ads appear in a wide variety of product categories,
from cars to cell phones, but most often in advertisements for consumable goods. Nostalgia ads were predominantly visual (86.3%, n=76).
Far fewer of the ads combined visual with copy that included nostalgic statements. The ads in the actual and classic nostalgia categories
all combined visual and copy (100%, n=6), while only 6 ads in the borrowed nostalgia category used both (7.3%).

A number of conclusions are drawn from this study. First, while research has been done about the effect of nostalgia ads on consumers,
none has actually done a content analysis on the frequency of nostalgia in print ads. While nostalgic ads are not as common in print as
was found for guilt appeals (Huhmann and Brotherton, 1997), previous research shows that the use of nostalgia has a number of practical
implications for marketers including more favorable attitudes toward the ad and brand (Muehling and Sprott, 2004; Pascal et al., 2002),
as well as increased intentions to purchase the product (Pascal et al., 2002). Given the ramifications of the tactical use of nostalgia, it is
surprising that the actual incidence of ads using nostalgia is so small.

Previous research showed that the use of nostalgia is effective; the current research indicates that nostalgia is not a method used widely
in print advertising. Further research can be done to show how nostalgia works in the ad, determining which type of nostalgia (actual,
borrowed or classic) and which mode (visual, copy, or both) is most effective. Borrowed nostalgia appeared most often in our research,
but that does not indicate it is the most effective. Lastly, research could ascertain whether nostalgic ads are more effective for certain
product classes or in certain types of magazines.
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The Impact of Information Format on Consumer Search Order and Choice in an Online
Setting

Ying Jiang, University of Connecticut, USA
Girish Punj, University of Connecticut, USA

Extended Abstract
Consumers are having more control over the information flow on the Internet, which helps them to find information that better

matches their preferences and be more confident in their judgments (Ariely 2000). However, it is also recognized that the information on
the Internet is overloaded and highly manipulative, which can largely influences consumer information search and decision making. For
example, research shows that the background picture and color of a web page can influence both novice and expert consumers’ choice
and such an effect is mediated by the search behavior for novice consumers (Mandel and Johnson 2002).

This research builds on the literature of online consumer information search and preference construction and further investigates how
online information presentation format influences consumer search order and choice. The objectives of this research is to examine (1) how
attributes presented in digital versus non-digital format and salient versus non-salient format influence consumers’ search order of attribute
and alternative information, and (2) how the search order affects consumer choice.

Built on Lal and Sarvary’s (1999) definition of digital versus non-digital attribute, we consider digital attribute information as
information that is presented by numbers, scales, or categories; whereas non-digital attribute information is presented by detailed
description. It is much easier and faster to examine digital attribute information. Consumers can easily apply a cut-off point on digital
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attribute information to quickly screen all the alternatives. They can even use digital attribute information to make inferences about non-
digital attribute information if they perceive there is certain correlation among the attributes (Kardes et al. 2004). Thus, we expect

H1: Consumers tend to examine the same digital attribute information earlier when a product is presented by more non-digital (vs.
digital) attribute information.

We argue that an attribute examined earlier (vs. later) will have more impact on choice and such an impact is over and above the effect
of attribute importance. First, an attribute examined earlier is more likely to be used as a screening criterion to exclude other alternatives.
Second, given consumers do not always examine all the attributes, an attribute examined earlier tend to be accessed more frequently. This
will make the attribute more accessible in the memory, which increases its impact on choice. Therefore, we predict

H2: Consumers’ tendency to search the same digital attribute information earlier when a product is presented by more non-digital
(vs. digital) attribute information is likely to increase the impact of that digital attribute information on choice.

Consumers’ need for cognitive closure (NFCC) may moderate the hypothesized effect. NFCC relates to consumers’ motivation for
information processing and judgment (Webster and Kruglanski 1994). It refers to individuals’ desire for definite knowledge, thus avoiding
confusion or ambiguity. Individuals with high NFCC tend to reach a conclusion quickly and are reluctant to process further information
(Kruglanski and Webster 1996). Therefore, we hypothesize that

H3: The impact of digital attribute information on choice is stronger for consumers with high (vs. low) NFCC.

Visually salient information can be created by increasing the object’s size and contrast (Janiszewski 1998). It is much faster and easier
for consumers to locate and pay attention to visually salient information (e.g., Janiszewski 1998). It is also easier for consumers to visually
screen and sort all the alternatives according to the visually salient attribute. Therefore, we predict that consumers tend to examine
alternatives with higher values on the visually salient attribute earlier. They will examine alternatives with lower values on the visually
salient attribute only when they are not satisfied with the alternatives examined earlier.

H4: Consumers tend to examine alternatives with higher values on the visually salient attribute earlier.

It is found that the amount of attention focused on an attribute directly affects its importance (MacKenzie 1986). Hence, visually
salient attribute will receive higher importance in choice. In addition, as consumers process higher values of the visually salient attribute
much earlier and more often in the search, they are more likely to anchor on those values and perceive choosing alternatives with lower
values on the visually salient attribute as a loss. Given consumers’ general tendency of loss aversion, we predict that consumers will prefer
the alternatives examined earlier, i.e., those with higher values on the visually salient attribute. Therefore, we expect

H5: Consumers’ tendency to examine alternatives with higher values on the visually salient attribute is likely to increase the impact
of the visually salient attribute on choice.

Sorting alternatives according to the visually non-salient attribute may reduce such an effect. When alternatives are sorted by the
visually non-salient attribute, that attribute will distract consumers’ attention and change consumers’ search order. Hence, we hypothesize
that

H6: The impact of the visually salient attribute on choice is stronger when alternatives are not sorted by a non-salient attribute.

We propose to conduct two online experiments to test our hypotheses. Results from our pretest show that participants tend to examine
the same digital attribute information earlier when there is more non-digital (vs. non-digital) attribute information. Study 1 focuses on the
impact of digital attribute information on choice and study 2 examines the influence of the visually salient attribute on choice.

Our research adds to the literature of online consumer information search and preference construction by showing when digital
attribute information can have more impact on choice and how visually salient attribute influences consumer preference. This research
also shows the underlying processes of these effects: consumers’ search order for attribute and alternative information. Finally, this
research discusses how individual difference and information organization may moderate these effects.
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Extended Abstract
The norm of reciprocity reflects both a socially stabilizing function as well as a relationship-initiating role, and is universal (Gouldner

1960). Reciprocity involves both rights and duties for each side of a gift exchange (Gouldner 1960), such that individuals have the
obligation to give, to receive, and to give back (Mauss 1954 (1925)). Studies within dyadic relationships have shown that gifts, whether
or not they are searched for or expected, elicit a sense of obligation in the recipient (Regan 1971). Despite the fact that these theories were
developed to explain the role of reciprocity in networks, research designed to understand effects beyond the context of dyads has not been
done. It has been proposed that “triadization either supports and reinforces or inhibits and upsets a dyadic reciprocity” (Lebra 1975).
Examining the effects of reciprocity beyond dyads has important implications for researchers of social influence in many disciplines,
public policy makers, and practitioners.

Consider the following scenario: A pharmaceutical salesperson visits a healthcare provider, intent on increasing prescriptions for a
particular product. After delivering a sales message about the product and its benefits, the salesperson leaves some samples. The samples
are presented so the provider can facilitate initiation of therapy with a patient, with purported convenience and financial benefits. But the
provider may also utilize these pharmaceutical samples for his or her own use, to treat an existing condition. In practice, both transference
and personal use are fairly common (Tesoriero 2006).

In healthcare, voluntary professional guidelines developed by both physician groups like the American Medical Association and the
pharmaceutical industry, have limited gifts to items of relatively low value, such as pens and pads, as well as the distribution of free samples
(AMA 1998-1999; PhRMA 2002). While it has been argued that items of nominal value such as pens and pads may elicit obligations that
alter provider behavior (Katz, Caplan, and Merz 2003), in practice their use has become more limited recently (Tesoriero 2006). We focus
instead on the effect of samples, as these are designed to be utilized in a triadic relationship.

We hypothesize that samples will be perceived as gifts, both in the dyad (salesperson-provider) and in the triad (salesperson-provider-
patient) scenario, and will elicit obligation due to the norm of reciprocity. The provider will feel obligated to the salesperson in either
situation, personal use or transference; the end-user patient will feel obligated to the provider or the pharmaceutical firm, or both. But in
which scenario (dyad or triad) are obligations the strongest? How can the salience of a message of obligation affect compliance behavior?
What is the nature of the underlying relationship, whereby each member of a triad can repay another? Finally, can liking be ruled out as
an alternative explanation?

Instances when samples are retained by the provider, creating a dyad, seem to converge with research showing positive effects on
reciprocal behavior (Guéguen and Pascual 2003; Regan 1971). Marketing literature has documented small positive effects of samples upon
prescribing behavior (Gönül, Carter, Petrova et al. 2001; Mizik and Jacobson 2004). These studies, however, remain empirical in nature,
not explicitly examining the underlying theoretical mechanism. Our study utilizes a similar context, yet diverges in its purpose: we aim
not to explain an empirical observation, but instead to test and extend theory and to resolve competing explanations for underlying causes.

Among seven proposed triadic relationships (Lebra 1975), we suspect that acts of repayment in this context may be explained by either
circular transference, where the end user attempts to repay the initial giver, or lineal transference, where the provider is involved in linked
dyads as a ‘middleman.’ The role of the provider is such that “there is a distinct breach in the traditional buying decision process: the
decision maker…chooses among an array of…alternatives” (Gönül, Carter, Petrova et al. 2001); the end user ultimately acquires the
product and evaluates its utility. For us, a gift is a tangible sample relevant to a recipient’s role as a decision-maker, an object capable of
either being utilized by the expert or transferred through to a third party.

Two arguments offer divergent predictions of the strength of the norm of reciprocity between dyadic and triadic relationships. On
one hand, “triadization may bind the actor more effectively than does a dyadic bond,” while on the other hand, a triad may “reduce the
intensity of an interpersonal bond characteristic of a dyad” (Lebra 1975). The conditions under which triads are more or less binding than
dyads will be investigated here.

The first perspective stems from work on dyadic reciprocation. Posing as a vehicle for information, this “not-so-free sample” can
automatically invoke a “natural indebting force” (Cialdini 1993), in a healthcare setting (Wazana 2000), and represents a lineal
transference, where the provider is involved through the linking of two dyads.

Alternatively, when a sample is transferred to the patient, it is being utilized as intended, and the provider may feel indebted from
value provided to the patient. However, in this situation the provider does not realize the direct benefits of the sample, and may be less
apt to reciprocate. The patient’s receipt of the sample, however, may lead to a desire to reciprocate directly to the pharmaceutical firm
(Oldani 2004), creating a circular transference. We suspect that the effects found in a circular transference are weaker than those in a lineal
transference.
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Salience of the obligation may play a significant role. In conditions of high message salience, the salesperson may be exhibiting
“creditor ideology,” where “creditors prefer to have others in their debt because they believe that the norm of reciprocity will produce
generous repayments” (Eisenberger, Cotterell, and Marvel 1987). This may be perceived by the recipient, thereby producing ‘reciproca-
tion wariness’ (Cotterell, Eisenberger, and Speicher 1992) or ‘persuasion knowledge’ (Friestad and Wright 1999). A recipient can mentally
acknowledge that a gift is a ‘sales device,’ thereby sidestepping the obligation altogether (Cialdini 1993). This may be true in both dyads
and triads. In conditions of low message salience, a sense of obligation may not manifest at all.

A pretest on high-expert students (n=52), utilizing sunscreen samples, found a significant interaction between sample condition,
motivation orientation (extrinsic/intrinsic), and likelihood to recommend (F (1, 33) =4.88, p=.05). Our next experiment will be a 2 (gift
retained/transferred) x 2 (high/low salience) + 1 (control group) experiment conducted with approximately 150 physician assistant (PA)
students. Our instrument will be a questionnaire where hypothetical scenarios focus on a fictitious PA’s liking of the salesperson,
likelihood to recommend the sampled product, the perceived benefits of the samples, and sense of obligation toward the salesperson.

Healthcare providers overwhelmingly believe that the acceptance of gifts has little or no impact on their recommendation decisions
(Harris 2006; Murray 2002). Therefore, conducting an experiment with providers requires overcoming some level of social desirability
bias (Neeley and Cronley 2004). We propose an experiment that will utilize indirect-report questioning formats to mitigate this bias, where
“participants will project their own opinions and behaviors onto [an in-group] referent person” (Cronley, Neeley, and Silvera 2006).
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Comparative Content Analysis of Thai and Vietnamese Ads, 1994 and 2004
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Abstract
Thai and Vietnamese print advertisements were content analyzed to examine how content and advertising expression differed in the

two countries at two different time periods, 1994 and 2004. Analysis focused on traditional Eastern and Western, and Informational and
Emotional appeals. As hypothesized, Vietnamese ads contained more traditional and informational appeals than Thai ads, while Thai ads
were found to contain fewer informational and traditional Eastern appeals than Vietnamese ads. Implications for practitioners and
theoreticians are discussed.


