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This study examined the effectiveness of using both Alpha and Omega persuasive message appeals in a consumption domain where

certain segments of consumers, such as college-aged students, express or exhibit some degree of resistance—attending the symphony

orchestra. Two studies in this paper assess the efficacy of persuasive appeals directed toward young adults in encouraging them to

attend the symphony orchestra. Findings indicate that addressing the resistance that this segment might have toward attending the

symphony can maximize the effectiveness of persuasive appeals. Implications for marketing managers at symphony orchestras as well

as those responsible for developing marketing communications for products that are emotionally provocative, hedonic and experiential

in nature are discussed.
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Increasing Persuasion, Reducing Resistance: Maximizing the Efficacy of Persuasive Appeals
for Esthetic Product Consumption
Elyria Kemp, University of Arkansas, USA

Elizabeth H. Creyer, University of Arkansas, USA

EXTENDED ABSTRACT
Consumers are inundated with messages via print, television, Websites and interpersonal conversations—all with the purpose of

inducing a certain behavior or eliciting attitude change. The choice decision process has increased in complexity as consumers are
presented with more and more options in today’s marketplace. In some cases, the consumer may have difficulty in arriving at a decision.

Knowles and Linn (2004) propose that there are two different ways to persuade people to accept alternatives. Using Dollard and
Miller’s (1959; Miller 1944, 1959) approach-avoidance conflict model as a conceptual framework, Knowles and Linn (2004) introduce
two different strategies for promoting movement toward a goal: Alpha and Omega strategies. Alpha strategies activate the approach forces,
thereby increasing motivation to move toward the goal. Alpha strategies have a long tradition in the marketing literature. Offerings are
made more attractive by adding incentives, creating more convincing reasons, and finding more credible sources (Knowles and Linn 2004).

Conversely, Omega strategies promote change by minimizing the avoidance forces, reducing the motivation or resistance to move
away from the goal. Omega strategies have appeared less frequently in the influence literature. Examples of Omega strategies, as codified
by Knowles and Linn (2004), include sidestepping resistance, addressing resistance directly, addressing resistance indirectly, distracting
resistance, disrupting resistance, consuming resistance and using resistance to promote change.

The purpose of this study is to examine the effectiveness of using both Alpha and Omega persuasive message appeals in a
consumption domain where consumers express or exhibit some resistance—attending the symphony orchestra.

Attendance at Symphony Orchestras
The symphony orchestra, one of the oldest artistic institutions in America, is facing declining audiences (Wang 2003). Nationwide,

the average age of consumers who attend orchestra performances is 57; sadly, audiences of many local and regional orchestras are dying
off (NEA 2002; Winzenreid 2004; Page 2005). Critics admonish that as the segment that appreciates this art form dwindles, the local
orchestra may cease to be a beacon of civic pride. (Brooke 2005).

Symphony orchestras face a challenge in finding convincing ways to communicate to younger consumers the affordability and
enjoyment of attending the symphony. In order to ensure survival, marketing managers should look to develop innovative marketing
practices to attract new and younger audiences. Subsequently, this involves tailoring elements of the marketing mix to meet the needs of
younger audiences. One way marketing managers can go about targeting younger audiences is by developing marketing communications
with the goal of reaching this segment. In addition to emphasizing the benefits of attending a symphony orchestra performance, the
resistance that younger consumers might have to such an experience should be addressed.

Two studies in this paper assess the efficacy of various persuasive appeals directed toward younger adults in encouraging them to
attend the symphony orchestra. In Study 1, Alpha and Omega influence strategies as well as self and other-referencing techniques were
examined for their efficacy in engendering favorable attitudes and strong behavioral intentions towards attending the symphony orchestra.
The moderating role of affect intensity (Larsen 1984) was also examined to ascertain whether individuals that have more favorable
attitudes toward attending a symphony orchestra performance posses this trait in greater magnitudes.

Study 2 complemented Study 1 by further examining the effectiveness of Alpha and Omega influence strategies, but in the context
of temporal framing. Additionally, ego-control (Block 1980, 2002), or the inhibition/expression of impulse, was examined for moderating
effects on temporal frame.

Study 1
Study 1 was a between-subjects experiment that included manipulations of advertisements using both Alpha and Omega influence

strategies as well as self-and other-referencing. The experiment was a 3 (Alpha/Alpha-Add Incentive/Omega- Acknowledge-Validate
Resistance) x 2 (Self/Other Referencing) x (High/Low Affect Intensity) between subjects design. A total of 119 students from a southern
university participated in the study.

The Alpha condition was a “traditional” advertisement that made the symphony orchestra experience appear “enjoyable, exciting
and dramatic;” the benefits of attending the symphony orchestra were emphasized. The Alpha-Add incentive condition included the same
enticing appeal but also offered a free T-shirt with each ticket purchase. The Omega-Acknowledgement/Validation condition confronted
resistance by acknowledging that one “might think that the symphony is dull and boring”. All three conditions referenced the self by use
of first person (i.e., “you want to be sure to experience this enjoyable evening”) or referencing others, by use of third person (i.e., “everyone
should be sure to be a part of this enjoyable evening”). All ads indicated that student tickets were available.

In study 1, it was found that individuals that possessed greater magnitudes of the emotional component of affect intensity expressed
more favorable attitudes (M=4.48 and M=4.01, p<.05) and behavioral intentions ( M= 3.96 and M=3.52, p.05) toward attending the
symphony orchestra. Additionally, in the Alpha: Add Incentive and Omega: Acknowledge/Validate conditions, individuals that exhibited
high levels of affect intensity expressed stronger intentions toward attending the symphony orchestra than those in the traditional Alpha
condition. Furthermore, self-referencing played an important role in increasing the persuasive impact of the advertising appeals,
particularly for those that exhibited high levels of the intensity component of affect intensity.

Study 2
A total of 110 students from a southern university participated in Study 2. The experiment was a 2 (Alpha-Discount/Omega-

Guarantee) x 2 (Proximal/Distal Temporal Frame) x 2 (High/Low Ego-control) between subjects design.
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The Alpha-Discount condition consisted of an advertisement that again presented the symphony experience as “enjoyable, exciting
and dramatic” but also offered a second subscription to the symphony for half-price with the purchase of one subscription at full price.
The Omega-Guarantee condition promised a money-back guarantee if the performance was not enjoyed. Both conditions were framed
in a proximal (in the present) and distal (several months from the present) temporal frame. Ego-control (Block 1980, 2002) was a measured
variable.

Results from Study 2 indicated that the Omega-Guarantee condition elicited stronger behavioral intentions than the Alpha-Discount
condition (M=3.53 and M=3.07, p<.05). There was no significant moderating effect between temporal frame (proximal/distal) and ego
control; however, those individuals that exhibited higher levels of ego-control expressed more favorable attitudes towards attending the
symphony orchestra than those low in ego-control (M=4.27 and M=3.75, p<.01).

These findings could have implications for marketing managers at symphony orchestras as well as those responsible for developing
marketing communications for products that are emotionally provocative, hedonic and experiential in nature. Specifically, targeting
consumers that exhibit higher levels of affect intensity might be prudent. These high affect intensity individuals might include more
socially active consumers that belong to various clubs and organizations, as well as enjoy activities that are emotionally stimulating. In
developing marketing communications targeted at these consumers, employing self-referencing techniques might be an effective strategy
for increasing the persuasive impact of the message.

Also, either providing incentives for attendance or addressing some form of resistance that these individuals might have could yield
better results than just emphasizing the features and benefits of a product or experience.

Are Good Intentions Enough? Encouraging Regular Savings Through Implementation
Intentions

Cäzilia Loibl, The Ohio State University, USA
Robert Scharff, The Ohio State University, USA

Introduction and Hypotheses
This study concerns the implications of Gollwitzer’s (1993) concept of implementation intentions. Intention, attitude, subjective

norm, perceived behavioral control and past behavior from for Ajzen’s (1985) Theory of Planned Behavior were used to measure the
motivation of participants’ of an “America Saves” campaign to save regularly prior to an intervention in which participants made
implementation intentions concerning when, how, how much, and from what source of income they will deposit money into their savings
accounts in the next month. The study suggests the following testable hypotheses:

Participants who form implementation intentions concerning when, how, how much, and from what source of income they will
deposit money into their America Saves account will be more likely to deposit money into their America Saves account than participants
who do not form such intentions.

Participants who form implementation intentions will save in a manner consistent with their intentions.

Procedures
We are collecting data of three points in time: one baseline and two follow-up surveys. For the present paper, we present the results

of the first two data collections. The third data collection is currently ongoing. One hundred and fifty-six participants completed the
questionnaire at Time 1, N=68 completed the questionnaire at Time 2. The data collections for Time 2 and Time 3 are not yet completed
but will be available for the conference presentation.

Measures
The standard “Theory of Planned Behavior” measures followed closely the description in Ajzen (2002). The implementation

intention intervention was designed following the procedure described by Gollwitzer (1993) and Orbell, Hodgkins, and Sheeran (1997).
Participants in the treatment group were asked to make implementation intentions specifying first, when they would deposit into their
savings accounts in the next month, second, the dollar amount they would deposit, third, how they would deposit the amount, and fourth,
from what income source the deposited amount would come from.

Results
Sixty-nine per cent of this sample were women (N=47) and 31 per cent were men (N=21). Participants’ mean age was 40.06 years

(SD=12.66), most were white (66%), had a college degree (66.2%), were married (42.6%), employed full time (80.9%). The mean family
size was 2.71 people (SD=1.39), the mean household income was $42,000 (SD=$2,760). The primary savings goals are saving for
emergencies (30.3%) and for retirement (15.2%). The 47 responses are divided into 57.4 per cent treatment group (N=39) and 42.6 per
cent control group responses (N=29).

All scale reliabilities were satisfactory, ranging from .689 (Past behavior) to .937 (Intention).
A MANOVA showed no significant differences between the two groups on preintervention measures of intention, attitude, subjective

norm, perceived behavioral control, or previous behavior, F(5, 64)=0.562, ns. These findings indicate that prior to the intervention, the
two groups held similar beliefs concerning regular savings.

Univariate F-tests confirmed that there were no differences between the groups on preintervention measures of intention, attitude,
subjective norm, perceived behavioral control, or past behavior. Similarly, there were no significant differences in age, family size,
household income, employment status, education (t-test not significant) between the groups and there were equivalent proportions of men
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and women, races, marital status in the control and treatment group. We also inspected the correlations between past behavior and intention
for the two groups. Past behavior is significantly associated with intentions for both the treatment group (r=.578, p=.000) and the control
group (r=.766, p=.000).

In sum, both groups had positive intentions, attitudes, subjective norms, and perceived behavioral control. Behavioral intentions were
strong in both conditions, with mean scores greater than 14 on a 3 to 21 scale. We can conclude that both groups base their intentions to
save regularly upon their previous savings behavior and that both groups are motivated to save regularly.

Overall, the effect of the implementation intervention is not yet obvious from the data currently available. At the 1-month follow-
up, 83 per cent of the respondents reported that they had deposited money into their savings account compared to 86 per cent of the control
group (Chi-square=27.499, ns.). Thus, our first hypothesis cannot be supported. The effect of implementation intention manipulation may
emerge on the second follow-up only as described in Sheeran and Orbell (1999).

At follow-up, participants were also asked to report when, how, and from what source they have deposited money into their savings
accounts, and these responses were compared with their implementation intentions. At both time-points, most participants intended to and
actually deposited on payday (baseline: 74.4%, follow-up: 71.4%) or on a specific day during the month (baseline: 23.1%, follow-up:
21.4%). At follow-up, all respondents in the treatment group reported to take the savings from their paycheck (100%), compared to 92.3
per cent in the implementation intentions. The responses differed for the mode of deposit. While about half of the respondents (54.1%)
intended to use direct deposit, only 14.8 per cent did so, responding to an increase in payroll deduction, electronically/internet deposit,
and mailing. About one-third of the respondents intended and actually deposited the funds in person (baseline: 29.7%, follow-up: 29.6%).

In conclusion, the ongoing data collection will provide further evidence of the usefulness of implementation intentions to increase
the likelihood of action among people motivated to save.
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Extended Abstract
Due to consumers’ individual preferences, many consumers are unfulfilled with standard goods (Piller and Müller 2004). A

promising strategy for companies is to offer consumers the opportunity to personalize their products (Franke and Piller 2003). Based on
the definition of Blom (2000), product personalization is defined as a process that defines or changes the appearance or functionality of
a product to increase its personal relevance to an individual. By implementing product personalization, consumers are offered a certain
degree of design authority (Fox 2001). An example of product personalization is mass customization. Mass customization allows
consumers to create a personalized product by choosing different options (e.g., colors) from lists that are predefined by the manufacturer.
For example, Nike enables consumers to design their own personalized shoes (http://nikeid.nike.com). This study investigates consumers’
attitude to and purchase intention for personalized products. Specifically, we focus on personalizing a product’s appearance.

Consumers may want to personalize a product’s appearance in such a way that the product becomes expressive of their identity (Blom
and Monk 2003; Mugge, Schifferstein, and Schoormans 2004). If consumers are only offered a relatively low degree of design authority,
the options to create a product that fits one’s unique identity are limited, resulting in a suboptimal solution. In contrast, personalizing a
product with unlimited options enables consumers to create a product with a supreme fit to their identity. It is likely that consumers have
a more positive attitude and a higher purchase intention for personalized products if they are offered a higher degree of design authority.

Offering consumers a higher degree of design authority in product personalization also has a downside: Personalizing a product
requires consumers’ time and effort. Therefore, the outcome of the personalization process has to provide enough additional value for the
owner. Otherwise, the required time and effort will negatively affect consumers’ attitude to and purchase intention for the product.
Expressing one’s identity may have both a personal and a social goal. People have a need to define their identity to themselves (personal
goal), but also to others (social goal). The social goal of self-expression is reduced if the personalization is only visible to the owner.
Therefore, we hypothesize that the visibility of the personalization moderates the effect of design authority on attitude and purchase
intention.

Our study had a 2 (design authority: low vs. high) x 2 (visibility: low vs. high) between-subjects full factorial design. In each condition,
subjects read about a company that sells wireless home phones with an opportunity to personalize the phone’s appearance. The
personalization process was illustrated by a written description and several color pictures of examples of personalized phones. To


