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University)In this study the authors argue that the extent to which consumers are susceptible to misinformation effects shall be greater

in situations that involve enhanced mental imagery and embellishment of their consumption memories than otherwise. These

situations are expected to actually lead to effects that might go beyond simple misinformation-consistent recollections and involve

confabulations in the consumers’ consumption memory. Results from a pretest and a pilot indicate that involvement and imagination

might play opposing roles in this regard and disentangling these constructs might lead us to greater precision in uncovering

confabulatory recall.
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a series of radio-like press announcements detailing upcoming event sponsorships, which were embedded among distracter announce-
ments outlining horoscope predictions and weather forecasts. Participants were asked to rate the announcers in terms of effectiveness and
suitability to be radio presenters rather than focus on content, and at the end of the session they were given an unexpected recall task. In
total, 196 student volunteers took part in the study and received course credit for doing so.

The study used a 4 (competitor information type) x 3 (sponsor information type) x 2 (sponsor-event congruence type) mixed factorial
design. Participants heard twelve announcements, each containing a description of a fictitious upcoming event, one of four levels of
competitor information (no competitor, competitor mention, competitor-specific item information, competitor-event relational informa-
tion) in order to assess the effects of competitor information interference, and one of three levels of sponsor information (sponsor mention,
sponsor-specific item information, sponsor-event relational information). Each level of competitor information was presented between
groups, while the three levels of sponsor information were presented within groups. Half of the announcements that participants heard
detailed congruent sponsors and competitors, and half detailed incongruent sponsors and competitors. All conditions were counterbal-
anced to avoid possible order effects. Memory for the sponsorship information was assessed using cued recall where the event name served
as the recall cue.

Results lend support to conceptualizing sponsorship within an item and relational information framework. In general, the provision
of sponsor-specific item information produced superior memory performance to simply having a sponsor mention, and providing sponsor-
event relational information was generally superior to providing sponsor-specific item information. As predicted, sponsor-specific item
information facilitated recall for the already-related congruent sponsors, but did little to improve recall for the unrelated incongruent
sponsors. Sponsor-event relational information enhanced recall for incongruent sponsors, and improved recall for congruent sponsors to
a similar extent as sponsor-specific item information. Although it was expected that higher levels of competitor information would result
in greater interference and hence reduced memory for sponsors, marginal means tended to suggest relatively stable levels of overall recall
across the four competitor information conditions.

The data provided here, although preliminary, lend considerable support to an item and relational information conceptualization of
commercial sponsorship. The model is able to predict, based upon the type of sponsorship information a consumer receives and the
congruence between an event and sponsor, just how well the consumer will remember that information. If these results can be replicated
in future studies, this model will prove valuable to both marketing researchers and practitioners alike. Although memory for sponsorship
information is an important outcome of sponsorships, whether the model is able to predict affective and behavioral outcomes must also
be considered in future work.
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Consumers’ recollection of their consumption experience has been shown to be open to suggestion and susceptible to external
influence. For instance, recollections about product quality as well as product type have been shown to be open to misleading suggestions
from print advertisements (Braun, 1999; Cowley & Janus, 2004). While these initial studies have demonstrated the presence of the
misinformation effect in the consumer behavior context and some boundary conditions for the same, they have also raised important
questions regarding the nature of the effect, the level to which it extends to and processing strategies that might enhance or mitigate the
effect. For instance, one important question that is raised is whether consumers’ false recollections are limited to the actual misinforming
stimulus or do they extend to confabulations that go beyond the misinforming intrusion. The objective of this study is to investigate this
possibility.

Previous studies in the decision making literature have shown that extended processing of information may not always lead to accurate
judgments and might, in some cases, reduce judgment accuracy. In addition to this, evidence from the eyewitness testimony and cognitive
psychology literature suggests that when individuals are placed in situations that elicit extended recollection, they are prone to greater
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memory errors. The interesting aspect of this is that in certain situations these errors of recollection could go beyond the misinforming
stimulus. Recent qualitative studies on the role of imagination in the consumption of products (Martin, 2004) have also provided us with
an explanation of how imagination, by way of enhancing vivid imagery and inducing embellishment, could actually lead to greater errors
in recall of the consumption experience.

The above two threads of rationale lead us to expect that some forms consumption, specifically, consumption experiences that
encourage extended processing of information (through elaboration), might actually lead to greater errors in memory as compared to
experiences with no such extended processing. Studies on autobiographical memories find that in situations when participants were
encouraged repeatedly (along with misinformation stimuli) to provide detailed accounts for their childhood experiences, misinformation
effects were particularly strong and confidence in their recall were also high. Accordingly, we expect that when consumers are in an
immersive experience and are naturally placed in a situation conducive to imagination, their consumption memory is not only susceptible
to misinformation but can also be led to confabulate. That is, via the misinforming stimulus and imagination, they can be expected to not
only recall their experience to be more consistent with the misinforming stimulus but also go beyond the stimulus itself and ‘hyper-recall’
aspects or features of the experience that were actually not presented. We expect these reconstructions to be specific features or aspects
that are extensions of the (main) misinforming stimulus. In a way, contrary to previous misinformation effect studies, we expect
misinformation at the more ‘general’ thematic level to lead to greater ‘specific’ feature-level false alarms.

Based on a survey and pretest examining product relevance and involvement, we chose computer games as the test setting. In a 2
X 2 computer-based experiment, the misinformation stimulus manipulated a) the basic theme of the game and b) the primary evaluative
dimension related to the game via misleading questions presented after the participants had read a description and had actually played the
game for 4 minutes. Imagination was manipulated by a story which placed them in an imaginary problem situation and asked them to
imagine and write down their account of the way in which they tackled the problem. In addition to free recall measures, we also collected
recognition measures on a variety of words that were semantically related (as well as unrelated) to the key misinformation stimulus.
Preliminary analyses show that the main effect of misinformation on both theme-related and evaluation-related words was significant at
the p<0.001 level. That is, when exposed to the incorrect theme (in the misinformation condition), participants’ recognition of the
misinformation-consistent theme and evaluation words was significantly more than the no-misinformation condition. The main effect of
imagination was not significant on both. However, imagination had a significant effect on unrelated words, i.e. words that were neither
part of the description nor part of the misinformation stimulus. Further, this effect was found to be inhibitory. That is, in the imagination
condition, participants were less likely to falsely recognize unrelated words. The misinformation X imagination interaction was also not
significant.

The pattern of results suggests that consumers’ susceptibility to misinformation is robust. However, increased thought put in on the
game after initial consumption (by way of the ‘imagine’ instruction) seemed to do two things. Firstly, it led participants along a different
path which made them falsely recognize words that were actually consistent with the imagination story (and thus inconsistent with both
the game and the misinformation). Secondly, the increased thought induced by the imagination condition probably enhanced the
involvement of these participants and led them to reduced false alarms with respect to both misinformation-related and completely
unrelated words. The lack of an interaction between misinformation and imagination leads us to believe that further study is necessary
to untangle the effects of involvement and imagination upon consumers’ susceptibility confabulate and embellish their memories.
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Innovating and Lagging as Signals of General Intelligence
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We approach innovativeness from a costly signaling perspective. We suggest that both innovative and lagging consumer behaviors
signal general intelligence. Only highly intelligent consumers can afford not to follow the majority, possibly because they can justify their
choices. Innovators and laggards do not follow the majority by definition. In three studies, we find evidence that (1) more intelligent people
are expected to innovate or lag, (2) people who do not follow the majority, either by lagging or innovating, are actually more intelligent
and (3) are perceived by others as more intelligent than those who follow the majority.


