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As goal systems are hierarchical in nature, some goals are more general than others. But so far no work has investigated the effects of

general goals on product evaluations. General action goals are among the broadest possible goals and can direct amount of cognitive

and motor output resulting in a variety of behaviors such as learning and eating. In the present study, participants evaluated an

incrementally new product more favorably when they were primed with general action than inaction goals. In contrast, participants

evaluated a radically new product similarly whether they were primed with general action or inaction goals.
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As goal systems are hierarchical in nature, some goals are more general than others. But so far no work has investigated the effects
of general goals on product evaluations. General action goals are among the broadest possible goals and can direct amount of cognitive
and motor output resulting in a variety of behaviors such as learning and eating. In the present study, participants evaluated an
incrementally new product more favorably when they were primed with general action than inaction goals. In contrast, participants
evaluated a radically new product similarly whether they were primed with general action or inaction goals.

According to Kruglanski et al (2002) and Bandura (1989), goal systems are hierarchical networks wherein some goals are more
general than others. A general goal may connect with many sub-goals and means of attainment. Up to now, the most general set of identified
goals concern general action and inaction, which are both ends of a continuum of cognitive and motor output (Albarracín et al. 2008).
General action goals produce behavior with high cognitive and/or motor output (such as learning or eating), whereas general inaction goals
produce behavior with low cognitive and/or motor output (such as low learning or resting).

Previous studies found that specific goals can significantly influence product evaluations. That is, products are perceived as positive
or negative to the extent that they support or hinder the specific goals that individuals happen to be considering at the time (Brendl and
Higgins 1996; Markman and Brendl 2000; Brendl, Markman, and Messner 2003). Thus, for example, calling people’s attention to the goal
of losing weight may lead them to evaluate ice creams less favorably than they otherwise would. However, few studies have been
conducted to investigate the effect of general goals on product evaluations. And more importantly, the effect of general goals on product
evaluations cannot be easily inferred from the effects of specific goals. The reason is that when a general goal is activated, their sub-goals
are probably activated as well. Under this situation, a product (e.g., an ice cream) satisfying one specific goal (e.g., being hedonic) may
at the same time hinder the satisfaction of another specific goal (e.g., being healthy) which belongs to the same general goal (e.g., being
happy) as the former does. Thus, the effect of general goals should be studied separately.

The purpose of the present study was to investigate the effect of general action goals on evaluations of new products. In prior studies,
Albarracín and Handley (2009) found that action goals increase the accessibility and hence resistance of prior attitudes to persuasive
message. Correspondingly, inaction goals decrease the accessibility of prior attitudes and the need to adhere to known routines or objects.
In other words, relative to inaction goals, action goals make people more likely to resort to their prior attitudes in processing subsequent
information and thus to evaluate products basing on their prior attitudes. From this point of view, given consumers generally have a positive
attitude towards incrementally new products which are usually new versions of existing products, action goals may facilitate liking of this
type of products. Therefore, after reading an ad about the focal incrementally new product, consumers with activated action goals will
evaluate it more favorably than those with activated inaction goals. However, if no prior attitude towards an object exists, action goals
and inaction goals would not make a difference in terms of subsequent information processing. As a result, action goals and inaction goals
may not influence consumers’ evaluation towards radically new products which are not strongly associated with any prior attitudes. To
sum up, general action goals may produce liking for the incrementally new products whereas it may not influence produce liking for
radically new products.

We conducted an experiment with 109 participants randomly assigned to one of the four conditions of a 2 (general goals: action vs.
inaction) x 2 (product type: incrementally new product vs. radically new product) between-subject factorial design. The action and inaction
goals were primed in a word completion task. Specifically, participants in the action condition were asked to complete 23 incomplete
words, 8 of which were action–related such as “go” and “active”. Participants in the inaction condition were asked to complete 23
incomplete words, 8 of which were inaction- related such as “relax” and “rest”. Upon completion of this task, participants read information
about a radically new product (a nap alarm which keeps drivers from falling in sleep when driving) or an incrementally new product (a
computer mouse). Both products were described by attribute information and a picture. After reading the product information, participants
responded to three product evaluation measures such as “The nap alarm (mouse) in the ad is” (“-5”=“very bad” and “5”=“very good”),
“The nap alarm (mouse) in the ad is” (“-5”=“very undesirable” and “5”=“very desirable”), and “The nap alarm (mouse) in the ad is
something I” (“-5”=“dislike very much” and “5”=“like very much”). As a manipulation check, all participants reported their attitude
towards the statement that “The nap alarm (mouse) in the ad is innovative” (“0”=“not at all” and “10”=“extremely”).

Participants rated the nap alarm (M=4.97) as being more innovative than the computer mouse (M=3.84), t(107)=2.25, p<.03, which
indicated that our product-type manipulation was successful. Responses to three product evaluation questions were averaged to form a
single measure (Cronbach’s α= .90). The interactive effect of prime and product type on product evaluation was significant,
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F(1,105)=4.60, p=.03. As predicted, the computer mouse was liked better when action goals were primed than when inaction goals
were primed (M=.29 vs. M=-.90, F(1,105)=3.89, p=.05). However the nap alarm was evaluated similarly in each of the goal priming
conditions (M=-.40 vs. M=-.99), F(1,105)=1.10, p>.10.

To verify our assumption that consumers generally have a positive attitude towards incrementally new products but do not have clear
attitudes towards radically new products, 21 participants who did not take part in the main study were asked to rate “what is your general
attitude towards radically new products” (“-5”=“very negative” and “5”=“very positive”) and “what is your general attitude towards
incrementally new products” (“-5”=“very negative” and “5”=“very positive”). The results supported our assumptions that consumers have
a positive attitude towards incrementally new products (M=2.62, t(20)=8.60, p<.001) and a slightly but non-significantly positive attitude
towards radically new products (M=.81, t(20)=1.72, p>.10).

Marketers spend a large amount of money on advertising their new products. Our findings suggested that adding action-related words
and images into the ads of incrementally new products may activate general action goals in consumers’ mind, and thus increase their liking
for incrementally new products. In future research, we will use different manipulations of general action and inaction goals and test their
influence on consumer judgments in various consumption contexts.
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Brand Dilution: The Impact of the User of Counterfeits on Original Brand Perception
Barbara Loken, University of Minnesota, USA
Nelson Amaral, University of Minnesota, USA

The costs associated with counterfeit goods world-wide has been estimated at about $550 billion, or 5-7% of world trade
(Underwriters Laboratories, 2007). However, these costs do not begin to account for the reduction in perceived quality, prestige, and other
core brand associations that may result and are difficult to account for on a balance sheet. Despite the magnitude of the problem very little
attention has been given to the issue of counterfeits in the marketing literature. Specifically, research on the effects of counterfeit goods
on dilution of the brands they imitate is lacking (Loken and John, 2009). Our research addresses this gap directly while also looking at
the impact that the user of the counterfeit products might have on the original parent brand.

We suggest that counterfeit products of high-prestige brands dilute the original brands through a weakening of the symbolism of those
brands to specific (i.e. target) social groups. Research on dissociative reference groups suggests that people avoid brands that are associated
with disliked groups (White and Dahl 2006). Furthermore, consumers may abandon brands when out-groups adopt them and the brands
stop being distinctive (Berger and Heath 2007). With respect to prestigious brands in particular, there is evidence that an individual’s
consumption pattern could symbolize his or her social class position (Martineau, 1968). As a result, the consumer’s use of a counterfeit
product, such as a counterfeit “Louis Vuitton” bag, could have specific effects on the symbolism of that brand for other consumers,
depending on the social class of the counterfeit user. We investigate this proposition directly by manipulating the social class of the user
of both real and counterfeit products.

The extant literature above results in two hypotheses that are tested by our research:

H1: For participants who are exposed to counterfeit products, the overall beliefs about the prestige of the real brand will be lower
than the comparable beliefs of participants exposed to the real brand.

H2: For prestige brands, the impact of counterfeit brands on the original brand will be moderated by the social class of the user of
the product such that a user from a lower social class will have a greater effect on the symbolism and therefore ratings of the
prestige of the real brand.


