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Three studies examined conditions under which imagine instructions influence degree of persuasion. Study 1 showed that imagine

instructions cause individuals high in need for cognitive closure to form stronger negative attitudes after viewing a negative

advertisement. Study 2 showed higher level construals facilitated ability to imagine by increasing adherence to an advertisement

message. Study 3 showed an interaction between imagine instructions and promotion focus such that either high promotion focus or

imagine instructions resulted in stronger positive attitudes in relation to a positive advertisement message.
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According to current models of persuasion such as the elaboration likelihood model (Petty and Cacioppo 1983) and the heuristic
systematic model (Chaiken 1987), high amounts of thought or elaboration have been found to increase advertising effectiveness and
attitude strength. For example, Petty and Cacioppo (1983) found that participants who elaborated on an advertisement message under the
central route to persuasion showed a greater increase in attitude strength and persistence of attitudes over time relative to participants who
did not engage in extensive elaboration.

Elaboration has been induced in a variety of ways. Pictures, concrete information, and personal relevance have all been found to
increase elaboration and, subsequently, increase persuasive impact and attitude strength for the target advertisement message (Haugtvedt
and Strathman 1990). Yet, another way to effectively increase elaboration is to instruct consumers to imagine additional information
supporting the persuasive message. This imagine technique has been used in many advertisements; for example, consumer protection
groups like TheTruth.com have used this technique in a number of anti-tobacco advertisements in which people are presented with an
exemplar (e.g., memos indicating that tobacco companies knew smoking increased cancer risk) and then asked to imagine additional
related information (e.g., systematic attempts to conceal the association between tobacco and cancer risk).

Research examining the imagine technique has found that instructions to imagine increase elaboration, thus enhancing advertising
effectiveness (Kisielius and Sternthal 1984, 1986). However, conditions under which imagine instructions are more or less persuasive have
not been identified. The current research aimed to identify conditions under which the imagine technique facilitates greater adherence to
the advertisement message.

Several motivational and capacity variables were examined as potential moderators of the tendency to seek out and access
unpresented information in a judgmental context. In particular, need for cognitive closure (NFCC) was investigated as a potential
moderator of the effectiveness of imagine instructions. Given that individuals with high NFCC have been shown to desire immediate
answers over ambiguity (Webster and Kruglanski 1994), high NFCC individuals might fail to elaborate on presented information unless
they are specifically instructed to do so. However, because low NFCC individuals are more willing to elaborate, they might imagine
additional information and adjust their attitudes to correspond with that information regardless of whether they receive imagine
instructions. Thus, imagine instructions should be less influential for low NFCC than for high NFCC individuals.

Construal level was investigated as another potential moderator of the tendency to seek out and access unpresented information in
a judgmental context. Construal level theory proposes that high versus low construal level influences peoples’ responses by changing the
way they mentally represent events (Liberman and Trope 1998). High level construal is associated with abstract and general representation,
whereas low level construal is associated with more concrete and detail-oriented representations. Because imagining requires abstraction
beyond the provided message, high level construal should facilitate imagination and increase adherence to the target message.

Three studies were conducted to test potential moderators of the imagine technique. All three studies presented participants with a
fictitious advertisement and asked them to evaluate the product in the advertisement. In the imagine condition, participants were asked
to imagine further information that supported the advertisement’s message (e.g., “Imagine what else Special K can do to improve your
health”). In the no imagine condition, no further instructions were given.

In the first study, participants viewed an advertisement with a negative message about McDonald’s (i.e., McDonald’s exploits
children). After viewing the advertisement, participants answered questions that assessed attitudes and purchase intentions toward
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McDonald’s along with the NFCC scale. Participants in the imagine condition expressed more negative attitudes toward McDonald’s,
which indicates that the imagine technique is an effective persuasion tool because it caused greater adherence to the advertisement
message. In addition, high NFCC participants formed more positive attitudes (thus going against the advertisement’s negative message)
in the no imagine condition relative to the imagine condition. However, low NFCC participants in the no imagine and imagine condition
expressed similar negative attitudes toward McDonald’s. Thus it appears that the imagine technique is particularly effective for high NFCC
individuals but not for low NFCC individuals.

Study 2 investigated whether construal level influenced whether imagine instructions affect attitudes about a positive message about
Subway (i.e., Subway can improve your health). Construal level was manipulated via a prime adapted from McCrea et al. (2008) where
participants were asked to view a painting by Seurat that drew their attention either to the overall effect of the painting (abstract condition)
or to the technique of pointillism (concrete condition). Participants then viewed a positive message and completed an attitude assessment.
Participants in the abstract/imagine condition formed more favorable attitudes than participants in the concrete/imagine condition, which
indicates that abstract processing facilitates imaginative thinking and increases persuasion.

In the third study, participants viewed an advertisement with a positive message about Special K (i.e., Special K is healthy), with
promotion focus measured as a potential moderator of the effectiveness of imagine instructions. Because high promotion focused
individuals tend to have strong positive dispositions (Higgins et al. 1994), they might spontaneously imagine additional information to
support a positive message; conversely, low promotion focused individuals might generate supporting positive information only when
specifically instructed to do so. The results support this proposition; participants in the low promotion focus and no imagine condition rated
Special K more negatively than all other groups (thus not supporting the advertisement’s message). Thus, presumably because low
promotion individuals are predisposed to be less positive, the imagine technique is useful in encouraging attitudes that support a positive
message. Consequently, the imagine technique appears to significantly increase adherence to a positive message for low promotion focus
individuals but not for high promotion focus individuals.

The present studies expand on previous research examining the effectiveness of the imagine technique by identifying conditions
under which imagine instructions are more or less effective. Future studies will continue to examine characteristics of the message, the
recipient, and the advertising context that moderate the effectiveness of the imagine technique.
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The goal of this paper is to understand how consumers respond to feelings of disgust. Disgust is experienced in response to unwanted
stimuli (Olatunji and Sawchuck 2005). There are two categories of disgust: core and socio-moral disgust. Core disgust refers to physical
repulsion (Haidt, Rozin, McCauley and Imada 1997). It is protective of one’s body. Socio-moral disgust is elicited by contact with objects
that are evil (i.e., a shirt worn by an evil person). It is protective of social order.

In this paper a new elicitor of disgust, inconvenience, is discovered. Individuals’ responses to disgust in consumption settings are
explored.

Study 1
Study 1 was conducted with 107 undergraduates to explore disgust elicitors. Participants were asked to reflect on the last time they

felt disgusted, and rate their disgusting experiences.
Results. From 107 participants we collected 101 disgusting experiences. Core and socio-moral elicitors of disgust were prevalent

(21% and 41% respectively). Further, the elicitors of disgust have broadened to include a new elicitor; inconvenience. Inconvenience refers


