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ABSTRACT

Consumerism movements like ‘'Truth in Advertising' have
promted formulation 61‘ 1ega1 and other public policy measures to
regulate deceptive advertising., While a great deal of effort has gone
into evolving mechaniszis to protect consumers from deceptive adverti-
sing, surprisingly little gystematic attempt hcs been made to
inilestigate' vwhether exaggerated end false advertising cleims are at
all uscful for the maxketer in promoting his product. Consumers'

. attitudes f towards products are influenced by -

(i) comunications concerning products,
(1i) experience with products, and

(1ii) interaction of communications snd product experience,

BExpectations are created about products by advertising and other meané,
while actusl product experience and the levels of expectetions deter— |
mine the extent to which expectations erc confimmed, This'expectation
fulfilment' or lack thercof (disconfimed expectancy) influences the
individusl%s attitude and subsequent actions téwa.’rds the concerned
product or object, It is important to understand end take into
account the role of 'expectation fulfilment' while considering
influences on attitude end behaviour concerning products,. One way to
‘take into account its role is to investigate and establish the nature
and direction of influence expectation fulfilment (or d_isconfimation)
hzs on attitud.e. Unfortunately, both theoritical sources and the
limited empirical evidence thet exists, suggest conflicting end
cbntradictory influences, MJréOVGr, from managerial point of view, -
situstion-specific variables are ukély-to require g cese by case
assesmment, What is thercfore needed is an approach that recognises



n
..

the influence of 'expectation fulfilment' and explicitly incorporates
it in eveluetive mechanisms for the major decision arcas like new
Product—concepts and new campeigns, This paper develops end tests

e model using such an approach, The model postulates the influence
of ‘'expectation fulfilment' on affective and conative components of
attitude, Tt is tested in the context of s new product-concept
evaluation by 2 éémple of 903 housewises.l The results, with large

" end: significant st 2nd beta cocfficients, suggest that a higher
degree of expectation fulfilment helps build more favourable
attitude towards, end intention to buy & product., The implication
is that exeggeraltion in advertising claims resulting in disconfimmed
expectancy does not help a maxketer, It is recommended that the
construct of 'expectstion fulfilment', which ceptures the interaction
between product experience and prior expectations, should be built
into evaluative mechenisms for decisions concerning product

concepts, product fomuletion and advertising cempesigns.



ADVERTISING CLATMS, EXPECTATION FULFILMENT
4ND PRODUCT EVALUATION

- Consumerien movements like 'Pruth in Advertising' have

prompted formulation of legal and other public policy measures
#0 regulate deceptive advertising ( ). While a great desl
of effort hes gone into evolving mechanisms to protect consumers
from deceptive advertising, surprisingly little systematic ettempt
has been mede to investigate whether exaggerated and false adver—
| tising c¢laims are at 21l useful for the marketer in promoting his
product, There is am wid.ely‘ shared belief auong advertisers that g
little exagge_raiign in advertising is good for the promotion of a
product, Vhile exaggersted claims may help in cresting interest end
generating product trial, it is not clear as to what extent the |
custamers product experience, in the 1ight of expectations created by
such cleims, will result in fevourable attitude towards jroduct.

Consumers' sttitudes towards procucts are influenced by
(i) communications concexning products, (ii) experience with products
and (iii) interaction of communications with product experience,
Expectpations sbout products are cﬁated through advextising and
other means of communications while aptuel product experience and
the levels of expectations determine the extent to which these
expectations are confirmed, This 'expectation fulfilment' or
lsck thereof (disconfimmed expectancy) influences an individual's
attitude and subsequent actions towards the concemed product orx
object. It isithus smportant to recognise snd teke into scoount
the role of 'expectation fulfilment' while investigating into -



influences on attitude and beheviour concerning products, The multi-
sttribute modeds of attitude structure, as formuleted and discussed
“in maz‘keting literature, do not provide a disgnostic mechemism to
~detemine the role of 'expectation fulfilment' in attitude towards
products, | ' '

‘Marketing decisions that call for ascertaining the influence
of 'expectation fulfilment' on attitude and behaviour concerning products.
are not iestricted to design and choice of advertising copy and
communication campaigns, They also include cﬁtical decisions c;oncez-
ning product-concept foxmulation, choice of basic consumer benefits, '
.end product lpositioning. Regearch methods that are usually employed
::vat__tha_.kse:j Btag,eg of new product process often involve conveying a
product idee, a cpmept, or a positioning through a commmication which
is ]:a:cgely responéible for creating cor_mmners_’ expectations about the
product, A sound product-concept mgy be rejected owing to a poor match
between the expectations crested by its communication and benefits
a8 experienced by product trisl, unless it is diagnosed thet this
mismatch is 2 primery contributor to negative sttitude towerds a

product,

One approach for taking into account the role of 'expectgtion
fulfilment' while meking mar\{(eting'dec_isibns is to detexmine the )
neture end direction of influence the extent of 'expectation fulfil-
ment' has on attitude towards a pmduct‘, and accordingly plan to.
make exeggerated (or underrated) claims, Howéyer, as we shall see
later, no clear guidelines emerge either from the relevant theowiticel
formulations or from the limited empirical evidence that is available.
Moreover, effects of situationsl variables and such other considera—
tions are l_ijely'to ‘call for o case by case assessment of each
‘decision., Thus, en spproach thet provides for a mechenism to



investigate and d.etem»j;rxe the effect of 'expectetion confimation'
" on ettitude, alongwith the evaluation of a decision altemstive

- (e.8s ‘aﬂvez‘tising campaign, bj:fodnct—concept), is more likely to

:' he tisé.ﬁil- for managers, This paper proposes ‘a’ inodel using such an
approach'and tests it in the context of =z new pmductr-concept
deeiglon, .

A revt:.ew of impﬁ.icatmns from theories of reaction to
' fd,isc;-epanay 1s first presented, followed by e brief review of rele-
1'van _impincal evidence, The model proposed is presented alongwith
the test results. ) ‘ ’

Theoretical Sources

Anderson (1973) has proposed that four psychological theories
may be considered for expla:m.mg the cffect of expectetion. i\zlfllment
| (dxsconihmation) on prodict evzlustion. Expectations can be seid ‘
t6 have been conf:.med (fulfilled) if product perfommence is ‘consonant
_ IW:Lth prior expectatlon, disconfimmed poutlvely if product performs
better than expected, end disconfimmed negatively if the product
'L-pvez-foznance is warsc then expected (Oliver, 1977) According to
asaimilat;on theory (Sherif & Hovlend, 1961), ond cognitive
.dissonence theoxy (Festinger, 1957) eny discrepancy between
e‘x‘pectafions and produtt perfoimanCe will be perceptualiy
: distorted to minimise the smme amd to co:mc:l.de with prior expectations;
) (bntrast theoxy (Eherif & Hovlend, 1961) on the other hend suggests
'that consumers will smpli.f.y the discrepancy between expectations
and proc},uct perfomence in their perceptions, Thus, if perfomegnce
is beiter tha.n emected pe:meptions (product evaluation)



will be more favourahle and if perfom:mce is woree than expected,
perceptions will be more uni‘avourableﬁ (than if the performance was
28 expected), Assimilation-contrast ‘approach (Sherif & Hovland, 1961)
‘mggesta thet eny smell discrepency thet fzlls within the renge of
‘eoceptance ave likely to be perceptuslly distorted to coincide with
expectations. However, larger e discrepancies that fall cutside

the zone of zcceplence a:e’likely to be exgggerated in pézceptions

{ product eva]:u,a:bian}. ?ﬁms, contrast theory implies thet evelustion
is 1&1:@3@' e function of expectation confimation (dieconﬁmation)
expérience, Whereos assimilstion models imply thet it is primarily

a function of expectation level (Ohvei-, 1977). The two models also
make d.:._t‘ferent predictions and s’uegest contradictozy meoxketing

mplicat ions,

Bup: irical Bvidcnce

On]y half a dezen merketing studies :i.‘trvestkig'atin?g the
effects of expectatlon fulfilment' on product evaluetion have been
_reported so far. (Cordozo, 1965; Cohen & Goldberg, 19703 Olshaveky &
'bMiller, 1972'» Anderson, 1973: Olsen & Daver, 1975, and Cllver, 1977)
In & cogent zreview of the first five stidies, Oliver (1977) has
concluded that the thrce of the most recent studies (Olahav.s}qr & Miller,
1972; :-‘mderson, 19?3, gnd Olsen & Dover, 1975) provide consistent
evidez}zoe: in fevour of the predictive superiority of the assimilation
model, while the findinge of the first two studies(Coxdozo, 1965: end
Cohen & Goldberg, 1970) supoort the contrast model, In his own
study, Oliver (1977) hes posited thet both expectetion (sssimilation)
aﬂ‘,'_discoMMation(fcontrast) expleznations ave needed %o fully specify
the'lé?c'ei of post exposure evaluations. The results of his study
in which the extent of disconfimation was d.:l:cectly measuned, show
that perceived perfomance 1s a pasitive function of expectatxon and -
dn.sconfmatmn men othe:r factore are held constant, Thus,



empirical cvidence is also not conslusive in suggesting the nature and
direction of effect of expectation fulfilment on product evaluation,

An BEvalustive Approach

’ As mentioned earlier, influence of situation-spegific
veriables in marketing often requircs spéoific emswers for each situation,
Por example, the findings of Olshevksy erd Miller study suggested thet
applicability of different theories magy vexry =cross product classes.
In aw casc maz‘ket:mg menzgers are likely to want to conduct applied.
studies to guide them in evexy major deci_.sion involving choice of
advertising eampeigns, concept evelustion, product ew}aluatiqn. and
product positioning, Milti-attribute models heve begun to gain accept-
ance in practioners mpertory of approaches end reseaxch methods to
euide dec:lsiona in some of these areass. It is proposed that a
modified model of attitude structure thet explicitly recognises
the influence of expectstion fulfilment is used as an evalustive
mechapniem for such decisions, One such model wes constxucted to
evalugte new product-caoncepts for dishwashing sgents, Perceived
wniqueness, expectation fulfilment oversll rating (affect) end intention
(vtorbw) were the endogenous veriasbles that were sought to be
expleined by beliefs sbout ‘specific attributes(cognitions), some
demogrephic verisbles, snd t_he selected endogenous varisbles,

The Stygx‘ -

2 semple of 903 housewives were presented, shown descriptions
of e new dishwzshing product-concept and presented with product
semples for use, After a two-week trial period, measures were taken
on their’coyxitive beliefs sbout the product, pemeived. uniqueness,
overell e.ttitud.e (affect), intention to txy, end the extent of
expectation. fulfilment (all on intervel scales), in ed.dita.on to



socio-denograbhlé characteristics. A factor enalysis of responses on
22 attribute ratings yielded six feotors (Sce Trble 1). Cne ettritute
wes chosen to- xepmsent each of the factors for further analysis,

" Canchical . coxrelstion results of the endogenous end exogenous sets
of varisbles suggested to the basic fommulation and the stzucturc of
the model (See Table 2)%. A four equationpmodsl wes then used end

- estimated o8 specified i:n Tahle 3

Tahl& 4 gi\res the smple correlatlons of each of the endo-
aenous v;:rlables with each the other varisbles, and table 3 provides
 the leest ‘square regression estimates,z.

The positive and signiﬁcant con'elation coeffica.ents as well
£8: bedba coeff:.clenta in the last two cquations clearly indicate the
"imporbant :m:ﬁ.nence of ! expwtat:.on fulfilment' on overall attitude
and intention to. ‘m‘w

COnc;ua;gg_x_

L The tesulta of the test indicate s positive reletionship
; between expectation fulfilment end overall attitude as well as intention
to b'cor and are consistent with the predictions of contrast theory,
Note that in our study a high score on expectation confiymed ind.icates
_exact confimation and 2 low score implies negstive disconfimation.

- - .« enme -

lihe concept/prbd;lct stimulus was veried for three subgroups of the
~.semple, verients representing increasingly new concepts, This was -
"°mcluded a8 an exogenous ‘verieble in.the' ana]ysis. ' .

2An attempt at simultencous estimstion of the second apd third

equations us.’mg two stege procedure was not vexy sucoesaful



The jmplicat:.ons of these i‘:mdings thus contradict the belief
widegpread in thc, pz'ecta.ss.ng world that some f_xeggeretion in claims
is good for pmdnct eveluation, However, 3.t is suggested that
similar f.mdings mey not ameyge in another prormct—situation. It is
important to recognise thet modification in cither the product~
concept descxiption (claims) or the (physical) product (or both)
cen result is different pmduct perceptions, Thus,en eveluative
epproach like the mod.el prceented here which attempts to ascertain
the: :haflueme of expectation mlﬁ,lmcnt, and therehy disgnose its
' :’Eo:lé in pr&:iduct evgluation, is likely to be very useful for mayketers
confronted with decision problems éonceming pz?oducbrconc'ept
evaluztion, product positioning, and advertising campaigns.
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Table 2

GARNONICAL ANALYSIS RESULTS

Canonical Correlation

‘ Coefficients for the
Endogenous Var:\.ables.

Uniqueness :
Expectation Fulfillment
Overall Hating

'Buying Intention

Goefflcients for the
Exogenous Variebles :

.Concept/Product Stimulus
Rating on "Suds”

-Beting on—_f“ﬁder" L

" Rebidig on '"Effect on Hands"
Reting on "Grease Qutting"
Rating on "Convenient Cgp"
Rating on "Consistent Texture"

BEducation of Respondent

Age of Respondent .
Incqne of regpondent's household

P

695

113
e 345
-.271
=523

135

-.256 -

-.160
-~ 749
-.257
~-.031
000

t052

-.023

000

IT

S

.220

~.205 -

-, 121
1,217
-1,046

~e 492

~.225.

005

”.162

483
457

«133

~1.067
194
- 427
~399

.279
1,093
-.224
-0543.

-.323
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Table 4

STMFLE CORHBLATIONS

Overz11

PgOl

*  PL05

~ Uniquences %ﬁiﬁgﬁ? Rating ﬁtgx.ion
| (23) (27) (22) [E)
Bxpectation Fulfilment ~0,267% - 0,465* 0.,462*
Overell Rating ~0,379* 10,465% - 0.621%
Intention to Buy ~0,206* ~0, 268% 0.621% -
Concept/Prodﬁét Stimulus 0.09T* -0,078* «0,057%*  -0,048
Uniqueness - -0,267* —0.379* -0, 406*
suds (5) -0,192% - 0,276* 0,337%  0,294*
Odor (10) -0.149* 0. 160% 0.230% 0,239%
Rffects on Hends (13) -0,318% 0.459% = 0.430% 0.542%
Grease Cutting (17)  =0,205% 0.236* 0,356* 0,315
Convenient Cep (21)  -0.078* 0.099* 0.084* 0.134%
Consistent Texture(26) 0,021 -0.003 0.015 -0,001
 Bducstion (28) ~0.112% 0,027 0.009 0.055%*
Age (29.). 0.044 ~0.036 -0,010 ~0,112*
Inccme (30) ~0,109% 0.095% 0.130*  0,073%*
*
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