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THE EFFECT OF VALUE NETWORK INTEGRATION
ON EVALUATIONS OF MODERN, CLASSIC

AND RETRO BRANDS

Abstract
by Kivilcim Dogerlioglu Demir, Ph.D.

Washington State University
May 2010

Chair: Patriya Tansuhaj

This dissertation fills an important gap in the semer value and brand literature by
demonstrating that value network integration (dedias the perceived overlap between two
value networks—modernism and conventionalism) migtive important effects on consumers’
evaluations of modern, classic and retro brandsestence, it is an investigation into how
consumers respond to different styles of brandslémg classic and retro) depending on their
value network integration (VNI) levels.

Bringing together various streams of relevant regeand highlighting gaps in the
literature, the first essay presents a theorefiaatework for studying modern, classic and retro
brands and outlines future directions for consuraesearchers. In particular, drawing from the
modernization, brand and value literature, thisgpajiscusses the role of an individual
difference variable (VNI) as well as situationatiahles (environmental cues and regulatory

focus) in explaining variations in evaluations addaern, classic and retro brands. Second essay

is an empirical test of the proposed framework.ré/&pecifically, it shows that when low VNI



consumers are exposed to modernism and convensignelies, they react to these cues and act
in a cue-incongruent way. In contrast, high VNhsomers assimilate to these cues and act in a
cue-congruent way. The interaction effect betwlegal of VNI and environmental cues
determines the consumer’s choice of classic or mmoblands. Drawing from identity
fragmentation literature, this essay also proptsaisthe level of VNI affects evaluations of retro
brands: High VNI consumers rate retro brands moestitipely than do low VNI consumers.
Moreover, the type of regulatory focus also infloes such evaluations: While a focus on
promotion results in more favorable evaluationsetro brands by consumers, a focus on
prevention leads to less favorable evaluationgwbrbrands. This effect is explained by the
cognitive mechanism underlying regulatory focusie Tontribution of this research to consumer
value theory and brand research is discussed assilg® managerial implications for market

segmentation, product positioning and ad framirgsaiggested.
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CHAPTER ONE
INTRODUCTION

In their daily lives, consumers are bombarded wéhous marketing messages. Those
messages variously aim to appeal to the consursense of what is new and modern
(modernism) and what is traditional or conventigfcanventionalism). While some messages
target conventional values (for example, Coca-Godals that focus on regional traditions such
as festivals and holidays), others focus more odemovalues (for example, ads by Apple
Computers that focus on their computers’ efficierstgek design, and speed). Yet other brands
seek to combine these elements in a retro stytls fér the Volkswagen Beetle are a good
example. Combining both classical and modern etes) VVolkswagen ads tout its cars’
advanced automotive features, which are packeduictr that bears the conventional look and
design of its models from the 60s. By doing seetR positions itself as an exclusive brand.

As a majority of brand choice decisions are mada&lethe store and consumers
purchase what is available (Inman, Winer and Fer2809), it is essential for marketers to
understand what modern, classic and retro brands teeconsumers and more importantly,
examine the factors that might explain the varigion consumer evaluations of such brands.
Drawing from frame switching theory, brand and eatasearch as well as literature on
modernism, this dissertation explores how consumaszond to these different styles of brands
(modern, classic and retro) based on environments that are easily manipulated by marketers
(e.g., via ad design and framing) and the degreemaflgamation of modern and conventional

values (value network integration).



Research in the domain of frame switching (e.ger@h Lee and Benet-Martinez 2006)
has shown that contradictory frames (e.g., Chirsesatity as being interdependent versus
American identity being independent) can be integtand that the degree of integration
impacts individuals’ reactions to environmentalsaed subsequent behaviors. In a similar
vein, acculturation studies and biculturalism theo(e.g., Briley, Morris and Simonson 2005),
identity compartmentalization (Firat and Venkat2885) and post-modern approaches (Ahuvia
2005; Belk 1988) recognize that individuals maydhmlultiple identities and consciously or
unconsciously go back and forth between them. Starg with these perspectives, this
dissertation suggests that consumers possess wdlbeth conventionalism and modernism and
that it is the context that determines which vdlae most weight in a given situation, and
therefore, most influence over consumers’ behaaadschoices.

In the current studies, | explore the relationdiepiveen the level of value network
integration (VNI), defined as the perceived ovel@prveen two value networks (modernism and
conventionalism), and how consumers evaluate mod&ssic and retro brands. The set of
studies presented here offers a unique theoreiiedtibution to consumer value and brand
literatures by advancing an understanding of tloegss of, and the factors related to,

consumers’ decision-making.

RESEARCH CONTEXT AND AGENDA
As described earlier in this chapter, the key diniis dissertation is to discover and
explicate the role of value network integration (¥ understanding consumer behavior. |

present two papers, one conceptual (Essay Onejtliee empirical (Essay Two).



Essay One (Chapter Two) lays the conceptual foumdal reviewing value, identity
fragmentation, modernization and brand literatuingghlighting gaps in the research, and finally
suggesting a theoretical framework with specifiogmsitions for consumer researchers.
Specifically in this essay, there will be discussid potential individual as well as situational
variables in explaining variations in consumersleations of modern, classic and retro brands.
In addition, reviewing earlier work provides thepoptunity to discuss future research directions.
This chapter also introduces the key constructd tle®ughout the remainder of the dissertation.

Essay Two (Chapter Three) examines the interaetfif@ct of value network integration
(VNI), which is the perceived overlap between vateévorks of modernism and
conventionalism, and the presence of environmentad that influence consumers’ choice of
modern or classic brands. In particular, it isdpeted that high VNI consumers will assimilate
easily to environmental cues, and thus make tlnairces depending on the prevalence and types
of cues offered (modern or conventional), and khatVNI consumers will react to the cues, and
thus, when exposed to cues of conventionalism atemmsm, they will prefer the style opposite
to the cues provided (i.e., when exposed to coiwealtcues, they will choose the modern
brand, and vice versa).

Essay Two not only explores two brand types ateiéimd of the modern/classic
continuum, but also investigates retro brands, lwb@mbine both modern and classic elements.
This essay strives to answer the following resegtastions:

1. What is the impact of value network integrationemaluations of retro brands?
Put another way, to what degree does the incorparat modernism and
conventionalism influence consumers’ evaluationsettb brands, which

combine seemingly opposite values?



2. Do certain types of regulatory focus (specificafiggvention and promotion
focus) impact consumer evaluations of retro brands?

An answer to the first question is of both theisedtand practical importance. It will
allow a better understanding of the relationshipveen VNI and retro brand evaluations, and
therefore it will allow for more effective markegjrio high VNI consumers, those who embrace
both modern and conventional values. Specificétlg,anticipation is that the level of VNI will
influence both consumers’ evaluations of retro tsatdigh VNI consumers will evaluate retro
brands more positively than do low VNI consumers.

As will be discussed thoroughly in Essay Two, consts react differently to promotion
and prevention foci. Therefore, it can also beiaees] that consumers’ retro brand evaluations
may change depending on the priming condition @néwn and promotion focus). Particularly,
Essay Two will seek to demonstrate that the typegiilatory focus may affect consumers’
evaluation of retro brands. A promotion focus cangg with a prevention focus leads to more
favorable retro brand evaluations, due to the ektian mechanism fundamental to such foci.
The answer to the second question is significaittlzes both obvious theoretical and managerial
implications. By showing that a situational vate@aban be manipulated to modify consumers’
evaluations towards retro brands, | hope to couteitbo brand literature and provide managers
with specific guidelines on effectively positioniagd marketing their retro products.

Essay Two includes a series of pre-tests and erpats that will be supplemented by an
additional test conducted with a panel of North Aicen consumers. These added studies are
expected to validate the previous experiments eatisrand discover possible contingency

factors (e.g., demographic variables) in the preddsamework.



My hope is that this dissertation will substanyialligment and enrich our understanding

of the impact of values both in consumer behavimt larand research.

ORGANIZATION OF THE DISSERTATION

To achieve the aforementioned research objecttVieapter Two (Essay One) provides
an overview of research on consumer values, mazhran approaches, identity integration and
brand literatures to identify gaps in the literattinat have inspired this dissertation. This & th
conceptual essay that provides consumer reseansitarstriguing future avenues for research.
Chapter Three (Essay Two) brings together researdhame switching, values, modernization
and brands, and offers predictions for high velsusvalue network integration (VNI)
consumers. This chapter includes a series ofgats-along with three major studies, two
conducted among students and the other using alca@nganel. These studies empirically test
the role of value network integration in consumergluations of modern, classic and retro
brands. A priming paradigm drawn from identityeigtation literature is employed to test the
boundary conditions of this model. The methodsisedncludes a complete description of the
data collection process and the research metredsented with a full discussion on results.

Chapter Four discusses the major findings of Es@egsand Two, tying them to

theoretical and managerial implications.
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CHAPTER TWO
ESSAY ONE:
ON THE CONSUMPTION OF MODERN, CLASSIC AND RETRO BRA NDS: THE

VALUE NETWORK INTEGRATION PERSPECTIVE

ABSTRACT

This conceptual piece examines consumer valuggegsmpact evaluations of different
types of brands, namely classic, modern and remds. Following a brief review of the
literature is a section on the nature of valuesi$tng on dynamism (i.e., consumers shifting
from one value to another) and multiplicity (i.eonsumers holding seemingly opposite values).
Next is a discussion on integration of values m¢hntext of modernism and conventionalism.
An examination of current definitions of moderrasdic and retro brands allows comparison
among the three styles, with the purpose of unaedsig how consumers may respond to them.
The objective of this paper is to underscore thesga the literature, develop a conceptual
framework and propose future research directi@secifically, value network integration, the
degree of amalgamation of modern and conventicalales, is a potential individual difference
variable that may be useful in examining consumatuations of modern, classic and retro
offerings. Possible contingency factors (e.gmprg through situational cues and regulatory
focus) in examining such brands are suggested.e$$my closes with a discussion of managerial

and theoretical implications of the proposed frameuw



INTRODUCTION

Several years ago, Golf GTI aired a commercial Withslogan “the original, updated.”
The ad featured Gene Kelly performing modern danecees in the most famous scene from the
classic movieSinging in the Rain Singing and playing with the rain as he travgighe street,
Kelly dances up to a Golf GTI.

Through computer generated imagery, this commeaciaieved a nearly perfect melding
of modern and conventional elements, making theradof the most memorable in recent
memory. Although the ad was effective, consumactien was mixed. People found the ad
both “cool” and disturbing. While the retro thesngere appealing to most, some consumers
found the ad’s elements irreconcilable, and wersaay about the way in which conventional
elements were employed to market something comalesamething modern. Other
individuals were more comfortable with the commalisijuxtaposition of opposites.

In their daily lives consumers often come into emhwith such conflicting and
sometimes opposing themes. The ad for Golf GiMeseas an example of how classic themes
(Gene Kelly,Singing in the Rairetc.) are often employed in a commercial to miaskenething
new and modern, in this case an automobile wittufea such as engine power, an ingenious
twin-clutch system, and more. Bringing back insagethemes from the past, marketers of such
products seem to promise to take consumers batletgood old days when life was better
(Sullivan 2009). Perhaps this is the very reasby more of these offerings appear during
troubled times such as financial crises and st@akformations (Guffey 2006).

Such brands that are reproductions of once popffi@arings are often referred to as retro
brands (Brown, Sherry and Kozinets 2003). Wheretis brands bring together classic and

modern elements, classic and modern brands foctisearrespective aspects. Classic brands



aim for conventional values (such as the Coca-@dtathat focus on regional traditions such as
festivals and holidays) and signify traditions dinlages to the past. Modern brands, on the
other hand, focus on modern values (such as thtoadgple Computers that focus on their
products’ efficiency, sleek design, and speed)@ogition themselves as contemporary.

As strong brands are built on strong brand meanihgsextremely important to explore
how, why and when a brand’s meaning come to miatteonsumer behavior (Holt 2004).
Current research offers clear definitions of modelassic and retro brands, and compares and
contrasts them in order to understand how consuraspond to these different styles. This
work adds to that literature by providing consumesearchers with a testable theoretical
framework that draws attention to both situatiqeahtextual signals and regulatory focus) and
individual (value network integration) factors tgpéain differences in consumer perceptions of
such brands. Overall, by suggesting a seriesagqgsitions, this essay issues a call for further
study of the relationship between the amalgamaifonodern and conventional values (VNI)

and contingency factors in examining consumer peefges for modern, classic and retro brands.

MODERN, CLASSIC AND RETRO BRANDS
Why consumers gravitate toward certain brands baa b fundamental area of concern
for marketing scholars and practitioners. It basn well-established in the literature that
brands carry and communicate symbolic meanings€Aa897; Batey 2008) and that the
meaning embedded in brands may represent humaesvahd beliefs (Aaker et al. 2001).
Consumers look for a match between their own vaheebrand values when making purchasing

decisions (Gutman 1982; Fournier 1998).



Although the literature on brand personality (Aak887; Aaker et al. 2001) accounts for
the role of brands as carriers of meanings, it damglearly discuss the different meanings that
“classic” and “modern” brands convey to consumetgrther, retro brands have received limited
attention in the marketing literature. To datdy@nfew studies have explicitly addressed this
phenomenon (e.g., Arnould and Thompson 2005; Br&kerry and Kozinets 2003; Leigh,
Peters and Shelton 2006). Although retro branfis oftriguing research avenues for
researchers, this stream of research is stilkithieoretical infancy (Arnould and Thompson
2005). Prior literature has not systematicallylgred consumer evaluations of modern, classic
and retro brands or used consistent terminologyeovering the nature of these types. The
chief contribution of the current work is to clgadompare and contrast these brand styles and
offer possible explanations for the observed viatin consumer evaluations of such brands.
Modern and Classic Brands

In order to reach consumers who have a case ahmafiton overload, companies strive
to attract attention by offering novel designs wiftkir products and promotions, in the process
eliciting positive attitudes and eventually inspgiand motivating consumers to try their
offerings. A common technique is to focus on dgta#semes and images and thereby to position
the service or product as a traditional, modeegtgblished and long-honored brand.
Companies such as Macy’s and Coca-cola often eitific method. Emphasizing their products’
strong links to the past, these companies implittiey have been around for a long time and
that their products are part of the culture.

In contrast, other companies position their proslactd services as novel or modern, and
center design and promotion on themes such as spifietency and sleek appearance. These

companies generally offer consumers a design #rafudfill the requirements of the busy urban

10



lifestyles. The clothing brand Abercrombie anckias well as the beverage company Jones
sodas seem to fall under this category. With tfugius on being an alternative, they try to set
themselves apart from the old, the boring and tmentional. They offer instead the new, the
exciting and the modern. One may argue that aiclisand, too, must change and adapt to
modern lifestyles if it is to survive in today’s rkatplace, and whether that makes it a modern or
a classic brand is also open to question. Whitkaging, labels, and distribution methods of
classic brands naturally evolve as a responsedoeahanging market conditions, however, the
content of classic brands remains the same. Classnds want to be seen as part of tradition
and they are therefore resistant to change theémee (Thompson, Pollio and Locander 1994).
In contrast, modern brands foster the image ofdgoeéw and contemporary. They situate
themselves as opposite to everything that consumigitst see as old, ordinary or traditional.
They aim to be seen as open to change, indeperidemard-looking and dynamic (De
Chernatony and Cottam 2006). The disparity in, fieek and image keeps modern and classic
brands apart.

While classic brands are defined as traditionalland-honored brands reflecting
conventional values, modern brands are definedatemporary and forward-looking mirroring
modern values. Between these two styles is a $ityld that blends certain elements of the
modern and the conventional in branding. Thesedw&ave been labeled “retro” by previous
researchers (e.g., Brown, Sherry and Kozinets 289%ell as by popular media.

Retro Brands
The western world is engaged in a massive prodagswinding, replaying, reviewing

and re-presenting the long march of history in ptdesalve our collective consciences
concerning the complete mess we made of the cejustrpast (Baudrillard 1994, 26

Retro brands are popular today as never beforaikina2002; Naughton and Vlasic

1998; Wansink 1997). With the future of the ecogaamaining uncertain and perilous and

11



with consumers continuing to face hard times, tiegew to look at the past through rose-colored
glasses, finding solace in reminders of better sim&conomic turmoil and transformation seem
to spur more and more brand revivals or retro saaspecially in hedonistic product categories
such as confectionery, snacks, drinks and combadg. Guffey (2006) suggests that retro is a
mechanism to slow down the rate of transformatooantemporary culture. Marketing that
features retro themes and images seeks to bapbishcinsumers’ consciousness whatever
crises—whether financial or social—they face inrtidaily lives. According to this theory, by
looking back, retro brands enable individuals torenforward.

In this paper, a retro brand is defined as an atitheeproduction of a past brand that
blends modern and updated features and classitaditional elements. This branding
technique is associated with invented traditiomand revival (Brown, Sherry and Kozinets
2003; Leigh, Peters and Shelton 2006; BeverladdLamton 2005), a harmony of past and
present (Brown 1995, 1999, 2001) and repackagistaigc visions (Thompson and Arsel
2004).

The Golf GTI commercial that features Gene Kellyfpening modern dance moves in
that famous scene from Singing in the Rain is éepeexample of a retro design in ads. Brands
such as Moxie or Nesbitt's Orange Soda, Dickiethahg, Bazooka bubblegum, VW Beetle and
Mini Cooper automobiles, Necco Wafers and Willy Warcandy are all regarded as retro
brands. Another example is the TAG Heuer watchclwiooks like the 1930s original but now
features a solar-powered microchip in place of wieg once a mechanical escapement. The
reproduction Bush transistor radio still has tharig dial of its 1950s progenitor, but the station
settings are modern and a socket for headphomeevgled (Brown 2001). These offerings are

come-backs and born-again brands.
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It must be noted, however, that retro brands sbdkeir essential identity even though
they are complete remakes of historical brandghahsense, retro brands are different from
classic brands. In a qualitative study Pimemel Reynolds (2004) classify Coca-Cola and
Levi's brands as traditional and classic. Thesstis evolve and pass from generation to
generation, evoking a sense of continuity thatu®$o their past and shows their “staying
power.” Unlike retro styles, however, they are offéred agemakef historic brands. Rather
than emphasizing continuity, as do classic brafrdso implicitly ruptures us from what came
before” (Guffey 2006, 28). It is that rupture tliggtinguishes a retro brand from a classic brand.

In sum, existing theoretical accounts suggestrtiatern brands are forward-looking and
dynamic in comparison to classic brands, which@mg-honored and traditional. While classic
brands signify stability, retro brands imply a tk&ath the past at the same time as they re-make

old offerings.

TOWARD A THEORETICAL FRAMEWORK

How do consumers react to modern, classic and betieds and images? How can the
variations in evaluations of such brands be exptitWhat are the individual variables and
situational cues that might be controlled by markemanagers in responding to such
variations? Despite evidence that consumer valiakegr 1997; Belk 1988; Gutman 1982;
McGuire 1976), situational cues (Hong, Morris, Cand Benet-Martinez 2000; Luna, Ringberg
and Peracchio 2008) and consumers’ salient idest{Aaker 1999; Kirmani 2009; Oyserman
2009; Reed 2004) affect behavior and brand pretexeresearchers know little about the nature

of the variations in evaluations of classic, modand retro brands and the factors that affect
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such differences. ltis, therefore, the objectéhis paper to develop a conceptual framework
to study these differences in evaluations and ¢pg@se future research directions.

This section briefly reviews the key variables, eintonsumer values emphasizing
dynamism (i.e., consumers shifting from one vatuartother) and multiplicity (i.e., consumers
holding seemingly opposite values), value netwatk&gration (VNI), modernism and
conventionalism. This theoretical discussion seag&the basis for the model and propositions
arising from it.

Nature of Values

As early as the 70s, consumer researchers recagthieeneed to study values as key
constructs in understanding consumption decisierts,(McGuire 1976). Hence, values have
been heavily studied in brand research (Aaker 188Ker et al. 2001; Batey 2008), choice
evaluations (Allen, Gupta and Monnier 2008), neadpict adoption contexts (Wang, Dou and
Zhou 2008), cause-related marketing (Bigne-Alca@inras-Perez and Sanchez-Garcia 2009)
managerial practices (Smith, Peterson and Schw®afi?), involvement in co-production of
products (Etgar 2008) and managerial strategy esu@ousa and Bradley 2006). In marketing
and consumer behavior research, values are ggnseaih as goal-directed cognitive structures
that shape behavior across consumer domains amekt®nThe consensus of this research is
that values influence decisions of both consumedsraanagers (Schwartz 1992, 1994, 2007,
Schwartz and Bardi 2001). In a consumption cdanfex instance, while consumers may have a
positive or a negative attitude toward Brand Xjrtlgeneral disposition toward what the brand
represents (e.g., power, security, achievemen), teénscends the influence of the specific
context (Rokeach 1973; Davidov, Schmidt and Sclen2008). In that sense, a consumer who

is given a choice between two brands may prefeéerisgparibus, the brand that is most
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congruent with deeply held values (e.g., an aciemre oriented individual will choose a brand

that represents success and victory) (Schwartz;199#h, Peterson and Schwartz 2002).

Multiplicity and the dynamic nature of valuess discussed above, values have generally
been recognized as having specific and enduriiig (f@aokeach 1973). More recent research in
the study of values, however, has shown that iddiadis possess a variety of values, some of
which may be conflicting (Pouliasi and VerkuyterdZfVerkuyten and Pouliasi 2006), and that
the context of the choice at hand may determinelvhalue one emphasizes (Feather 1995;
Verplanken and Holland 2002). When a situatiaunees a choice between two conflicting
values, individuals may go back and forth betwdwmt (Fries et al. 2005; Howes and Gifford
2009; Sverdlik and Oreg 2009). Within this framekyat is postulated that values may be
multiple (referring to the possibility that two ogpgite values can be held simultaneously) and

dynamic, as it is possible to switch from one vdtuanother.

Value network integratianFollowing the work of these researchers, | ssgget there
are individual differences in consumers’ levelmkigration of two conflicting values or in some
cases value networks that are interconnected hwalaas (Owen-Smith and Powell 2004).
Value network integration (VNI)—the degree to whtelo seemingly opposite value networks
are psychologically incorporated—has important egagnces on attitudes, perceptions and
behavioral intentions (Benet-Martinez, Lee and P806; Cheng, Lee and Benet-Martinez
2006). High VNI individuals hold both values tolget and feel that both can co-exist. For such
individuals, there is nearly a complete overlapieein those seemingly opposite structures.

They are comfortable using either, depending ont Wieacontext dictates. In contrast, low VNI
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individuals perceive these two value networks asahnected. For low VNI individuals, those
two values are disparate structures that are in@able (Stapel and Blanton 2004; Stapel and
Koomen 2001). This view acknowledges that thessimlilar structures exist side by side
(Giddens 1991) and that identities are fragmentduliyia 2005), but maintains that, while some
individuals can reconcile separate, even contradigtlentities, many others constantly struggle
keeping these multiple frames detached (Ahuvia 005
This phenomenon has been studied in relation tor@liframe switching and

biculturalism (Benet-Martinez, Lee and Leu 2006g64p, Lee and Benet-Martinez 2006; Lau-
Gesk 2003; Luna, Ringberg and Peracchio 2008; MaokMorris 2009; Zou, Morris and Benet-
Martinez 2008), personality changes (Ramirez-Esp@psling, Benet-Martinez, Potter and
Pennebaker 2006), work-gender interactions (Sachiaege and Gonzalez 2009), incorporation
of well being and achievement values (Fries e0852 and value conflicts on environmental
issues (Howes and Gifford 2009). In this papelyeraetwork integration is studied in the
context of modernism and conventionalism networksch provides a fertile ground for
research both because of its obvious utility irdprteng consumer behavior and making
marketing decisions (especially for modern, claasig retro brands) and its theoretical
significance (on brand and consumer value research)
Modernism and Conventionalism as Value Networks

This section presents a discussion of two pgnasl one that holds modernism and
conventionalism as two opposite and irreconcilalees (e.g., Inkeles and Smith 1970, 1974)
and the other, more contemporary in outlook, teasghe possibility of holding two

contradictory values together (e.g., Giddens 1991).
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Modernism and conventionalism as separate valuweorés The literature on
modernism treats individual modernity as a comhbomadf values (Inkeles 1969, 1977, 1983;
Inkeles and Smith 1970, 1974). According to thelemnization project led by Inkeles and
colleagues, there are psychosocial attributesdistinguish the modern from the non-modern
individual. In this literature, modernity is vied/i@s a multifaceted concept, “a syndrome, a
complex form of qualities rather than a singlettréinkeles and Smith 1974, 17). Capitalism
and imperialism may export brands and modern ligitytes but cannot export individual
modernity. Modernity thus signifies “an inner resebs rather than specific skills a group may
possess because of the technology attained” (Isk&l83, 37). Since modernity mirrors a set of
interconnected human values, referred to as a vatweork (Owen-Smith and Powell 2004), it
is possible for individuals living in the same sdgito possess modernity at different levels.
While individuals who are high on modernism areljkto be independent, open to change
(Inglehart and Baker 2000), rational, individuatismaterialistic and future-oriented (Hwang
2003; Inglehart 1997; Inglehart and Carballo 19Ray 1997), those low on modernism tend to
be more conforming as well as traditional. Comgavéh moderns, non-moderns are less
materialistic. They also tend to be past-orienteligious and group-oriented (Triandis 1989).
In this paper, non-modern individuals are refetgeds “conventional.” Conventionalism is a
value network marked by excessive concern with,iafielxible observance of, social customs
and traditions. It also reflects adherence tobdisteed norms and accepted values (American
Psychological Association 2007). In that sensayeationalism is broader than traditionalism.
Whereas traditionalism is the propensity to adbengolitical, religious and cultural traditions,

conventionalism also includes general obedienastaindards of behavior. Thus, conventionals
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not only abide by the ethics of traditionalism, blgo conform to their religion’s teachings as
well as practicing the ethic of frugality (Ray 1997
Seen in this light, conventionalism and modernisentao opposed value networks, polar
opposites (Clifford 1971; Kluckhohn 1968; Maerck@01, 2004). The logic of this view is that
some people are modern, while others are conveltidSee Table 2.1 for the descriptors of
modernism and conventionalism).
TABLE 2.1

DESCRIPTORS OF MODERN AND CONVENTIONAL INDIVIDUALS

Open to change Independent

Rational Individualistic
Modern individual
Future time-oriented  Materialistic

Secular

Past time-oriented Frugal
Conventional individual Obedient Religious

Traditional Moderate

Group-oriented

| turn now to an alternative paradigm which sugg#sat the boundary between
modernism and conventionalism is neither fixedclear, as it has often been portrayed by past
scholars. Furthermore, there are individuals wiay dentify with both networks, and that
therefore, perhaps it is their level of integratimm@iween competing value networks rather than

the degree of their endorsement of either valueardtthat impacts attitude and behavior.
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Embracing modernism and conventionalisithis second approach postulates that
modernity may live alongside many orientations thaght be considered as conventional
(Inglehart and Baker 2000 Traditions, still prevalent in modern forms,drdct with one
another to form a hybrid structure. In his famauwsk on modernity, Giddens (1991) describes
modernity as a massive, unstoppable and inexofafde. However, although powerful,
modernism does not necessarily replace establsystdms. This perspective rejects the idea of
simple distinctions between conventionalism and enoidm (Ritzer 1997) and accepts that
consumers constantly find themselves in situationslving conflicting scenarios (Ahuvia 2005;
Firat and Venkatesh 1995). Modern themes of copteariness, consumerism, materialism,
efficiency and effectiveness live side by side viamily, history, loyalty, time honored legends,
respect for the past, customs and conventionsorfloty to this second approach, identities are
fragmented and it is possible for individuals tédhopposing values (Ahuvia 2005; Belk 1988;
Myerson et al. 2010). Moreover, empirical findingghe literature on frame switching imply
that it may be possible to integrate seemingly raalictory value networks at different levels
(e.g., Hong et al. 2000). Following that logi@rgue that there are individual differences in
consumers’ level of integration of modernism andvamtionalism (VNI) that have important
consequences for consumer behavior. High VNI iddizis hold modernity and conventional
values together and feel that both can co-exist ékample, high VNIs identify with the
statement “I can easily combine conventionalismmodernism.”). Such individuals are
comfortable using either, depending on the contéxt.the contrary, low VNI individuals
perceive these two networks as disengaged (Low Wistify with the statement “I believe that

modernism and conventionalism are distant.”).
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Although values comprise important aspects of elfridentity and often guide
behaviors, we are not always aware of them (Vekaarand Holland 2002). It has been shown
that priming values (for a detailed review on aatiion through priming, see Sela and Shiv
2009) enhances individuals’ attention to a speeiilue (Bargh 1997; Freitas, Gollwitzer and
Trope 2004; Maio, Olson, Allen and Bernard 2001€elloand Kaikati 2009). These findings

are useful in explaining the contrast and assimite¢ffects as discussed below.

Contrast (reactance)-assimilation effec&ssimilation and contrast (reaction) effects
refer to activation (or deactivation) of domain afie knowledge, value, frame or identity
structures. While assimilation effect refers tbdéng in accordance with the signals in the
environment, contrast (reaction) effect indicates-mcongruent activities (Freitas, Gollwitzer
and Trope 2004). The notion of these effectsoaead in the assumption that individuals often
possess seemingly different and even conflictinges and therefore that the values applied to
any particular decision are reliant on situatiasgighals (Pouliasi and Verkuyten 2007,
Verkuyten and Pouliasi 2006) as well as on how tinelse seemingly conflicting value networks
are integrated (e.g., Benet-Martinez, Lee and 2@06). Individuals who are high on
integration (those who see that both values caityeasexist) will assimilate to the
environmental cues and act in a cue consistentandythose who are low on integration (those
who think these two values are irreconcilable) wahct to the cues and act in a cue inconsistent
way. These effects are ubiquitous when the sanadt hand requires a choice between two
conflicting values (Fries et al. 2005; Howes antfdail 2009; Sverdlik and Oreg 2009). For
instance, an Asian American consumer who is giveceaario that involves a conflicting choice

such as a preference between a brand that emphdsieerican values (such as independence)
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and a brand that focuses on Asian values (suait@siependence) will look for cues (salient
themes related to America or China) in the envireninto assist them with this difficult choice.
Whether they will act in accordance with the sdlimres or not, however, depends on the
perceived level of incorporation of American andr@se values (VNI). Similarly, a choice
between a modern versus a classic brand will requsimilar process leading consumers with
different VNI levels to seek out signals (salidrgrmes related to modernism or conventionalism)
to guide their decision making. Again, the subseqeonsumer behavior will be a function of

the salient cues and individuals’ VNI level.

Summary of the literatureValues are central in understanding consumenh@haThey
guide consumer preferences such as brand choi¢e(AQ97; Batey 2008; Fournier 1998).
Existing theoretical accounts and experimentaktesem to be in agreement on several points.
First, values can be integrated. That is to gag,possible to hold seemingly opposite values
(e.g., Verplanken and Holland 2002). Their levieihtegration, however, is different for each
person (e.g., Cheng, Lee and Benet-Martinez 20R@Xxt, values are dynamic. Depending on
the situation, when one value is deactivated, aratiay be activated. Thus, a person may
switch from one value to another as the environrdetates (Cheng, Lee and Benet-Martinez
2006; Verkuyten and Pouliasi 2006). Finally, mmdkan and conventionalism are networks of
values and evidence suggests most individualsinatial of them (e.g., Giddens 1991For a
review of relevant perspectives on this subjed, Bable 2.2.

Armed with these definitions, it is now possiblest@ygest a conceptual framework to
study the relationship among VNI, situational fastand consumer perceptions of modern,

classic and retro brands.
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TABLE 2.2 SUMMARY OF LITERATURE

Key Points

Main Findings

Selected Work |

Values as Guiding

Principles of Attitudes

and Behaviors

-Values influence decision outcomes of individuals.

-Values are key constructs in understanding consume
behavior and marketing actions.

- Davidov, Schmidt and Schwartz (2008); Rokeaclty8)9
Schwartz (1992, 1994, 2007); Schwartz and Ba@d{2

- Aaker (1997); Aaker et al. (2001); Allen, Gupizd
Monnier (2008); Bigne-Alcaniz, Curras-Perez and

8 Sanchez-Garcia (2009); Fournier (1998); GutmanZ};98
c—:é McGuire (1976); Wang, Dou and Zhou (2008)
> - Individuals may integrate conflicting values - Pouliasi and Verkuyten (2007); Verkuyten and Rsil
) Multiplicity and (multiplicity). (2006)
E Dynamic Nature of
a Values -Individuals may shift from one value to another - Benet-Martinez, Lee and Leu (2006); Cheng, L a
8 (dynamism). Benet-Martinez (2006); Feather (1995); Fries éR@05);
O Howes and Gifford (2009); Sverdlik and Oreg (2009)
Verplanken and Holland (2002)
Priming Values -Assimilation effect refers to beimayin line with the -Freitas, Gollwitzer and Trope (2004); Maio, Olséiien,
prime; contrast (reaction) effect implies primeangruent| and Bernard (2001); Torelli and Kaikati (2009)
activities.
Modernism and -Modernism and conventionalism represent two polar | - Clifford (1971); Hwang (2003); Inkeles (1983)kkles
= Conventionalism as | points. and Smith (1974); Kluckhohn (1968); Maercker (2001,
a e | Separate Value 2004); Ray (1997); Triandis (1989)

£ € o | Networks
s 3 c
% g_ % Embracing -Individuals simultaneously hold modernism and - Giddens (1991); Inglehart and Baker (2000); Mgerst.
=< o © | Modernism and conventionalism. al. (2010); Ritzer (1997)
F <T = | conventionalism

Modern, Classic
and Retro Brands

Modern and Classic
Brands

-Modern brands are up to date and forward lookihgden
classic brands are long-honored and tradition#s<ic
offerings signify continuity.

- De Chernatony and Cottam (2006); Pimentel and
Reynolds (2004); Thompson, Pollioand Locander (1994

Retro Brands

-Retro brands are come-backs that combine classgic a
modern elements They signify rupture from the past.

- Arnould and Thompson (2005); Brown (1995, 1999,
2001); Brown, Sherry Jr., and Kozinets (2003); klian
(2002); Guffey (2006); Leigh, Peters and Shel2006);
Thompson and Arsel (2004).




PROPOSITIONS FOR FUTURE RESEARCH

Propositions on Modern and Classic Brands

It has been shown in the literature that moderrggmifies rationality, future time
orientation, materialism, independence and operdetiness, while conventionalism reflects an
orientation toward religion, tradition and confotyn{Clifford 1971; Inkeles 1969, 1977, 1983;
Inkeles and Smith 1974). Research has also shoatrit is possible to possess modernism and
conventionalism simultaneously (Cheng, Lee and BBfatinez 2006; Feather 1995;
Verplanken and Holland 2002). Note that both valaiee part of the self. Individuals recognize
that multiple values can contribute to the selflwhile some see modernism and
conventionalism as compartmentalized, others s #s blended. To resolve these conflicts,
some individuals form links between the differealues acknowledging their overlap. Those
individuals feel that these seemingly diversifieinponents contribute positively to the self.
However, others may feel that this experience tsanmositive one failing to connect values of
disparate nature. | argue that the consumer’seg@egfrvalue integration (VNI) may have
important consequences for consumer behavior. a/doime consumers are high on VNI (that is
to say they embrace both modernism and convenisonand feel comfortable possessing both),
others are low on VNI (meaning that they see titvwsevalues as irreconcilable). Assimilation
hypothesis and frame switching theory (e.g., Béhattinez et al. 2002; Benet-Martinez and
Haritatos 2005; Cheng, Lee and Benet-Martinez 2686yell as priming experiments capturing
this phenomenon have shown that when exposed @gesnar themes of one value, high
integrative individuals in general exhibit the caeristics of that value on subsequent tasks
(Zou, Morris and Benet-Martinez 2008). Therefavben high VNI consumers see conventional

cues such as Christmas trees, Thanksgiving dinfaanily get-togethers and other themes

23



related to family and traditions, they assimilateltese cues. When, after receiving such cues,
they are given a choice such as a preferencerfaydern brand that signifies modernism values
such as contemporariness versus a classic brancetlezts conventional values such as
traditions and a continual link to the past (Pineéahd Reynolds 2004), they tend to choose the
classic brand. Conversely, modern cues (themateteto speed, advanced technology and
efficiency) will trigger consumers’ value of modesm yielding a choice of a modern brand.
These cues prime consumers, activating both tginitve networks and their judgment
schemas, making them more likely to be influencethat direction in their subsequent
judgments and behaviors (Bargh 1997; Zou, Morris Benet-Martinez 2008). On the contrary,
low VNIs see little or no overlap between modernamd conventionalism. Frame switching
theory (e.g., Benet-Martinez et al. 2002) suggasts/erse priming (contrast) effect for such
individuals. When exposed to certain cues in therenment, consumers who are low on VNI
react to these signals and act in a cue-incongmantStapel and Blanton 2004; Stapel and
Koomen 2001). This reaction is explained by thesiten caused by the constant struggle to keep
these opposite values separate (Cheng, Lee and-Blanenez. 2006). Note that the decision
context is very important here. The task shoutplire a conflicting scenario (e.g. choice
between two opposite items) in order to elicit theffects. The effect of this reaction can be
seen in the decisions they make as consumers.
Therefore,
P1: There will be a significant interaction effect been value network
integration and situational cues on brand prefezefbat is,a) Individuals who
are high on VNI, when exposed to positive cueseeitti modernity or of
conventionalism, are more likely to purchase trentrassociated with the
particular values to which they have been exp@8edimilation Effect);b)

Individuals who are low on VNI, when exposed toipes cues either of
modernity or of conventionalism, are more likelypiarchase the brand thatiist
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associated with the particular values to which thaye been exposed
(Reaction/Contrast Effect).

Summary of the proposed framewotk.sum, there are two paradigms, each deriving
from different assumptions about values. The pestadigm views values as guides to behavior
that override any cues that are specific to theecdror situation (e.g., Rokeach 1973).
Accordingly, modernism and conventionalism are seetwo separate value networks (e.g.,
Inkeles and Smith 1974). The alternative paradighch | adopt here, maintains that values
can be integrated (Pouliasi and Verkuyten 2007),tharefore that modernism and
conventionalism live side by side within all indivals (e.g., Giddens 1991). Drawing from
frame-switching theory (Benet-Martinez et al. 2QQBg level of VNI (the perceived overlap
between conventional and modern values) affectsdochoice. While low VNIs react to the
cues (modernism and conventionalism signals irethronment) and are more likely to choose
brands that are not associated with those cuds \H\s readily assimilate to these cues and are
more likely to choose brands based on contextuhbk#dnational factors. That, is high VNIs act
in cue-consistent ways (Stapel and Blanton 200 eétand Koomen 2001).

Discussion thus far has centered on modern andiclasands. Next is a section on retro
brands that blends modern and classic themes.

Propositions on Retro Brands

A retro brand is defined as a reproduction of & peend that combines classic and
modern elements. Such brands evoke the consusgrée of familiarity and custom, while
simultaneously emphasizing uniqueness, newnessxatalsivity (Brown, Sherry Jr., and
Kozinets 2003). Brown and colleagues (2003) atbaeretro brands may ease the tension

between modernity and conventionalism; retro bragpodsess the personality of the old brand
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but at the same time they are up-to-date. Retemés seem to take consumers to a place that is
safer, more comprehensible and less commercialithages of modernity (Sullivan 2009). It
has been suggested that, when consumers are yg&ynihe past, especially during troubled
times, retro brands enter the market with a prontgake consumers to the good old days when
life was easier and finances more secure (Cohe8; Z)livan 2009). While retro brands
accentuate the chasm between present and pagireélaativide functions as a safety mechanism
that protects individuals from modern worries més of industrial decline and ecological failure
(Guffey 2006).

Retro brands simultaneously signify progress, atareed in secular, scientific and
future-looking themes, and evoke a sense of ld&sacterized by images and themes associated
with past times and traditions. Brown and collezgy(2003) draw attention to this inherent
paradox and warn marketers that such brands mafyeat create tension for some consumers.
Combining irreconcilable elements, these brands soggest an unnatural association, creating
a kind of Jekyll-and-Hyde product that has two tiohihg personalities simultaneously existing
in one body.

It can be argued that in some cases, or for somguceers, retro brands imply an uneasy
balance between seemingly opposite elements, egeadnsumer confusion and even a sense of
deception. In other cases, and for other consyrhevgever, retro brands offer a sense of
equilibrium between past and future, convention mwodernity, old and new. Although
extremely important for both marketing theory amagtice, the variables, situational or
individual, that may help us comprehend this vaasraamong consumers have not received
sufficient scholarly interest. To my knowledgesithis no study that has empirically

investigated retro brand evaluations. In the feitay sections, there will be a discussion of a
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series of variables that might be tested to mdig éapture the nature of retro brand

evaluations.

The impact of value network integration on evaloagi of retro brands.The possibility
of integration of seemingly opposite value netwarksnodernism and conventionalism derives
from previous value integration studies (e.g., @hére and Benet-Martinez 2006; Pouliasi and
Verkuyten 2007; Verkuyten and Pouliasi 2006). Hglue network integration (VNI)
consumers are those who embrace values of botlentiomalism and modernism, and low
VNIs are those who keep those two networks sepaByalefinition, retro brands are brands
that combine conflicting themes (modern and clabg@mes). Thus, certain consumers are likely
to find the retro concept unacceptable and distgrbiThis especially holds for those who see
that modernism and conventionalism are irreconlglalio some, however, retro suggests a
harmony of past and present (Brown, Sherry and&igi2003; Leigh, Peters and Shelton 2006;
Beverland and Luxton 2005). | argue that thoseéviddals who enjoy retro themes are the ones
who are comfortable possessing both modernism amgeationalism. Following that logic, it
can be assumed that high VNIs will have more favlerattitudes toward retro brands compared
with low VNIs. The perception of retro brands asléng an equilibrium versus an uneasy
balance may therefore be explained by the leveiNif Thus,

P2: High VNI consumers will have more favorable evaloé of retro brands
compared with low VNI consumers.

Next is a discussion of a possible situationaldiatiiat may be manipulated by marketers
to affect consumers’ retro brand evaluations.
The role of regulatory focus in retro brand evaloas Higgins (1997) posits two

different self-regulatory modes that can be templgranduced through priming: The regulation
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of behavior according to ideals (promotion focas)d the regulation of behavior according to
responsibilities (prevention focus). These twautatpry foci have different strategic
inclinations. The promotion focus emphasizes timsyit of positive outcomes (i.e., growth,
advancement, accomplishment) whereas the preveiatois is related to the avoidance of
negative outcomes focusing on safety and secufibys, with a promotion focus, the strategic
inclination is eagerness. With a prevention fodusyever, the inclination is vigilance to assure
security (Crowe and Higgins 1997). These two tygfaggulatory focus were shown to affect
the way in which individuals process informatiomi¢géman and Forster 2001). That is, while
vigilance inclination that is induced by a preventfocus leads to simpler and more concrete
information processing, eagerness inclination is&iggered by a promotion focus leads to
more abstract thinking and cognitive flexibilityolbtering creativity (Friedman and Forster
2001).

Current work focuses on retro brands that combpposite elements. Recall Brown and
colleagues’ (2003) Jekyll-and-Hyde analogy, in viahietro brands elicit continuous struggle
between themes (modern and classic). As discuds®ee, consumers’ reactions towards such
brands differ. While some enjoy this duality, atheecognize the constant tension. This
suggests that there exist individual differencesansumers’ VNI. In addition, drawing from the
regulatory focus framework as cogently theorizedHimgins (1997), there is a very strong tool
for marketing managers to manipulate communicatioragfect consumers’ evaluations of retro
brands. By modifying the message frame of an adh@it more of a promotion focus or a
prevention focus), marketers may significantly afaretro brand evaluations of consumers.

While a promotion focus is likely to lead to retatal elaboration, emphasizing the links between
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contradictory elements, a prevention focus wilbléaitem specific processing, highlighting the
conflicts. Therefore,
P3: Regulatory focus will have a significant main effen retro brand
evaluations, with a promotion focus leading to nfarerable retro brand
evaluations compared with a prevention focus.

In consumer behavior, Zhu and Meyers-Levy (2007gisd the role of regulatory foci on
elaboration of information by manipulating both tegulatory focus of the participants and the
thematic ambiguity of the visuals in the ads. boadition where an ad had low thematic
ambiguity, the themes in the ad were meaningf@algted to each other and the focal product,
whereas in a condition where an ad had high theraatbiguity, the ad’s visuals did not have an
obvious relationship with each other. These sehalsscovered that individuals who adopt a
promotion focus engage in relational elaboratiote@rating dissimilar themes), while those
who adopt a prevention focus engage in item-speeléiboration (evaluating items in isolation).
Hence, promotion focus leads to positive evaluatioindisconnected pieces of information in
the condition of high thematic ambiguity. Preventfocus individuals, however, were
frustrated by the disengaged pieces of informgti@sented in such ads, due to their tendency

toward item-specific processing, which emphasihesgap between themes. In a similar vein,

current work focuses on retro brands and sugggsasadiel cognitive mechanism.

Figure 2.1 is a visual depiction lod proposed framework. Drawing from the
assimilation and contrast hypotheses as well as the literature that suggests the possibility of
value integration, the interactive effect of VNIdasituational primes will influence consumers’
preferences for modern versus classic brands (lRlgddition, the level of VNI may
significantly affect on how retro brands are peredi(P2). Moreover, the type of regulatory

focus might have a major impact on retro brandweatans (P3).
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FIGURE 2.1

THE CONCEPTUAL FRAMEWORI
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DISCUSSION AND ADDITIONAL DIRECTIONS FOR FUTURE RESEARCH

This paper is a conceptual piece based on researchnsumer values, mair

modernism and conventionalism, value network irgggn and modern, classic and retro brar

Throughout the papemy aim has been to stimulate scholarly debatthese subjects ar

suggest several specific propositions that camfygrecally tested by consumer researche

This is a very rich area facholarly inquiry Below are some additionateas for futur

First, there is a need to distinguish between tneepts of nostgia-proneness and retro-

friendliness. Tose two terms are far from s\ynymous. Althouglboth classic and retro imag

30



may lead to nostalgia, a sense of personal los$oaigthg for an idealized past (Pickering and
Keightley 2006), nostalgia proneness (c.f., Hollirand Schindler 1989, 1994, 1996) by itself
cannot explain “retro-proneness” or “retro-friemeigs” (for a broader review of nostalgia in
marketing, also see Belk 1991; Harris 2000; Leatye2002; Redhead 2000; Stern 1992).
Retro-friendliness is a special case of nostalgm@ness. Although both classic and retro
brands signify experiences from the past, thusighelelements of nostalgia, retro implies a
combination of past and present, modern and classnvite consumer researchers to measure
value network integration (which might drive refr@endliness) as well as nostalgia-proneness
to be able to establish discriminant validity betwehose two terms.

Second, this paper has important consequencesditketrsegmentation. Past surveys
show that there are marked differences in peoatétsides towards retro brands. The gay
community, for instance, is reputed to be retre#dly, as are women (Brown 2000). Cohen
(2008) notes that smart marketers have alreadynéoed this paradox and successfully
exploited it. Marketers have also discovered thababy boomers and Generation X-ers,
resurrected products are sentimental elicitingtp@saffect. As for young consumers, brands
from the past can seem fun (Cohen 2008). If swmahds are positioned appropriately, it may
open revenue streams. | argue that consumere’lveand evaluations may be described by
value network integration levels. Hence, thera meed to investigate the relation between VNI
and key demographic variables such as gendercaljere, and education. Data from
representative samples are necessary to be ablgldosolid segmentation frameworks.

Third, any identity integration measure (Cheng, &ed Benet-Martinez 2006) that aims
to assess the perceived degree of overlap betweeapposite identities should be validated in

research focusing specifically on the values of enoidm and conventionalism. Although
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modified and applied in several other contexts.(&gcharin, Lee and Gonzalez 2009), identity
integration measures have not been specificaltgdesithin the current framework of
modernism and conventionalism. Necessary psyctianmpeocedures (EFA, CFA, test-retest
reliability checks) should be undertaken.

Finally, this research (especially if conducted amoepresentative consumers) will
provide managers with specific guidelines for madegmentation and positioning of products.
Moreover, it will present a series of suggestiansoshow to manipulate the situational cues
(e.g., advertisements, store design, packaging)inguiry into the retro brands that are
currently on market is in order. Marketers mustekgemely careful about their retro brand
designs and in decisions about positioning theints as retro, modern or classic. There is a
thin line between looking retro and, as Sullivamsgty looking “mired in the past, outmoded and
uncool” so marketers should “leverage the besbof ypast to differentiate your brand in the
present” (Sullivan 2009, 8). Are the current rédrands positioned effectively? Are marketing
messages appropriately targeting the right madginents? Although there are obvious
theoretical differences between retro and classinds (i.e., retro signifies rupture whereas
classic implies continuity), can such differenceslsily distinguished by consumers? How
much differentiation (from the original) is needed retro brands to be successful? These and

similar questions need to be answered to fully @xfihe potential of retro brands.

CONTRIBUTIONS
Testing the proposed framework has both theoregicdlpractical implications. From a

theoretical perspective, the suggested framewatinguishes modern, classic and retro brands
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and suggests that there are individual as welbategtual variables that might shape consumers’
perceptions of these brands. The discussionsmtper centers on the possibility of holding
contradictory values (modernism and conventiongliana the implications for evaluations of
different brand styles (modern, classic and rethéglue network integration might have
important consequences for how these three styllesands are evaluated. The interactive effect
of situational cues and VNI on modern and classand perceptions as well as the influence of
VNI combined with regulatory focus on retro brana@leations provides a starting point for
further investigation.

From a managerial perspective, the proposed modgests possible ways to position
various styles of products (modern, classic oojegiven the target market's VNI levels.
Moreover, the current framework proposes that tieoe of message frame (promotion versus
prevention) or theme selection (modern versus autiv@al) in marketing campaigns might be
adjusted depending on the promoted brand typemdst purchasing decisions are made inside
the store, the in-store marketing activities (stbesign, packaging, communications,
promotional activities) should be tailored accogdio the target segment as well as the product
at hand. Current framework suggests that identibozof high versus low VNI consumers is
crucial as high VNIs tend to assimilate to theatitanal cues whereas low VNIs react to the very
same signals. Through product design, ad and coamsig logo and packaging, it is possible to
create a modern experience or a conventional expegj affecting consumers’ likelihood to
purchase a modern versus a classic brand. Asndvhigh VNI consumers react differently to
the very same cues, these communication and pronabtactivities should be tailored according
to the needs and wants of high and low VNI consgnigmis information is also useful in

marketing of retro brands. Theory suggests thgt RiNI individuals’ retro brand evaluations
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are more positive than those of low VNIs. Diregtmarketing efforts toward high VNIs and
developing the retro products to meet the needsose segments, marketers may ultimately turn
high VNI individuals into customers of retro offegs. Moreover, the prediction that promotion
focus is a more appropriate communication strategyetro brand marketing gives managers a

powerful instrument to manipulate in order to affeensumer evaluations of such brands.

CONCLUSION
The conceptual framework suggested here is an pttenconceptually analyze modern,
classic and retro brands in an empirical manneraanidvitation for consumer researchers to test
a series of propositions. The present paper shotsnly the importance of external influences
(priming via situational cues or regulatory focag)consumer behavior but also the necessity of
considering diversity across consumers (VNI levels)s my hope that this paper incites
scholarly discussion on brands and brand meanimdj®ther possible frameworks and models to

study these phenomena of practical and theoretigartance.
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CHAPTER THREE
ESSAY TWO:
THE EFFECT OF VALUE NETWORK INTEGRATION ON THE EVAL UATIONS OF

MODERN, CLASSIC AND RETRO BRANDS

ABSTRACT

Bringing together modernization approaches, braadhture, frame switching and value
theories, this paper presents a framework to stamlyern, classic and retro brands. A series of
focus group studies, interviews, lab experimentsanonsumer panel study revealed that
evaluations of such brands systematically difféaneen consumers. This paper shows that
environmental cues impact consumers’ evaluationsarids as a function of value network
integration (VNI), defined as the consumer’s peredidegree of overlap between modernism
and conventionalism. In other words, this essagyatestrates that consumers shift from one
value network to another depending on the contésigaals and that the interactive effect
between VNI and situational cues has crucial comseces for brand preference (i.e., likelihood
to purchase a modern over a classic brand or wdcgay. Moreover, retro brand evaluations of
consumers are varied and that variation can bemqga by the degree of VNI as well as by a
situational prime (regulatory focus) that can gelsé manipulated by marketers. Specifically, it
was shown that high VNI consumers rate retro branoi® favorably than do low VNIs. In
addition, a promotion focus leads to more positeteo brand evaluations compared with a
prevention focus. These findings contribute theotetical understanding of the concept of
value network integration and its effect on consupreferences for modern, classic and retro
brand styles, an area of study that has the pateéotprovide marketing managers with the

conceptual as well as practical tools for marketingh brands.
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INTRODUCTION

The TAG Heuer Targa Florio watch was releasediil?as a tribute to the renowned
Italian road race, inspired from the Heuer Fliggrtot) watches of the 1930s. Despite being a
complete revival of the timepiece worn by the FIlde/gehampion Juan-Manuel Fangio, the new
generation Targa Florio is loyal to its predecessdis contemporary feel (see
www.calibrell.com/targa-florio) The TAG Heuer watch draws its look from the 30giogl,
but it has been updated with state of the art telcigy. This new version offers features such as
automatic chronograph movement and water resistamée 30 meters; instead of a mechanical
escapement, there is now a solar-powered micrd@rgwn 2001). With its perfect melding of
classic and modern elements, the TAG Heuer wattlesas an ideal example of a retro brand
that signifies progress characterized by sciengifid future-looking themes while bringing about
a sense of loss associated with past times (Br@hetry and Kozinets 2003).

Retro brands are trendy today as never before Kkina2002; Naughton and Vlasic 1998;
Wansink 1997). While the future of the economy aera uncertain, consumers seem to
appreciate the reminders of better times and tk fooicons that help them escape from the
rapid transformation and turmoil (Guffey 2006; 8«ah 2009). Alternatively, one of the
common techniques that marketers employ is to foouhe classic themes and then to position
the service or product as a traditional and esthbtl brand. Companies such as Macy’'s and
Coca-Cola utilize that method. Emphasizing theorgy connection to the past, they imply that
they have been around for a long time and that &neclassic. On the other hand, there are
companies that position their products and senasasiodern, by centering on themes such as

contemporariness, speed, and efficiency. Thesdupts generally offer consumers a design that
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appeals to their busy lifestyles. The clothingior&bercrombie and Fitch and the beverage
company Jones sodas position themselves as modern.

A great deal of research has demonstrated thatibiae endowed with certain values
and symbolic characteristics and convey meaningsrizktheir mere attributes and functions
(e.g., Aaker 1997; Aaker et al. 2001; Ahuvia 20B&tey 2008; Belk 1988, 1991; Fournier
1998; Schroeder 2009; Keller 1993; Kirmani 2008)though past research accounts for the
role of brands as carriers of meanings, it doe<leairly discuss when, how and why brand
meanings affect consumer behavior (Holt 2004) ahdtwexactly “classic” and “modern” brands
convey to consumers. Furthermore, retro brands heseived scant attention in the marketing
literature with a few notable exceptions like Aricband Thompson (2005), Brown, Sherry and
Kozinets (2003) and Leigh, Peters and Shelton (RO86&rprisingly, prior literature has not
systematically analyzed consumer evaluations ofemgdtlassic and retro brands, nor has
consistent terminology been used for uncoveringntitare of these types. The chief
contribution of the current work, therefore, isctearly compare and contrast modern, classic
and retro brands, and to offer possible explanationthe observed variations in consumer
evaluations of such brands.

The results of three empirical studies that evaleanhsumer values associated with
modernism and conventionalism are reported andthigplicity and dynamic nature of such
values are explored. Study 1 investigates theabl&NI and situational cues in explaining
modern versus classic brand preference. Studp@ms retro brand evaluations as a function
of VNI. Study 2 also takes a closer look at theorbrand evaluations by testing the effect of a

situational prime-regulatory focus. Finally, Stuglgonducted among North American
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consumers replicates the findings of Study 2 atabéishes external validity for the proposed
framework.

This essay begins with a literature review on valagsociated with modernism and
conventionalism, focusing particularly on the nplitity and dynamic nature of such values, in
order to develop a conceptual framework to studgeno and classic brands. Study 1 tests that
model. Then a review of the literature on retranas is presented followed by a series of
suggestions of possible factors that might impeirbrbrand evaluations. Study 2 and Study 3
test those hypotheses. The paper concludes wlittassion of implications and future research

directions.

CONSUMER EVALUATIONS OF MODERN AND CLASSIC BRANDS

A brand is* a term, sign, symbol, or design, or a combinatibthem, intended to
identify the goods or services of a seller andifi@eentiate them from those of competitors” (De
Chernatony and Riley 1997, 90). One of the comteohniques to differentiate an offering is to
position the product or service as modern, by emsighag urban themes of speed and efficiency.
Offered as alternatives to the old, the boring uedconventional, modern brands appear new,
exciting and forward-looking (De Chernatony andt@wt 2006). On the other end of the
spectrum, classic brands are positioned as traditi@stablished and long-honored. Focusing
on their strong connections to the past, they sstggermanence and stability. Classic brands
imply that they have been around for a long time are part of the culture (Thompson, Pollio
and Locander 1994). That is not to say that ddssnds never change; they, too, naturally
evolve and adapt to ever-changing market conditidf@wever, their content remains the same.

In this paper, classic brands are defined as toadit and long-honored brands and modern
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brands are defined as contemporary and forwardisigokThe chasm between modern and
classic brands in feel, look and image is what kebpm apatrt.

An important question that has received littleraiten in brand literature refers to
contextual as well as individual factors that aff@modern versus classic brand preferences. In
the present research, it is argued that the intteeaeffect of situational primes and consumers’
perceptions of the compatibility between the valolesonventionalism and modernism has an
influence on brand evaluations.

Integration of Modernism and Conventionalism

One simple prediction is that the values a consurokls impact their evaluation of
modern and classic brands. It has been establistibd literature that consumer values impact
consumer decision making and brand preferencesefAE}O7; Allen, Gupta and Monnier 2008;
Batey 2008; Belk 1988; Fournier 1998; Gutman 1982Guire 1976). In this paper, value
network integration (VNI), the consumer’s perceivisgjree of overlap between modern and
conventional values, is a key variable in explagntonsumer responses to modern, classic and
retro brands. It is argued that VNI carries greateight than do individual values of modernism
and conventionalism in explaining brand preferences

As brand preferences are deeply rooted in consuaiees, first, two paradigms about
the nature of individual values will be reviewe@ne perspective views values as goal-directed
cognitive structures that guide behavior acrosseorer domains (Davidov, Schmidt and
Schwartz 2008; Rokeach 1973; Schwartz 1992, 1993[/;2Schwartz and Bardi 2001; Smith,
Peterson and Schwartz 2002). This paradigm séessvas enduring and having a trait-like
nature (Rokeach 1973). In that sense, modernishtamventionalism are seen as two polar

points (Clifford 1971; Inkeles and Smith 1974; Kthohn 1968; Maercker 2001, 2004). While
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individuals who are high on modernism are likelyo®windependent, open to change (Inglehart
and Baker 2000), rational, individualistic, matbsiéc and future-oriented (Hwang 2003;
Inglehart 1997; Inglehart and Carballo 1997; Ra§7)9those who are low on modernism
(conventionals) tend to be conforming and tradalppast-oriented, religious and collectivist
(Triandis 1989). Conventionalism reflects adheestocestablished norms and accepted values
(American Psychological Association 2007). Coniaerdls not only abide by ethics of
traditionalism, but also conform to religion as ha ethics of frugality (Ray 1997). Since both
modernism and conventionalism mirror sets of ildenected human values, these structures are
referred to as value networks (Owen-Smith and Pd20€14).

Recent advances in the study of values, howewa®e buggested that individuals may
hold a variety of values, some of which may beflactimg (Pouliasi and Verkuyten 2007,
Verkuyten and Pouliasi 2006) and that context mayaict what value one emphasizes (Feather
1995; Fries et al. 2005; Howes and Gifford 2009%r8iik and Oreg 2009; Verplanken and
Holland 2002). This second approach postulatdshiodernity may live alongside many
orientations that can be considered as convent{mglehart and Baker 20D0 This perspective
rejects the idea of simple distinctions betweediti@nalism and modernism (Giddens 1991,
Ritzer 1997) and accepts that consumers constiimlyhemselves in situations involving
conflicting scenarios (Ahuvia 2005; Belk 1988; Fiaad Venkatesh 1995). Individuals do not
necessarily have chronic ascriptions to modernisgooventionalism; they may be holding
both. In that sense, it is not very meaningfuhteestigate the impact of modernism and
conventionalism as separate value networks omadts, intentions and behaviors; it is the level

of incorporation of the two that may be more sigaift.
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In this essay, | adopt the second paradigm, wisichated in the assumption that most
individuals possess seemingly different and evenilicting values and that the value applied to
a decision task is dependent on contextual cuadié@oand Verkuyten 2007; Verkuyten and
Pouliasi 2006). Here, | go a step further thart pesearchers and, drawing from the assimilation
and contrast hypotheses as well as frame swit¢chegry (c.f. Benet-Martinez, Lee and Leu
2006), suggest that it is the synergistic influeatsituational signals and value network

integration that determines consumers’ brand peefses.

Value Network Integration (VNI) and contrast (raan)-assimilation effects. As
discussed above, VNI is the perceived level of garaktion of value networks of modernism
and conventionalism. While some consumers are dmg¥iNI (that is to say that they embrace
both modernism and conventionalism and feel corabdet possessing both sets of values),
others are low on VNI (meaning that they keep vatlne networks separate). It is the degree of
perceived overlap between modernism and convenigom#hat differentiates high and low
VNIs. According to this perspective, high VNI intluals recognize that multiple values
contribute to the self. They form cognitive linkstween the different and conflicting values.
For such individuals, seemingly opposite valuespkdly co-exist. Although low VNIs possess
both values, they view modernism and conventiomalis compartmentalized, continuously
trying to keep them separate. They see almostadap between those values. That does not
mean, however, that those two values are contgtict-or low VNIs, modernism and
conventionalism are just independent.

The assimilation hypothesis and frame switchingtihéc.f., Benet-Martinez, Leu, Lee

and Morris 2002; Benet-Martinez and Haritatos 2@DBeng, Lee and Benet-Martinez 2006;
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Hong, Morris, Chiu and Benet-Martinez 2000) as \a@slbriming experiments exploring this
process have shown that when exposed to positiredh of one value network, high integrative
individuals display the characteristics of thatsabn successive tasks (Zou, Morris and Benet-
Martinez 2002). An assimilation effect in this text refers to activation of domain specific
knowledge, value, frame or identity structures assalt of exposure to primes. The priming task
is what leads to an excitation in consumers’ cogmimetworks related to a given value, and this
enhances the their ability to access the correspgnddgment schemas, making those schemas
more likely to become activated as guides to sules@gudgments and behaviors (Zou, Morris
and Benet-Martinez 2008). Brand experience has besently conceptualized as “sensations,
feelings, cognitions, and behavioral responseseybly brand-related stimuli that are part of a
brand's design and identity, packaging, commuraoatiand environments” (Brakus, Schmitt
and Zarantonello 2009, 52). In that sense, themspce that the consumer goes through
determines her brand choice. When high VNI consaraee positive conventional cues in their
environment (through marketing communications, pgokg, brand design) such as a Christmas
tree, a Thanksgiving dinner, family get-togetherd ather tradition-related themes, they will
assimilate to these cues. When they are givem@elask such as a preference for a modern
brand that signifies contemporariness versus aiclé#sand that reflects traditions and a
continual link to the past (Pimentel and Reynol@84), they will prefer a classic brand.
Conversely, positive modern cues that suggest speednced technology and efficiency will
activate modernism, and thus yield a preferencenfmalern brands.
Thus,
H1la: When individuals who are high on VNI are exposegdsitive cues that

highlight either modern or conventional valuesytaee more likely to purchase
the brand that most closely aligns with those &li#essimilation Effect).
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It is quite the reverse for low VNIs. Low VNIseskttle or no overlap between
modernism and conventionalism. As a reaction,W¥N¥s must exert continuous effort to keep
these values disconnected, resulting in tensiorednagmented sense of self. Therefore, when
these individuals are faced with a conflict cregitimoice (a preference between a modern versus
a classic brands), instead of assimilating to tliest cues (as do high VNIs), low VNIs are
pulled in rival directions, leading to a contra§eet. Note that being exposed to two opposite
options (modern versus classic brand) triggersréastance effect.

In essence, the notion of value conflict can beceptually linked to classic cognitive
consistency theories such as cognitive dissondremey (Festinger 1957). This theory
maintains that incongruent cognitions will credtess. Therefore, individuals are engaged in a
continuous struggle to align values in a consistessiner. As values develop over the course of
a lifetime (Rokeach 1973), an individual may counérholding seemingly opposing values such
as modernism and conventionalism for long periddswe (Kahle, Beatty and Homer 1986).
Sheldon and Kasser (1995) add, however, that iddals strive to integrate the different aspects
of personality into a relatively harmonious whokeor some (high VNIs), value realignment may
serve as an important means of coping with valoedlict. However, for many others (low
VNIs) this type of realignment may be difficultrafe switching theory (c.f., Benet-Martinez et
al. 2002) suggests a reverse priming effect fohsadividuals. When exposed to certain cues in
the environment, consumers who are low on VNI réathese signals and act in a cue-
incongruent way due to their perception that thessétive cues are incompatible with their
values (Stapel and Blanton 2004; Stapel and Koazféd). In other words, those salient
signals remind them of the reverse value. Thisti@ais explained by the constant struggle

consumers experience trying to keep these oppedites isolated (Cheng, Lee and Benet-

54



Martinez 2006). Low VNI individuals process thesfiive cues as being not realistic which
produces a reaction effect. Contrast (reactioi@cefn this context refers to deactivation of
domain specific knowledge, value, frame or idendityictures as a result of exposure to primes.
Therefore,
H1b: When individuals who are low on integration arp@sed to positive
modern or conventional cues, they are more likelgurchase the brand opposite
of those cueéContrast Effect).
Figure 3.1 depicts the model highlighting the hyygsized value-cue congruity process.
As seen from the model, when high (low) VNI indivals are exposed to conventional signals
such as a Christmas tree and a Thanksgiving dionenodernism cues such as laptops and
themes that reflect urban lifestyles such as skysrs, they will assimilate (react) to these cues
and act in prime congruent (prime-incongruent) wayile high VNIs are likely to purchase
the brand that most closely aligns with those vaheflected by the cues, low VNIs are likely to
purchase the brand opposite of those signals.

FIGURE 3.1

THE PROPOSED VALUE-CUE (IN)CONGRUITY PROCESS

Cue:conventional
Classic brand
—> High __ Assimilation effect
Modern brand
Cue:modern
NI Cue:conventional h
Modern brand
—> Low L Contrast
Classic brand (reactance) effect
Cue:modern

55



PILOT STUDIES

In this section, two pilot studies are presentdtesE studies test Hypothesis 1 that
suggests that consumers’ preferences of moderns/elassic brands are a function of the
interactive effect of contextual cues and the l@femalgamation of modernism and
conventionalism (VNI). These tests also serve aslearea for the priming materials. Moreover,
to rule out the alternative explanation that indual value networks of modernism and
conventionalism may be predictors of modern vectassic brand preference, in these studies,
consumers’ modernism and conventionalism as weheis VNI levels were measured to see
which variable (chronically salient values or int&gon of the two values) is a better predictor of
the modern versus classic product preference. @had Khare (2009) claim that although
individuals may hold conflicting identities, thasea tendency to lean toward one value which
becomes the chronically accessible value. Onetaigjue that it is the chronically salient value
(modernism or conventionalism) that determines Wwibiand one will choose. In the current
paper, it is contended that it is more meaningfdtudy the level of integration of modernism
and conventionalism (or VNI) than to investigate #ifects of each value separately. Moreover
conventionalism and modernism do not represent paliats; they rather live side by side and
individuals hold both these values (Giddens 198gtehart and Baker 2000; Ritzer 1997). Our
data also support this position that individuaks ot chronically modern or conventional; they
possess both value networks. Thus, neither tifierdifce between modernism and
conventionalism nor the stand alone values impaz$equent behavior. As will be

demonstrated by the following studies, in certaintexts, it is the perceived degree of
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incorporation of seemingly conflicting values taffects perceptions and behaviors (c.f. Benet-
Martinez, Leu, Lee and Morris 2002; Benet-Martiaez Haritatos 2005).
Priming Materials

Through priming, characteristics which are assutodthve a high degree of constancy,
such as values, can be altered without the interti@n individual. Thus, priming can have a
strong effect on subsequent perceptions and bah@aogh 1997, 2002). Since priming a
particular aspect of the self increases one’senatiof cognitions pertaining to that realm and
determines what values one applies to a specifitegd (Freitas, Gollwitzer and Trope 2004;
Maio, Olson, Allen and Bernard 2001; Torelli andkédi 2009), a priming paradigm is useful to
test Hypothesis 1. In the first pilot study, thierpng procedure is drawn from the frame
switching studies in which participants are shovaequence of words to activate their
respective frames (c.f. Cheng, Lee and Benet-Mezt#006; Hong et al. 2000). The themes
employed in the priming procedures are drawn fragrsaries of focus group studies conducted
with participants at a North American university. these sessions, individuals were asked to
freely discuss their thoughts on modernism and entignalism to determine themes that are
relevant in the current study. After this tasleythvere asked to list as many positive phrases,
words and icons related to both values as posdiblale 3.1 depicts the full list of words that
reflect modernism and conventionalism that focusigrparticipants agreed upon. In the first
pilot study, the words reflecting modernity aredigethe modernism condition and the words
reflecting conventionalism were used in the coneeratism condition. As will be discussed in
the following sections, this procedure was notisigit to stimulate the respective value.
Therefore, a stronger, a more complex priming ptaoe was employed in the second pilot

study. Note that the pictures used in these siuahe drawn from the focus group studies. The
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pictures reflect icons and themes that were brougltduring those sessions when individuals
were prompted to discuss the meanings modernisne@meentionalism convey to them. Then
based on the examples raised in these discusgiohses that signify specific value

(modernism and conventionalism) in a broadly caastsmanner were collected. With this
second study, it was discovered that using pictal@sg with words serves as a better priming
instrument, revealing the anticipated directiopaliPlease see appendix for the instruments and

priming materials employed in the following studies

TABLE 3.1

LIST OF PRIMING WORDS

Sleek Independent
Fast Forward-looking
Words reflecting Modernity
Efficient Exciting
Up-trend Creative
Unique Cool
Familiar Pride
Words reflecting Conventionalism Togetherness Friendly

Belonging Safe
Simple Good memories

Economical  Stability

Pilot Study 1: Priming with Words
Procedure. Eighty-four students (50 % Femalé;aqe= 21) received course credit in

an undergraduate business course at a North Amaeuigaersity in exchange for their
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participation in the study. A three-stage proseas employed to collect the data. Participants
were told that they were participating in threealated studies that had been merged into one
session. In stage 1, several individual differevexéables, including Value Network Integration
(VNI) (Benet Martinez and Haritatos 2005) and aeralative integration assessment referred to
as the zipper measure (Aron, Aron and Smollan 192@2¢ obtained. In stage 2, participants
viewed the priming words (Table 3.1) related to eroism or conventionalism depending on the
condition to which they were assigned. The prooedidrawn from the frame switching studies
in which participants are shown a sequence of wirdgtivate their respective frames (c.f.
Cheng et al. 2006; Hong et al. 2000). Next, theye asked to rate the words on modernism
and conventionalism dimensions. The priming wavdse listed on a piece of paper handed out
to participants before the actual experiment. Tk was followed by a 10-minute filler task
included to reduce any potential attentivenessi@fissociation between collection of the
individual difference measures, modernism-conveatiem manipulation and the product
preference task. This filler task involved ratargd choosing between different sets of unrelated
pictures (Ferraro, Bettman and Chartrand 2009)tdge 3, participants completed the product
preference task. For the product preference taskicipants were asked to evaluate a modern
and a classic version of a fictitious soda produrr the modern version, they were told that the
manufacturer plans to market the product as a f@hh@aking, dynamic and modern brand

while the classic version emphasized past themeasraditions. These portrayals of modern and
classic brands echo the procedures utilized by Berigatony and Cottam (2006) and Zhang and
Khare (2009). The soda product was chosen fottésisas soda is a low involvement product
which is often employed in brand perception anctpase intention studies in consumer research

(c.f. Vanhouche and van Osselaer 2009).
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Measures.Value Network Integration (VNI) (Benet Martinez aHdritatos 2005) and
zipper scale (Aron, Aron and Smollan 1992) scoreeeveollected. In addition to the VNI and
the Zipper measures, individuals’ modernism andseationalism levels were assessed with the
following items “To what extent are you a moderdiwidual? and “To what extent are you a
conventional individual?” (Zhang and Khare 200%hese items specifically measure the degree
of chronic modernism and conventionalism values ighampossible to derive from the VNI
scale that focuses mainly on the extent to whielsehvalue networks are amalgamated. It is
important to measure these items as this papeestgythat it is the level of VNI (rather than the
chronic values) that determines brand preferencéss context. The theoretical descriptors of
modernism and conventionalism were listed on topach page in a table readily available to
participants. Participants were specifically asteteview those words before answering the
guestions. Purchasing intentions were assessdtelfgltowing items: If prices are the same, “It
is likely that | will buy the Modern soda brand ses the Classic soda brand”; “I will purchase
the Modern soda brand versus the Classic soda meatdime | want a soda”; “I will definitely
try the Modern soda brand versus the Classic scadadd (Erdem and Swait 2004; Putrevu and
Lord 1994). The composite score is the averadbeothree itemso(= .73). All scale items
were measured on a 1-7 (ktrongly disagree? = strongly agregLikert scale.

Five items in the VNI scale are averaged to forfNd measured = .89). A zipper
scale is used as an alternative to VNI. A zippetesallows respondents choose the picture that
best describes their VNI level from a set of Veike-diagrams each representing different
degrees of overlap of two circles. The figureseng@signed so that the total area of each circle

is constant and the area of intersection progrdssesly, creating a seven-step, interval-level
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scale (c.f. Aron, Aron and Smollan 1992). Notd thanodified version of the identity

integration scale (Benet- Martinez and Haritato83)@vas administered to assess the level of
integration of modernism and conventionalism. Haale predominantly tests the extent to
which individuals identify with and embrace botHusanetworks of conventionalism and
modernism. VNI scale is utilized in this conteiice, to my knowledge, there is no other well-
established scale other than the one proposed hgtBéartinez and colleagues to measure the
perceived degree of connectedness between two drarakeies or identities. The current scale in
its original form is regarded as the first instrun fully capture the nature of identity
integration as an individual difference variableft- Martinez and Haritatos 2005). Thus, it
perfectly fits within the current framework. Tipaper treats VNI as an individual difference
variable and considers conventionalism and moderass value networks. Here, it is anticipated
that VNI rather than the ascriptions to modernisid eonventionalism is a key variable in
predicting brand preferences. Note that the tatrom between the zipper scale and VNI was
high; hence VNI is used in the following analy¢es .63,p <.01). Note that the VNI scale is
unidimensional. The instrument has a high religb{lk = .89) with acceptable loadings (> .70)

(Brown 2006).

Perception of Cueslindividuals were asked to rate the words on theedsions of
conventionalism and modernism assessed by therstate“Please rate the extent to which the
words reflect 1¢onventional themg (modern themgs  The priming cues were perceived
as intended as participants in the modern primorglition rated the words as more modern than
the participants in the conventional priming coihit(M modern prime= 5.08,M conventional Prime=

2.50;F (1, 82) = 109.81p < .001).
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Test of HypothesisBased orHypothesis 1, it is expected that individuals whe lsigh
on VNI, when they are exposed to modern (or conwaat) cues, will act in prime-congruent
ways, and hence are more likely to purchase theemaglassic) brand (H1a). On the other
hand, those who are low on VNI, when they are eggds modern (or conventional) cues, react
to those cues and behave in prime-incongruent veaygshence are more likely to purchase the
classic (modern) brand (H1b). To test this hypsiye linear regression analysis was conducted
in which VNI and condition (modern condition cod®& and conventional condition coded “1”)
were entered first, and VNI x condition interactiware regressed next onto likelihood to
purchase a modern brand versus a classic bratbouigh the primes were perceived as
intended, result showed no significant interacedfiect between VNI and cue (= .02,t(80) =
.09,p =.93). Thus H1 was not supported. To checlditextions of the means, two separate
one-way ANOVAs were conducted among high VNIs wbored at or above the scale
midpoint, 4 and among low VNIs who scored belowgbale midpoint. Independent variable
was condition (two levels) and dependent varialds likelihood to purchase a modern brand (7)
versus a classic brand (1). Neither the assimilaifect for high VNISNM modern prime= 4.54,M
Conventional Prime=4.49;F (1, 38) = .48p > .1) nor the contrast effect for low VNIS (odern prime=
4.18,M conventional prime= 4.31;F (1,42) = .52p > .1) was present.

With this study, individuals’ modernism and convenalism were also assessed
(M wmodernisn= 5.02,SD =1.17;M conventionatisr= 4.38,SD =1.51). Note that individuals on
average scored higher than the mid-point,4, on danbnsion suggesting that individuals do not
necessarily view modernism and conventionalismadesr points. In addition, there are no

individuals who scored really low (1) on one dimensand really high (7) on the other,
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suggesting that there are no chronic moderns amgeotionals in our sample. Maximum
difference score between modernism and conventsmas +/- 4. Moreover, VNI scores had a
mean of 5 and standard deviation of 1.67. Tovibsther individual values impact brand
preferences, separate linear regression analyseswewhere modernism and conventionalism
scores were entered as independent variables aoldgse intentions were entered as the
dependent variable. Results show that neither mage ¢ = .10,t(82) = .71,p = .48) nor
conventionalismf{ = -.15,t(82) = -1.33p = .19) alone predicts brand preferences. Drawioi f
Zhang and Khare (2009) procedure, the value diffsgescore (modernism score-
conventionalism score) that might reflect chroricaalient values were also used to predict
brand preferences. Note that higher differenceescieflect a tendency towards modernism and
lower scores show a tendency towards conventianali& regression analysis was conducted to
test this alternative prediction where the diffescore was entered as the independent variable
and purchase intentions were entered as the depevaléable. Results show that difference

scores do not predict brand preferenfes(.14,t(82) = 1.53p = .13).

Discussion. The results of pilot study 1 failed to supportgdthesis 1. However, this
study showed that the extent to which one idemtifierself with modernism or conventionalism
in this context is not a good predictor of brandfgrence as individuals in general hold both
values. The failure to support H1 can be due égotiming manipulation. In this study, a sheet
with respective priming words was given to pariifs. Going back to the focus group study,
more themes and icons related to each value netwerl extracted and two different materials
highlighting images and words related to modern@mentional themes were prepared. These

materials are employed to prime individuals in rile&t study.
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Pilot Study 2: Using Pictures and Words as Primes

Procedure. Fifty-five students (54.5 % Femald; age= 22) received course credit in an
undergraduate business course at a North Amerigiaersity in exchange for their
participation. Participants were randomly assigioedne of two between participants
conditions: modern theme and conventional theméition. A three-stage process that was
discussed in the previous study was employedtalgesl, Value Network Integration (VNI)
(Benet Martinez and Haritatos 2005) as well as madm and conventionalism (Zhang and
Khare 2009) were collected. In stage 2, partidparewed the priming words and pictures
related to modernism or conventionalism dependmthe condition to which they were
assigned. This time, in the modernism conditiomgrcpictures depicting high-tech products
such as a cell phone and a laptop as well as aimatterior design that reflects urban and
contemporary living styles were scattered on agdgaper along with words mirroring
modernism such as “efficiency”, “fast” and “up-tceh In the conventionalism condition, apart
from the words “togetherness”, “family” and “belong”, there were images of a thanksgiving
dinner, a Christmas tree and a baseball game deprtfather and a son. Next, they were asked
to rate the themes on modernism and conventionalisransions. This task was followed by a
10-minute filler task (Ferraro, Bettman and Chatraf09). In stage 3, participants completed
the product preference task. For that task, ppgitdis were asked to evaluate a modern and a
classic version of a fictitious soda product. Nibi&t the only difference in this study is the
priming procedure. Whereas pilot study 1 used wasdthe priming instrument, pilot study 2

employs both words and pictures to prime individual
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Measures.Value Network Integration (VNI) (Benet Martinez aHdritatos 2005),
modernism and conventionalism (Zhang and Khare 2808 purchasing intentions (Erdem and
Swait 2004; Putrevu and Lord 1994) were assessdldebgrocedures described in the previous
study. The composite purchase intention scofeesverage of the three itenss<.71) and the
VNI score is the average of the five items=(.91). All scale items were measured on a 1% (1

strongly disagree7 = strongly agregLikert scale.

Perception of Cues.Individuals rated the themes on the dimensidrt®pventionalism
and modernism measured by the statement, “Pletsthmextent to which the themes reflect 1
(conventionalisii7 (modernity.” Participants in the modern priming conditi@ted the themes
as more modern than the participants in the comweadtcondition M modern prime= 5.17,M

Conventional Prime= 2. 78;F (1,53) = 54.30 p < .001).

Test of HypothesisAccording to the assimilation hypothesis, high \d@hsumers when
exposed to modern (or conventional) themes, théyaat in prime-congruent ways; thus, prefer
the modern (classic) brand (H1a). Conversely, Idw ®onsumers will counter to those cues and
behave in prime-incongruent ways, and hence pteéeclassic (modern) brand (H1b). To test
this hypothesis, a linear regression analysis waslacted in which VNI and condition (modern
condition coded “0” and conventional condition cdd&”) were entered first, and VNI x
condition interaction were regressed next ontdilik®d to purchase a modern brand versus a
classic brand. Results showed a non- signifiaaetaction effect between VNI and cu@s=(-
.26,t(51) = -1.56p = .12), which fails to support H1. Separate orag+WNOVAs were

conducted among high VNI individuals who scoredratbove the scale midpoint, 4 and among
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low VNIs who scored below 4. The independent \@eiavas condition and the dependent
variable was likelihood to purchase a modern b@hdersus a classic brand(1). When looked
closely at the means, one can observe an assoniletiect for high VNISM wodem prime= 4.54,
M conventional Prime = 3.76;F (1,28) = 3.22 p = .08). Although the F value does not reach the
significance level, the hypothesized directionatgxistent. The finding that high VNIs
assimilate to the cues and act in cue-consisteys waovides a promising result for Hla. The
expected contrast effect for low VNIs, howevemad prevalentN modern prime= 3.41,M
Conventional Prime= 3.59;F (1,23) = .17p = .68), failing to support H1b.

In this study, individuals’ modernism and conventiism scoresM modernism= 4.94,SD
= 1.21;M conventionalism= 4.36,SD =1.12) were also measured. In addition, VNI hasean of
4.78 and standard deviation of 1.03. To test wdrestand alone values impact brand
preferences, two linear regression analyses wergvhere modernism and conventionalism
scores was entered separately as independentlearaid purchase intentions were entered as
the dependent variabl@ € -.007,t(53) = -.048p = .96 for modernism} = .05,t(53) = .38p =
.70 for conventionalism). Moreover, the differesoere (modernism-conventionalism) did not
predict the dependent variabe € -.027t(53) =-.28 p =.77). The results imply that neither
individual values nor the difference between valaresinfluential in predicting purchase

intentions.

Discussion. The results of pilot study 2 failed to supportpdthesis 1. However, results
did show that high VNI individuals may in effectifslirom one value network to another
depending on the contextual signals. AlthougHfitidings are promising, the results are not

significant. However, there is clearly an increasthe effect sizes going from pilot study 1
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(Cohen’s d = .03) to pilot study 2 (Cohen’s d =).55though this value can be considered a
medium effect size (Rosenthal and Rosnow 2008)pitttares and words may be still short of
eliciting the expected reactions. A more realistienario, perhaps using a video depicting
pictures and words that include music may be mffeeteve. Exposure to such a strong prime
also may create a more realistic scenario resemhblgituation at a marketplace where
consumers constantly come across a variety of iviaueal, and tactile inputs. While their final
effects may be dependent upon the consumer’s netatpon of the environment (Snodgrass,
Russell, and Ward 1988), these dimensions of tfaé emvironment have been documented to
affect consumer behavior (Turley and Milliman 2008gsides, a growing body of research
shows evidence for the strong influence of mugcahes on affect, evaluations and preferences
(c.f. Sollberger, Reber and Eckstein 2003; Rossell Nobre 2004). Thus, in Study 1, videos
including words, pictures along with music werdizgid to prime individuals. As the next
section suggests, it is a much stronger and a appeopriate priming procedure for the current
study. Cohen’s d is .87 in the next study whichaserally regarded as a large effect size
(Rosenthal and Rosnow 2008).
Test of the Videos

Based on the focus group studies, two 90-secorebwitips highlighting images, icons
and music related to modern and conventional thevees put together. In the conventional
video clip, Rock and Roll music played in the backod while images of Thanksgivings, BBQ
parties, camp fires, family get-togethers and Gimas trees showed on the screen. Between the
images, words and phrases reflecting positive coteal themes were flashed. In the modern
video clip, techno music played while images ofsskgpers, modern interior designs, robots,

advanced computers and cell phones were displagetiveen the images, words and phrases
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reflecting positive modern themes were flashedchEacture was followed by a randomly
selected word that reflects the theme of the résmecondition. Each image and word stayed
on the screen for approximately 5 seconds. Bahthsical piece played in the background as
well as the images were selected based on the fpoup discussions.

Before launching the actual experiment, fifty urgtaduate students (50 % Femaie;
age= 21) at a North American university tested theeaisl The goal was to determine
individuals’ perceptions of such videos. The tesk place at a behavioral lab where
participants were seated at separate computesrstatiith headphones. Participants were
randomly assigned to videos that depicted eithetemoor conventional themes. They were
told that the themes in the videos were planndsktatilized in a commercial. After viewing the
video for 90 seconds, they were asked to rateitten\by the item “Please rate the extent to
which the themes in the video reflectcbifventionalisni7 (modernity.” Participants in the
modern video condition rated the themes in theov@emore modern than the participants in the
conventional video conditiorM modern prime= 2-36,M conventional prime = 2.6 7;F (1,48) = 51.80 p

< .001).

STUDY 1
The aim of Study 1 is to test Hypothesis 1 and pi@evidence that consumers’
preference for modern and classic brands depentisednteraction between two variables: VNI
and the environmental cues (positive modern cudganitive conventional cues). As the pilot
study 2 implies, individuals who are high on VNIfsfrom one value network to another
depending on the condition. Although the resulésrent significant, the directionality of the

findings is promising. High VNIs are likely to pvase modern (classic) brands when they see
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modern (conventional) cues. Thus, the hypothesazsdnilation effect is prevalent. However,
the expected contrast effect is not present forVNIs. The current study utilizes the same
measures as pilot study 2. However, the priminggadure is different. Whereas pilot study 2
uses pictures and words as the priming materiayst utilizes videos.
Method

Procedure Participants were a hundred and fifteen unddrgage students (55.6 %
FemaleM age= 22) at a North American university who particgin exchange for course
credit. Upon arrival at the lab, participants weeated at a computer station. Headphones were
provided. The lab administrator made sure thastund was on and that the headphones were
used. Participants were randomly assigned tabheo priming conditions (conventionalism
and modernism conditions). A 90-second video téfiécts positive modern or conventional
icons, symbols, music and words were shown to@paints depending on the condition to
which they were assigned. Participants were todd this was a trial commercial for a company
and asked for their thoughts. They were also askealte the extent to which the video depicted
modern versus conventional themes. For the prquedtrence task, participants were asked to
evaluate a modern and a classic version of a saaugt (De Chernatony and Cottam 2006;

Zhang and Khare 2009).

Measures Two months prior to the actual experiment, VNI (BeMartinez and
Haritatos 2005) and scores of modernism and cormoralism (Zhang and Khare 2009) were
collected. Five items in the VNI scale are avedaigeform a VNI measurew(= .91).

Purchasing intentions were measured by the follgwiems: If prices are the same, “It is likely

that | will buy the Modern soda brand versus thasSic soda brand”; “I will purchase the
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Modern soda brand versus the Classic soda braridimex| want a soda”; “I will definitely try
the Modern soda brand versus the Classic soda Br@rdem and Swait 2004; Putrevu and
Lord 1994). The composite score is the averadbeothree itemso(= .87). All scale items
were measured on a 1-7 (strongly disagree? = strongly agregLikert scale.
Results and Discussion

Perception of VideosThe item asked participants to rate the videotherdimensions of
conventionalism and modernism assessed by therstate“Please rate the extent to which the
themes in the video reflect tgqnventional themgs (modern them@s Participants in the
modern video condition rated the video as more mottean the participants in the conventional
video condition M wmogem prime= 5.40,M conventional prime= 3.17;F (1, 113) = 50.72p < .001),

showing that modernism-conventionalism videos vpeEreeived as intended.

Test of HypothesisHypothesis 1 suggests thihbse who are high on VNI, when they are
exposed to modern (or conventional) cues, willragate and act in cue-congruent ways, and
hence are more likely to purchase the corresponaliagd (H1a). On the other hand, those who
are low on VNI, when they are exposed to moderrcémwventional) cues, react to those cues and
behave in cue-incongruent ways, and hence are likehg to purchase the brand with the
opposite style (H1b). To test Hypothesis 1, adimegression analysis was conducted in which
VNI and condition (modern condition coded “0” armheentional condition coded “1”) were
entered first, and VNI x condition interaction weegressed next onto likelihood to purchase a
modern brand versus a classic brand. Resultsleslyassignificant interaction between VNI and
condition @ = -.37,t(111) = -2.85p < .01), which supports H1. To further test thgngicant

interaction, two separate one-way ANOVAs were cateld, one among high VNIs and one
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among low VNIs dividing the sample from the VNI npdint,4. Note that VNI scores had a
mean of 4.07 and standard deviation of 1.39. Tbependent variable was the video condition
and the dependent variable was the likelihood tolmse a modern brand (7) versus a classic
brand (1). Findings support Hla and depict thgih MNIs assimilate to the cues and act in
prime-consistent way wvodern prime= 4.76,M conventional prime= 3.17;F (1,68) = 30.29 p < .01).
However, H1b was not supported. The anticipatedrast effect is non-existerM(vodern prime=
4.18,M conventional prime = 3.88;F (1,43) = .43p = .51) (see Figure 3.2).

Individuals’ modernism and conventionalism valuglsydemism= 5.23,SD =1.61;
Mconventionalism= 4.07,SD =1.30), as in previous studies, were not foundetgsignificant
predictors of brand preferencgs<.057,t(113) = .73p = .47 for modernisnmf} = -.05,t(113) =
-.79,p = .43 for conventionalism). Further, the impacthas difference score (modernism-
conventionalism) on brand preferences was notfsgnit (3 = .083,t(113) = 1.28p = .20).

FIGURE 3
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Discussion The results of Study 1 demonstrate that conssirparchase intentions are a
function of the interactive effect of VNI and sitimaal cues in the environment. Although the
expected assimilation effect was present for high ¥onsumers suggesting that the priming
task activates the cognitive network related tovargvalue and increases the likelihood to
purchase a brand that is value congruent (Zou, islarrd Benet-Martinez 2008), this study was
not able to illustrate the contrast effect that wmgected among low VNIs

For a contrast effect to occur, a) there should benflict creating choice, b) a tension
that arises as a result of struggle to keep bdthegadetached, c) strong priming cues to trigger
both assimilation and contrast effects, d) cogalyivnvolved individuals as they need to
overcorrect information rather than simply assiteil® the cues (Blanton and Stapel 2008). In
the current studies, a) there was a conflict angadcenario (e.g. preference between a modern
versus a classic brand), b) tension that arisesrasult of low integration may not be prevalent
to create a contrast effect due to the natureeosmple or nature of the value networks, c)
priming cues were strong enough to elicit assimafaéffects, d) participants may not have been
cognitively involved.

The most plausible reason for the lack of thisafé®uld be that low VNIs in the context
of modernism-conventionalism do not exert adeqettet negotiating between their identities
and keeping them apart. The contrast effect igigdly linked to the strenuous and sometimes
overwhelming elaboration of identity cues to avadtivating the “unwanted” identity. This
situation can lead to over-activation of the “unteati identity, leading low integrative
individuals to display a reverse priming effectd&r and Banaji 1999). In this study, the data
were collected from North America, where tensiotwieen modernism and conventionalism is

not as pronounced as in some parts of the worlthoAgh we can still speak of different levels
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of integration, the lack of any real tension betwealues may be the reason for the failure to
support the contrast effect. Again, this may be tuthe nature of the sample (i.e. for North
American consumers, simultaneous possession of misdeand conventionalism does not
create that much of a contradiction, failing tgger a contrast effect) or nature of the value
networks (i.e. modernism and conventionalism doimply a conflicting scenario at least not as
much as do well being and achievement or cultuales).

Another reason might be that the participants waiavolved with the studies, therefore,
failing to exert the elaboration necessary to owesct the salient cue. This explanation,
however, is not as convincing as the one just dised as we see systematic differences between
high and low VNIs on how they react to the cuetanBn and Stapel (2008) argue that the
assimilation effect is the default reaction to thes; it is the easiest and the most straightfawar
response. Although the assimilation effect is @nésamong high VNIs, we do not observe the
same response among low VNIs, showing that it tdow involvement across the sample that is
responsible for the lack of a contrast effect.

Note that values of modernism and conventionalispagately do not predict brand
preferences, once again showing that it is theegtegf the perceived overlap between
modernism and conventionalism (not the individugles) that impact individuals’ purchase
intentions of modern and classic brands. As dssdigbove, in our samples, there are no
chronic moderns and conventionals. That is tarsdiyiduals possess both modernism and
conventionalism. The maximum difference score lketwmodernism and conventionalism is
+/- 4 throughout the samples. Further, the difieeescores do not predict brand preferences

suggesting that VNI is a better predictor of braneferences in this context.

73



As discussed above, modern brands are up-to-ddtemard-looking while classic
brands are long-honored and traditional (De Chemaand Cottam 2006; Pimentel and
Reynolds 2004; Thompson, Pollio and Locander 198&tween those two themes (modern
and classic) are the born-again brands, oftenrexfdo as “retro brands,” that seem to combine
modern and classic elements (c.f., Brown, Sherdykorinets 2003). Next, is a discussion on
retro brands.

Uneasy Balance or Equilibrium? Consumer Evaluatios of Retro Brands

In this paper, a retro brand is defined as an atitheeproduction of a past brand that
blends modern and updated features and classitaditional elements. This branding
technique is linked with invented traditions, braadurrection (Beverland and Luxton 2005;
Brown, Sherry and Kozinets 2003; Leigh, Peters @inelton 2006), a harmony of past and
present (Brown 1995, 1999, 2001) and repackaginasf times (Thompson and Arsel 2004).
Brands such as Moxie or Nesbitt’'s Orange Soda,Heager watches and Dickies clothing,
Bazooka gum, VW Beetle and Mini Cooper automolalesregarded as come-back and retro
(Brown 2001).

Brands deliver mythic meanings that help “repagr ¢hlture when and where it is in
particular need of mending” (Holt 2004, 48). Hdrigs, thus, provide opportunities for birth of
strong brands. Guffey (2006) adds that retropsréect apparatus to slow down the rate of
transformation in contemporary culture. Especiallyimes of crises, individuals find comfort in
familiar places and constantly look for items tagg recognizable and give a sense of security.
Consumers welcome brands that are almost forgtatesmind them of the good old days
(Sullivan 2009). Note that retro brands are catgpiemakes of historical offerings (Arnould

and Thompson 2005; Brown 1995, 1999, 2001; Brovmery and Kozinets 2003; Franklin
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2002; Leigh, Peters and Shelton 2006; ThompsorAasel 2004), thus signify rupture from the
past (Guffey 2006). In that sense, retro brandsiesimilar to classic brands. Classic brands
evolve and pass from generation to generationik&mnétro brands, however, they are not
offered as revisions of historic brands. They hasen around for a long time. Itis that
difference that distinguishes a retro from a ctabsand. Rather than emphasizing continuity,
stability and permanence (as with classic braridsyo implicitly ruptures us from what came
before” (Guffey 2006, 28).

Retro brands signify modernism, as typified by stifec and future-looking themes,
while at the same time bring about a sense ofdeseciated with traditions. Brown and
colleagues (2003) draw attention to this innatagax and warn marketers that such brands may
generate tension for some consumers. Combinirampatible elements (modern and classic),
these brands may suggest an unnatural associatikamg of Jekyll-and-Hyde product with two
conflicting personalities simultaneously subsisimgne body.

It can be argued that, in some cases and for somsumers, retro brands imply an
uneasy balance between seemingly opposite elencea#ting consumer confusion, while in
other situations or for other consumers, retro tssgorovide consumers with an equilibrium
between past and future, conventions and modethigyold and the new. Although prior
research indicates that consumer evaluations @f beands are varied (e.g., Brown, Sherry and
Kozinets 2003), no researcher to my knowledge hgsrecally studied the factors that might
explicate such variations. This section investégatonsumers’ reactions to retro brands and
explores the factors that might impact such evalnat This study advances research on retro
brands by introducing a variable to explain indiatldifferences (VNI) as well as a situational

cue (regulatory focus) that may shed light on retand perceptions.
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The Impact of Value Network Integration on Evaluations of Retro Brands

The possibility of integration of seemingly oppesitalue networks of modernism and
conventionalism was discussed in earlier sectionsby previous researchers (e.g., Cheng, Lee
and Benet-Martinez 2006; Pouliasi and Verkuyten720@rkuyten and Pouliasi 2006). In the
current paper, VNI is defined as the perceived lapdbetween modernism and conventionalism
and is dependent on how well an individual blenokh lvalues. Accordingly, high VNI
consumers are those who embrace both values, lohil¥NIs are those who keep these two
networks separate. | argue that, being inhergrattpdoxical (Brown, Sherry and Kozinets 2003;
Leigh, Peters and Shelton 2006; Beverland and Lu@®5), retro brands are viewed differently
by people with different levels of value networkegration. While high VNIs, who can easily
combine modernism and conventionalism, welcome tatands, low VNIs, who see both
networks as irreconcilable, will evaluate such dsamore negatively. By the same logic, it can
be argued that high VNIs may have more favoraliitides toward retro brands compared with
low VNIs. The perceptions of equilibrium versusany balance elicited by retro brands may
therefore be explicated by the level of VNI. Thus,

H2: Compared to low VNI consumers, high VNI consumeitsivave more
favorable evaluations of retro brands.
Apart from investigating the influence of valuewetk integration on evaluations of

retro brands, this paper also seeks to underskenbte of situational factors that can easily be
manipulated by marketers (through commercials liafp@nd packaging) in determining retro
brand evaluations. In particular, drawing from tegulatory focus theory of Higgins (1997) and
the framework proposed by Friedman and Forsterl(R@Be effect of the cognitive mechanisms

activated by marketing with a promotion versusevpntion focus is studied.
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The Influence of the Cognitive Mechanisms Underlyig Regulatory Focus on Evaluations
of Retro Brands

Regulatory focus theory postulates two differetitsgyulatory strategies that can be
triggered through priming (Higgins 1997). Appedglito consumers’ ideals (promotion focus) or
to their sense of responsibility (prevention fogus)duces dissimilar outcomes. While the
promotion focus emphasizes the pursuit of posivieomes (e.g., accomplishment), the
prevention focus is related to the avoidance oftieg outcomes focusing on security. These
two types of regulatory foci were shown to diffetialy influence both the perceptual and
conceptual scope of consumers’ attention (Derrybamd Tucker 1994) and to have an effect on
cognition and information processing (Friedman Bacster 2001). Whereas the inclination
toward vigilance that is triggered by a prevenfiocus leads to concrete information processing,
the inclination toward eagerness that is induced pyomotion focus yields more abstract
thinking. Therefore, promotion focus is associatgth cognitive flexibility and creativity
(Friedman and Forster 2001). In consumer beha¥ton,and Meyers-Levy (2007) investigated
the role of regulatory foci in elaboration of infleation by manipulating both the regulatory
focus of the participants and the thematic ambygoiithe visuals. These scholars discovered
that thematically ambiguous ads were evaluatedsssfavorable when individuals were primed
with a prevention focus than when primed with anppton focus. These findings were
connected to the elaboration mechanism underlygglatory focus.

If the cognitive mechanism underlying regulatorgus is different for promotion and
prevention foci, perhaps priming consumers’ reguiafocus may modify their evaluations of
retro brands. Since promotion focus highlightsigpasassociations of contradictory parts and

prevention focus highlights contradictions, it ¥pected that the type of foci influences how
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consumers process retro brands, which combineicting parts (classic and modern elements).
If H3 turns out to be validated, it will be thedirdocumentation of the existence of a regulatory

focus effect in the evaluation of retro brands.

H3: Regulatory focus will have a significant main effen retro brand
evaluations. Promotion focus leads to more faverediro brand evaluations
compared with prevention focus.

STUDY 2
The aim of Study 2 is to demonstrate that consuregeduations of retro brands depend
on the level of VNI and illustrate the effect ausitional cue (i.e., regulatory focus) on retro

brand perceptions (H3).

Pre-Test: In-depth Interviews

Researchers have pointed out the inherent paradire icombining of modern and
classic elements in retro brands as a way of exipigivhy consumer evaluations of such brands
are varied (e.g., Brown, Sherry and Kozinets 20033searchers have even suggested that these
brands have a kind of Jekyll-and-Hyde personalityere two conflicting personalities
concurrently exist in one body.

In-depth interviews with 4 men and 4 womé# 4, = 34) were conducted to uncover
whether retro brands indeed convey such paradoxieahings to consumers. Following are a

few excerpts from those interviews.
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Alice (age 29) reacts favorably to retro brands. h€ér, by combining modern and classic

elements, retro suggests harmony, a peaceful abeexe. She does not want to choose between

the themes that comprise the retro; she is confifieriaving with both. She says,

Retro brands are a good idea; they give you ade¢he past which is a fun journey down
memory lane. | think combining past and presesinehnts is a great way to market a product. |
like both elements. Why choose one over the otljéiiee, 29)

Consumption of retro products, far from being a/gite practice, is a collective

experience in that it involves symbolic connotasidimat reflect links between generations.

Consumption of retro, in that sense, is viewedasttutive of a collective identity (Curasi,

Price, and Arnould 2004). The following statemiepBrian (age 38) points out that a family’s

identity or relational identities are evoked byoet

It is fun to see how my father or others relate @ttt to Retro brands; it is nice to see what they
associate with them and it brings that spirit toamavell. Sort of living their experiences anew
or being able to relate to them. One such itethasld diner; back home there is a little whole
in the wall diner that | visit and it was reallyaid@o experience that with my dad this summer.
Eating homemade burgers, garlic fries, and nohgaabout the calories or the consequences.
The blending of these items should make the sefifrtbese (retro) products easier. One thing
that | do like is that it is a good tool to intragua new product or bring the life back into an old
product. Who doesn't like the old retro ads aowt kit brings back the old ways of life,

traditional way of life, or the "good" old daysitis a good way to bring images to people.
Another great retro brand is the rocky road carahg b- even as a child | liked sharing one with
my mother, | don't see them very often anymorewiheén | do it definitely brings those good
memories back. It also brings back the memohiasghe shared with me when she ate them as a
kid. So I guess a big part of the picture is ¢rig back memories or being able to share
memories with others. (Brian, 38)

Similarly, Adam (age 52) has positive attitudesdodvretro brands. When asked to

name a few, he immediately thinks of Bazooka gutichvis on the market now. For Adam,

retro brands are reminders of the good old daysraadvay they take him to a much safer and

secure place. As suggested by the theory of heyrtgoking back, retro enables individuals to

move forward (Guffey 2006; Sullivan 2009), and thusdlds a bridge linking past, present and
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| would love to try Bazooka (gum) if there is a aufree version. My hopes are to enjoy my
children and grandchildren long into the futurand to perhaps share a part of my history with
them through purchasing things that represent raygad letting them know what these things
meant to me. | think this is a way they could aatrio my past and relate to the fact that | was
once young too! (Adam, 52)

While retro suggests equilibrium for consumers Bdam, it presents an uneasy balance,
a contradiction for others, as Max’s (age 48) comnikistrates:

For me, Jolt, for example, brings back memoriespaiding time with my older brother. All the
sugar in the world, and twice the caffeine...l wassuwould make me the coolest person in the
world. Now, | look at Jolt and think of the sugtire calories, the damage to my teeth, and the
thought of it completely turns my stomach. Onabiger hand, if Jolt were to be adapted to
today's sodas and energy drinks by having a loarieadnd calorie-free, Jolt would lose the very
thing that made it popular with kids "All the sugathe world.” (Max, 48)

Max is clearly not fond of the idea of retro brandie feels that retro is a forced
association of classic and modern elements thatramoncilable. Furthermore, he feels that a
modernized version of an old offering would not @aéle original spirit. Joan (age 28) likewise
views retro branding as a misleading strategy himks$ that bringing a brand from the past and
updating it creates consumer confusion, even aesafindeception. For her, retro is a sign of lack
of innovation:

| understand why a company may want to marketra tetand. Classic brands can be viewed as
just dull...outdated, old fashioned, frumpy, and ewdarior. But | believe that retro creates a
positive picture just for a brief time. Then commrs realize that it is not the authentic product
that they once cherished. It is just a reproductiand generally a poor one...To me, retro shows
marketers’ and manufacturers’ lack of creativitidoan, 28)

These in-depth interviews on the various meanirigsetm revealed that consumers’
evaluations of retro brands differ. While someswaners really enjoy retro brands and feel that
they reflect harmony and equilibrium, others thih&t such brands are unnatural and suggest an
uneasy balance. Although retro brands offer intrig research avenues for scholars, this stream
of research is still in its theoretical infancy (®uld and Thompson 2005). Study 2 offers
several possible factors—individual as well asagitnal—that might explain the variations in

retro brand perceptions.
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Method

Procedure Participants were forty-four undergraduate studetiss% FemaleM age =
21) at a North American university. Brand loyalagtitude factor) byChaudhuri and Holbrook
(2001)and Kent and Allen’s (1994) brand familiarity ingtrents as well as VNI were collected
a month prior to the actual study. At that timartigipants were also asked about their
perceptions of a series of retro brands (includiig Beetle, TAG Heuer and Moxie Soda),
which served as a stimulus check.

Regulatory focus was manipulated using the proeeduggested by Higgins (1997) and
Crowe and Higgins (1997). In the promotion focasdition, participants were asked to list
present and past hopes and ideals. In the preweititus condition, participants were asked to
list present and past duties, obligations and mesipdities. After this free thought listing task,

participants were asked to rate their evaluatidridaxie Soda.

Choice of brand. A soda product was chosen for the brand evalnasisk since soda is
a low involvement product which is often used iarat research (c.f. Vanhouche and van
Osselaer 2009). In this study, a real brand, M&ada, was used to measure participants’
evaluations of retro brands. Moxie was originatiyoduced in 1884 but lost its popularity in
the 1930s. In 2007, it was launched again (sge/ltivw.moxie.info). It is emphasized that
Moxie is a come-back, a born-again brand that hastiginal look and flavor but also offers
updates. For instance, a sugar free version isavaiable, and online ordering is possible.
Three color pictures of the Moxie soda brand wéai@\s to the participants.

In addition, brand loyaltyGhaudhuri and Holbrook 200anhd brand familiarity (Kent

and Allen’s 1994) instruments collected prior te #xperiment show that Moxie (compared to
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other retro brands such as VW Beetle, TAG HeuerpBka gum and Mini Cooper) is not a very
well-known product among our participants. Relageofidividuals’ loyalty to Moxie is lowN!
Familiarity= 1.86,SD =1.3;M oyary = 1.56,SD =.89). This reduced biases against the stimuli and

makes Moxie an ideal product for the current study

Measures A modified version of the identity integratiooade (VNI) created by Benet-
Martinez et al. (2002) was collected. The 5 itemthis scale were averaged to form a VNI
score & = .87). VNI items were measured with asirgngly disagree- 7 (strongly agreg
Likert type scale. This scale was collected a timgmior to the experiment. Evaluations of
Moxie soda were measured by three seven-point igaraored at “bad/good,”
“unfavorable/favorable,” and “dislike/like” (Phammé Avnet 2004). Three items in this measure
were averaged to form a retro brand evaluationes@or .77). Brand loyalty (attitude factor) by
Chaudhuri and Holbrook (20045 well as Kent and Allen’s (1994) brand familmaftstruments
were also administered prior to the main studyah Imeasures were shown to affect
evaluations of brands. Brand loyalty (attitudedacreflects the dedication to the brand beyond
mere purchase intentions and repeat buying beh@&@laudri and Holbrook 2001), and was
assessed by these statements, “I am committedstbrdmd” and “I would be willing to pay a
higher price for this brand over other brands.’ai8t familiarity is defined as the number of
product-related or service-related direct and eatiexperiences and pieces of knowledge that
have been accumulated by the consumer (Kent areth AB94; Alba and Hutchinson 1987).
This variable was measured with the statementanvery familiar with Brand X,” “l am very
experienced with Brand X,” and “I am very knowledbke about Brand X.” Items on respective

scales were averaged to form a familiarity scare (67) and a loyalty score € .74). A
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stimulus check item was conducted with the staténfieperceive X as a retro brand (a
historical product with updated features).” Albgeitems were measured witl{strongly
disagreg-7 (strongly agregLikert type scales.
Results and Discussion

Stimulus CheckA one-sample T-test was conducted on the ratingdmdie as a retro
brand to evaluate whether their means were sigmifig different from 4, the scale mid-point.
The sample mean of 4.43[0= 1.5) was significantly different from 442) = 2.06p < .05.

The results support that Moxie was perceived predantly as a retro brand.

Test of HypothesesTo determine the contribution of VNI to the pret@in of retro brand
evaluations, retro brand evaluations was regressadNl. As expected, VNI was a significant
predictor of Moxie brand evaluation$ £ .56,t(42) = 4.31p < .01), supporting H2. The two
variables are linearly related such that, as VM¢léncreases, the overall evaluation of retro
brands become more favorable. Loyalty and faniijiamonstructs did not predict evaluations of
Moxie, and therefore were not entered as contnohlkes.

A one-way ANOVA was conducted to evaluate the rehship between type of
regulatory focus (promotion versus prevention fdeusl evaluations of retro brands. The
ANOVA was significant, suggesting that conditioaqulatory focus) has a main effect on how
people perceive retro brandd fromotion Focus 4-76,M prevention Focus 2. 74;F (1,42) = 13.4p <

.01). Therefore, H3 is supported.

Discussion The results are consistent with the theory thatdtel of amalgamation of

modernism and conventionalism (VNI) impacts brattiuales and evaluations. High VNIs are
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comfortable with both values, whereas low VNIsttrkeep both values detached (Stapel and
Blanton 2004; Stapel and Koomen 2001). As retemds are paradoxical, combining ostensibly
opposite themes, low VNIs experience this as aasynbalance, while for high VNIs, the
condition generates harmony and equilibrium ( LeRéters and Shelton 2006; Beverland and
Luxton 2005). Additionally, the demonstration tihagulatory focus has a significant influence
on how individuals evaluate retro offerings prowdeipport for Friedman and Forster’s (2001)
framework, which suggests a difference in the alatibce mechanism for prevention and
promotion foci. While avoidance-related statesmarthe focus of attention, approach-related
states broaden the focus of attention, supplengngisponsiveness to peripheral cues on the
perceptual level. This enhances the activatiorlatively inaccessible mental representations
on the conceptual level (Derryberry and Tucker }9%he results illustrate that when
consumers think of their ideals and aspirationseupdomotion mode, they highlight the
relationships between conflicting themes in retianids. However, when they are under
prevention mode and concentrate on their obligataord duties, they focus on distinctions and

contradictions in retro brands. Figure 3.3 displdngsfindings of Study 2.

84



FIGURE 3.3

THE RESULTS OF STUDY 2
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STUDY 3: ATEST OF EXTERNAL VALIDITY

The aforementioned studies were mainly conductdabioratory settings. The following
study enhances the external validity of these biehalvtheories by providing a field test using
data from an actual consumer panel. To enhance#havorld nature of the data, the following
study addresses the limitations and threats oftiathes (e.g. controlled environment,
homogenous sample, diffusion of treatment) by lglé population like sample and
conducting the study in a more natural environnfeyrich 1982; Rosenthal and Rosnow 2008).
The sample employed in this study is as divergmasible (in terms of age, education, income,

location and family status).

Sample.To generalize the results and see the robustriiess framework across people,
Study 2 was replicated with average consumers thenUnited States using Qualtrics, which
provided us with access to consumers as well amtbdace that allows data collection. Note

that these data were collected via an online sunRarticipants were 302 randomly selected
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American consumers (50% Femaikage= 45.6). Forty-three percent of our respondentewe
married with children with an average annual incah$45,000. On average, they had
completed some high school or attended a two yabage. Most of our respondents (78%)

indicated that they were White/Caucasian.

Procedure and MeasuresAfter assessing individuals’ VNI levelsi(= 5.26,SD=
1.27), regulatory focus was primed (Higgins 199 ydndomly assigning individuals to either
prevention focus or promotion focus conditionstimihg procedure was followed by three
items measuring Moxie soda evaluations (Pham am&2004). In addition, to be able to
generalize findings to the broad-spectrum retrondaeparticipants were asked to rate retro
brands in general using Brown and colleagues’ (2d@8nition of retro brands using the Pham
and Avnet (2004) instrument by the item “A retrautd is a historical brand with updated
features. VW Beetle, Mini Cooper, Jolt Soda, B&zogum and many other brands are
considered as retro. Please rate the extent twhwiou agree with the following statements on
retro brands in general.” Evaluations of retro bisawere measured by three seven-point items

anchored at “bad/good,” “unfavorable/favorable,t ddislike/like” (Pham and Avnet 2004).

Test of Hypothesed o determine the relationship between VNI and rbtend
evaluations, retro brand evaluations was regressad\l. Consistent with expectations, VNI
was a significant predictor of Moxie Soda evaluagi@ = .25,p < .01,t(300) = 4.79p < .01) as
well as of retro brand evaluations in genepat (24 p < .01,t(300) = 4.83p < .01). Thus, H2
was supported. A one-way ANOVA using regulatamgus as the independent variable was

significant, suggesting that regulatory focus hasain effect on Moxie soda evaluatiom4 (
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Promotion Focus~ 510 ,M Prevention Focus— 392,F (1,300) = 10367p < 01) ThIS effeCt |S a|SO
significant on retro brand evaluations in genebfomotion Focus 5-22,M prevention Focus 3-91;F

(1,300) =105.22p < .01). Hence, H3 is supported.

Discussion This consumer panel study managed to replicateyStudnd found support
for the hypothesis that VNI as well as regulatagus affect retro brand evaluations. Collecting
data from a representative consumer panel gavgfarsrnation on demographic variables that
might help explain variations in VNI and retro bdegvaluations. For a review of findings and a
comparison of the student samphe= 44) and the consumer panel302) on certain
demographic criteria, please see Table 3.2. As Bem that table, variables such as age,
education, income and family status did not hasmaificant relationship with VNI. Moreover,
they did not predict retro brand evaluations. Remnore, the tests of the interactive effect of
VNI and such demographic variables on retro braraduations were not significant. One would
intuitively assume that as people get older, teealuations of reminders of past times reflected
by retro themes would be more favorable. Thesesmgmificant findings, however, are not
surprising given that individuals’ reasons fortigiretro brands differ. Cohen (2008) claims that
older generations enjoy retro brands because théytiose products sentimental. Young
consumers have positive attitudes towards suchdbrbacause for them, retro is entertaining.

With this more representative and larger sampleag discovered that gender has a main
effect on retro brand evaluationd (vomen= 4.84,M yen = 4.51;F (1,300) = 5.73p < .05).

These findings are consistent with Brown (2001)pwwbsits that women in general are more

retro-friendly than men and therefore embrace desilgat mix modern and classic elements.
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Women are more comfortable possessing and refigtiim opposite themes that appear in retro

designs.
TABLE 3.2
COMPARISON OF THE CONSUMER PANEL AND STUDENTS

Dimensions Student Sample Consumer Panel Findings

Education level College Students Some college graduate  No effestiiror
retro brand
evaluations.

Age 21 45.6 No effect on VNI or
retro brand
evaluations.

Income $0-20,000 $20,000-45,000 No effect on VNI or
retro brand
evaluations.

Location 92% from Washington All states are Sample size does not

State represented. allow for comparisons.

Gender %45.5 Female %50 Female Gender has a main
effect on retro brand
evaluations (only in
consumer panel).

Family Status %97 Single %18 Single No effect on VNI or
retro brand
evaluations.

VNI 4.81 4.93 VNI has a main effect

on retro brand
evaluations (both
samples).
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A summary of findingOverall, two pilot studies as well as studies Ir@vmle evidence
in support of the proposed framework. The resafitStudy 1 link an individual difference
variable (VNI) to brand preferences by suggestirad situational cues may moderate this
connection. Specifically, it was shown that higRI\éonsumers act in a cue-congruent manner
given a conflict creating scenario such as a chogtereen a modern versus a classic brand.
Study 2 illustrates that VNI as well as a situagilocue (regulatory focus) have separate main
effects on retro brand evaluations. The followstydy with a consumer panel (Study 3)
provides additional evidence that high VNI indivédisi retro brand evaluations are more
favorable than those of low VNIs and that promofiocus rather than prevention focus leads to

more positive retro brand evaluations. Table 3r8rsarizes these findings.
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TABLE 3.3

SUMMARY OF FINDINGS

Hypotheses

Studies

Findings

Hlaand b

Pilot Study 1 (using words as primes)NI x cues interaction is not

Pilot Study 2 (using words and
pictures as primes)

Study 1 (using videos as primes)

significant.

VNI x cues interaction is not
significant(p = .12).

Hla is marginally supporteg &
.08).

H1b is not supported.

VNI x cues interaction is
significant p < .01).

Hla is supportedp(< .01).
H1b is not supported.

H2

Study 2

Study 3 (consumer panel study)

Main effect of VNI is significant
(p < .01). High VNIs retro brand
evaluations are more favorable.

Main effect of VNI is significant
(p < .01). High VNIs retro brand
evaluations are more favorable.

H3

Study 2

Study 3 (consumer panel study)

Main effect of regulatory focus is
significant < .01). Promotion
focus leads to more favorable
retro brand evaluations.

Main effect of regulatory focus is
significant < .01). Promotion
focus leads to more favorable
retro brand evaluations.
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CONTRIBUTIONS AND LIMITATIONS
Theoretical Contributions

This paper contributes to brand literature by disaug meanings of modern, classic and
retro brands and suggesting several individualsitughtional variables that explain variations in
consumer evaluations of such brands. This pap#reiuclarifies the conceptual distinctions
between meanings of modern, classic and retro.lé/¢tassic brands are long-honored brands
that highlight the continuity and linkages to thesp retro brands reflect a gap. Retro is a come-
back. Modern brands, on the other hand, signifitemporariness and forward-looking themes
(De Chernatony and Cottam 2006; Thompson, Polliblaoctander 1994).

This work also adds to the value literature by destirating that modernism and
conventionalism values can be integrated and ktegpérceived degree of interconnectedness of
the two (VNI) impacts purchase intentions of modend classic brands as a function of
situational signals. In addition, VNI has beerodtsund to correlate with retro brand
evaluations.

More specifically, Study 1 showed that high VNI samers shift from one value
network to another depending on the interactivelle¥ an individual difference variable (VNI)
and situational cues. In particular, it demonsttahat when consumers see cues related to
modernism (or conventionalism), they act in cueggaant ways and prefer the associated brand.
These results are similar to the findings of frawéching studies that have documented the
presence of the assimilation effect (e.g., Benettikiez, Lee and Leu 2002; Briley, Morris and

Simonson 2005; Hong et al. 2000; Luna, RingbergRerdcchio 2008).
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Study 2, along with the consumer panel study, corsfithat VNI and regulatory focus
affect retro brand evaluations. Since high VNIsutmers embrace both modernism and
conventionalism, they enjoy retro brands more tbanVNIs. Study 2 also demonstrated that a
promotion focus yields more favorable retro bravdlgations than a prevention focus. These
results are conceptually consistent with studigestigating the effect of the elaboration
mechanism underlying regulatory focus (Derrybemng &ucker 1994; Friedman and Forster
2001; Zhu and Meyers-Levy 2007). While a promofiocus highlights connections, a
prevention focus underlines contradictions betwaedern and classic elements of retro brands.
The panel study conducted with a larger sample osexbof average American consumers also
shows that gender has a main effect on retro begatlliations. Women were discovered to be
more open to retro brands compared to men, a finithat echoes Brown (2001).

Managerial Contributions

As majority of brand choice decisions are madedmshe store and consumers purchase
what is available (Inman, Winer and Ferraro 20093, vital for marketers to know what
modern, classic and retro brands mean to conswuanéraore importantly, study the factors that
might explain the variations in consumer evaluaiohsuch brands.

Study 1 demonstrated that given a choice task letwanodern versus a classic brand,
high VNI consumers look for signals in the envir@mnhto make a decision. Acting as
chameleons, they adapt and automatically mimiac gweroundings (Briley, Morris and
Simonson 2005). This finding has implicationstfue framing of advertisements, store design,
packaging, and logo and label choice as reactmtiseise stimuli comprise brand experience that
affects consumer satisfaction and loyalty (Bral@shymitt and Zarantonello 2009). Current

work suggests that marketers can control thoseurnasreactions by strategically designing
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their marketing communications. Although low VNInsumers seem to be immune to such
manipulations, high VNIs are more open to them.

The current work also has several practical imghee for retro marketing. This is an
important area of inquiry given the need for prddiifferentiation and the importance of
effective positioning and communications. Moreo¥ee rise of retro product offerings in
recent years makes it imperative for marketing Ersdo conduct more research in this domain.
Study 2 and the consumer panel study show that\iijrconsumers’ retro brand evaluations
are more favorable. Moreover, women in general\yergtro offerings more than men. This
finding implies that by identifying and targetirfietright consumers (high VNI consumers or
women) who are likely to respond more positivelydtyo brands, marketers have more
information to guide the investment of resourcB#ecting marketing efforts toward high VNIs
and developing the retro products to meet the netttose specific segments, marketers may
eventually turn those individuals into customersatfo offerings. Developing a positioning
strategy for retro products entails gaining a cleaterstanding of the needs and wants of
consumers. Of course, ultimately a company musitnconicate this positioning. At this point,
the finding that the type of regulatory focus potslretro brand evaluations becomes critical for
the design of marketing communications. As disedspromotion focus is geared to motivate to
attain advancement. A prevention focus, by contragfeared to motivate people to achieve
protection (Higgins 1997). It was illustrated thgtemphasizing ideals, hopes and aspirations
triggered by the promotion focus, it is possiblénduce positive retro brand evaluations.
Marketing managers, therefore, should refrain frmimg prevention focused themes related to
obligations, duties and responsibilities in thearketing communications when the product or

service is a retro offering. For instance, a ratstomobile such as VW Beetle should use
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phrases such as “seize the day” or “be all youbedrthat emphasizes hopes and ideals but avoid
slogans such as “be cautious” or “avoid pain’hieit marketing campaigns. Table 3.4

summarizes marketing implications of the curreatrfework.
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TABLE 3.4

MARKETING IMPLICATIONS

Findings

H1la) High VNIs assimilate to the cues in the

environment.

H2: High VNIs' retro brand evaluations are more

favorable than those of low VNIs.

H3: Promotion focus (compared with a prevention

focus) leads to more favorable retro brand evaluati

General Findings

Implications for Marketing Strategy

Identify high VNI consumers as those are the
ones who are open to manipulation via
situational cues.

Via product design, ad and commercials, logo
and packaging, it is possible to create a modern
experience or a conventional experience for
high VNIs, affecting their likelihood to

purchase a modern versus a classic brand.

Effective segmentation of the market based on
VNI level is necessary as high VNIs seem to

enjoy retro brands more than do the low VNIs.
Women constitute a proper target segment for

retro brands.

An ad with a promotion focus (emphasizing
hopes, ideals and aspirations) rather than a
prevention focus (emphasizing responsibilities
and duties) is more appropriate for

communicating retro brand meanings.

Values (modernism, conventionalism) are not
influential in brand choice (modern versus
classic brand). Value network integration (VNI)
is a more meaningful variable in this context.
As majority of brand choice decision are made
inside the store, managers should be careful in
design and message framing. In-store
marketing activities should strongly influence

consumer behavior.
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Limitations and Future Research Directions

There are limitations of this research that mayricghe ability to generalize from the
findings. One important question pertains to ba@ugaonditions of the proposed framework.
Current research has not tested the model usirdypt@ategories other than a soda product.
Follow up studies should explore whether the fraprdvtested in the present studies will hold
with other products, real or fictitious.

Study 1 illustrated the assimilation effect forlnigNI consumers and thus partially
supported H1. The failure to show the expectedrasheffect may simply be due to the
composition of the sample. One of the promineasoas for the contrast effect is that
individuals who are low on integration feel a highsion. Data were mainly collected from
North American students. | assume that in devalppountries where rapid transformations are
taking place, where past and present, modern amekational are constantly at odds and
individuals continually find themselvés situations involving conflicting scenarios (Ahaw2005;
Belk 1988; Firat and Venkatesh 1995), contrastoefieay be more prevalenMoreover, dialectical
thinking, that is, the tolerance for holding appeiyecontradictory beliefs, has been documented
to be widespread among East Asians (Peng and WNik®@®). Choi and Choi (2002) showed
that, compared with Americans, East Asians endazeattadictory values and displayed self-
beliefs that were less consistent (e.g., I'm outgdiut somewhat shy) than Americans. It is of
theoretical as well as practical importance toemtltata from different cultures to study
consumer reactions to modern and classic brandguagction of the interactive effect of VNI
and situational cues. It would be also very intémgsto investigate how such consumers react to

retro offerings. Although theory suggests thatvitihals from Asian cultures are more prone to
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dialectical thinking (Peng and Nisbett 1999), it ladso been documented in the literature that
such consumers value what is contemporary, modefruaique (Zhou and Wong 2008).

Our VNI scale was taken from research on identitggration (Cheng, Lee and Benet-
Martinez 2006). Although modified and applied @veral other contexts (e.g., Sacharin, Lee
and Gonzalez 2009), the current research is theditempt to test the measure in the framework
of modernism and conventionalism. The currerdysghows that the scale is sufficiently
reliable and that it could be employed to predartipipants’ preference for modern versus
classic brands as well as their evaluations obretands. However, more research is needed to
uncover the relationship between VNI and othernteel@onstructs. For instance, how is VNI
related to the personality traits (agreeablenedsopenness to experience) suggested by the Big
5 personality framework (McCrae and Costa 1987)GoAding to the Big 5 framework,
agreeable individuals tend to be more acceptingraceptive. They are ready and willing to
receive new and different ideas favorably. In castt other individuals are low in agreeableness
are uncooperative. Openness to experience isetkéia preference for variety and intellectual
curiosity. Individuals who are high on opennesexperience tend to be analytical, imaginative
and original. How these constructs are differeotnf VNI is important to be able to establish
discriminant validity of VNI.

Moreover, there is a need to distinguish betweerctimcepts of nostalgia and retro.
Nostalgia is a sense of personal loss and longingrf idealized past (Pickering and Keightley
2006). | suggest that nostalgia proneness (cdibidok and Schindler 1989, 1994, 1996) alone
cannot explain “ retro-proneness” or “retro-frieingkss.” Although both classic and retro brands
indicate experiences from the past, and thus aoelaments of nostalgia, retro implies a rupture

from the past, whereas classic suggests permama@adceontinuity (Guffey 2006). | urge future
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researchers to consider exploring the relationshtgreen value network integration and
nostalgia-proneness to be able to illustrate timeeptual differences between those two

variables.

CONCLUSION

A series of studies have demonstrated that conslilesaluations of modern, classic and
retro brands are varied and that these variatiande explained by situational variables as well
as individual variables. I introduced and testeglinfluence of a relatively new construct of
value network integration (VNI) and illustrated gedictive ability of VNI in explaining
modern, classic and retro brand evaluations. Manedhis paper suggests that it is not the
values of modernism and conventionalism that impsand preferences; it is the perceived level
of amalgamation of the two (VNI) that influenceglsevaluations.

In short, | believe that these studies advancainderstanding of the consumption of
modern, classic and retro brands by providing ewidehat individual (VNI) as well as
situational variables (priming via contextual signand regulatory focus) impact evaluations of
such brands. We need to learn more about the ttomsifavoring and hampering such

perceptions and how subsequent behavioral responsagel.
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CHAPTER FOUR
GENERAL DISCUSSION

My observations in the marketplace inspired mied&on more on classic, modern and
retro brands. While some companies emphasizditragiand their ties to past (e.g. Coca-cola),
others seem to focus on contemporariness (e.gs ymuka). There are also offerings that
combine both elements (e.g. Moxie soda). As awwoes, | observe that individuals’ reactions
to such brands are varied. There is also evidentte literature that brands communicate
meanings beyond their mere functionalities anditi@ividual values guide brand preferences
(c.f. Aaker 1997). Although this topic seems toyde consumer researchers with a fruitful
domain, surprisingly, there is insufficient worlatthas been conducted in this area. There are
only a few researchers (c.f. Brown 2001; Brown,r8hér., and Kozinets 2003) who have
studied this phenomenon of practical and theoretigaificance. Moreover, these studies are
generally interpretive in nature. There is clearlgap in the literature and hopefully, this
dissertation -at least partially- will fill this ga

Consumers are constantly exposed to environmemésl. clt has been documented in the

literature that these signals can influence judgsatecision-making and behaviors (Bargh
1997; Sela and Shiv 2009). Drawing from frame ehiitg studies (Benet-Martinez and
Haritatos 2005), | tested and found that the adtve effect of situational signals (modernism
and conventionalism themes) and value network ratem (whether modernism and
conventionalism values are seen as blended veepasaged) has an impact on the purchase
intentions of modern versus classic brands. Magavis not the stand alone values of
modernism and conventionalism that impact purcir@sations; it is the level of integration of

the two that is a more meaningful variable to sturdghis context.
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In addition to investigating the nature of modemnd &lassic brands, this dissertation also
studied retro brands that are historical produdtis modern features that are very prominent
these days. Some researchers have suggestechratensumers are yearning for the past,
especially during troubled times, retro brands emnti® the market with a promise to take
consumers to the good old days when life was easigfinances were more secure (Sullivan
2009). In that sense, retro brands are going todre widespread in the coming years, due to
the continuing financial crises as well as soc@h$formations (Guffey 2006). Specifically,
consumer reactions to retro brands were explofédough in-depth interviews, it was
discovered that consumers’ evaluations of suchdsrane mixed. While some really enjoy retro
offerings and think that they are pleasant andmescases romantic and sentimental; others are
uncomfortable with retro brands that juxtapose @ips. To systematically analyze such
differences in retro brand evaluations, | utilized variables: one individual difference variable
(VNI) and the other situational (regulatory foc({id)ggins 1997). The results show support for
the main effect of both variables on retro branaleations. For consumers who are high on
integration, retro brands are favorable. Howetlerse who are low on VNI do not enjoy retro
brands. In addition, regulatory focus that canlgég controlled by marketers (via modification
of marketing communications) has a main effectedrorbrand evaluations. In particular, it was
discovered that promotion focus that emphasizesisdend hopes is a more appropriate message
frame for retro marketing.

Overall, this dissertation provides managers ams$wmer researchers with conceptual as
well as practical tools. Managers may use theltesiithis study as guidelines in image
selection, positioning, product design and ad mamagt. Understanding consumer values,

their influence on evaluations of different stytédrands as well as the moderating effects of
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situational cues, advertisers may design more &fiecommunications and target appropriate
segments with more success. Additionally, curreséarch opens up intriguing research
avenues for consumer researchers who are interesteadern, classic and retro brand

meanings.
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APPENDIX

ESSAY TWO MATERIALS



PRIMING MATERIALS USED IN THE STUDIES

Picture and Word Cues

Fast

Efficient

Up-trend
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Family

Belonging
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0cT

Video Cues

NOTE.-The first four scenes of videos are depicted HEne.above section displays conventional cues. Blmibsection shows modernism cues. The
videos are 90 seconds long; each scene is shovappooximately 5 seconds.



INSTRUMENTS

Consent Form

Researchers

Kivilcim Dogerlioglu Demir, PhD Student, Marketiigepartment, WSU Pullman, WA 99164-4730
e-mail:kivilcimdd@wsu.edu

Pl: Patriya Tansuhaj, Professor of Marketing , WBWlman, WA 99164-4730
Study Title Value Networks in Marketing Contexts

Researchers’ Statement

The purpose of this form is to give you the infotima you will need to help you decide whether tarbéhe
study or not. If you have any questions regardimgstudy, please do not hesitate to ask the résmard his
study is completelyoluntary. You may quit the study at any time without pepnalt

Purpose and the benefits
The goal of this study is to help marketers betteterstand how consumers evaluate brand names

Procedures
In this study, you will be asked to fill out someegtionnaires about your attitudes and evaluatibhsands.
The survey should take about 7 minutes.

Confidentiality
Data will be summarized and grouped responsedwitieported only. Results will not reflect indivad
responses. Anonymity will be achieved by shufflthg responses.

Risks
We believe that there are no risks associatedtishstudy. If participants prefer not to partiie, they may
quit the study at any time without penalty. Thisdstis completelyoluntary.

Participant’s Statement
This study has been explained to me. If | havequ®stions | can ask one of the researchers listedea This

study has been classified as exempt. If you haestquns about the study please contact the resarlisted
above.

If you have questions about your rights as a pgp#git please contact the WSU IRB at 509-335-3668 or

irb@wsu.edu

Thank you!
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Value Network Integration (Benet-Martinez and Haritatos 2005)

Please take a look at the terms that charactenrimEemism and conventionalism. In the following digsss, we
would like to ask you the extent to which each mid¢ion characterizes you and the extent to whahdo or do
not integrate the two sets of values. It is possibat you are high on one, and low on the othenjgh on both, or
low on both. With that in mind, please answer tiofving questions (circle one).

Characteristics of Modern versus Conventional Indivduals

Modern individual Conventional individual

open to change frugal

independent past time-oriented

rational obedient

individualistic religious

future time-oriented traditional

materialistic moderate

secular group-oriented

Strongly Disagree Neutral Sglgmgree

I combine both values(modern-conventional). 12 3 4 5 6 7
| see modern and conventional values as two 1 2 3 4 5 6 7

distant value systems (R)

| keep modernity and conventional values 1 2 3 4 5 6 7
together.
| feel modern and conventional values can 1 2 3 4 5 6 7

easily co-exist.

| feel part of a combined value system 1 2 3 4 5 6 7
(modern-conventional).

Modernism/Conventionalism Values (Zhang and Khare @09)

Not at all Neutral Very much
To what extent are you modern? 1 2 3 4 5 6 7
To what extent are you conventional? 12 3 4 5 6 7
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Zipper Measure (Aron, Aron and Smollan 1992

Below is a set of diagrams each representing diffedegrees of overlap of two values (modernism
conventionalism) represest by the circles

1= no overlap, 7=nearly complete ove

© &
OO
&
I
@O>
@y

@

Once again refer to the above picture and pleaske ¢the number that best matches the level oflapeaf two
values (modernismaenventionalism) in your situatior

No overlap Nearly complete overlap

1 2 3 4 5 6
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Cue Checks

Please indicate the extent to which you agree feltbwing statements by circling the appropriatenier.

Conventionalism Modernity
Please rate the extent to which the words refl 1 2 3 4 5 6 7
Please rate the extent to which the themes 1 2 3 4 5 6 7

reflect.

Please rate the extent to which the themes in
video reflect.

Stimuli Check
Please indicate the extent to which you agree feitbwing statements by circling the appropriatenier.
Strongly Disagree Strongly Agree

| perceive X as a retro brand (a historical
product with updated features).
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Purchase Likelihood of Modern versus Classic BrandgdErdem and Swait 2004; Putrevu

and Lord 1994)

Please indicate the extent to which you agree feltbwing statements by circling the appropriatenier.

If prices are the same,

Strongly Disagree Strongly Agree
Itis likely that | WI|| buy the Modern soda brar 1 > 3 4 5 6 7
versus the Classic soda brand.
| will purchase the Modern soda brand versus 1 > 3 4 5 6 7
the Classic soda brand next time | want a soc
| will definitely try the Modern soda brand 1 > 3 4 5 6 7

versus the Classic soda brand.

Brand Familiarity (Kent and Allen 1994)

Please indicate the extent to which you agree faitbwing statements by circling the appropriateer.

Strongly Disagree Strongly Agree
| am very familiar with Brand X. 1 2 3 4 5 6 7
| am very experienced with Brand X. 1 2 3 4 5 6 7
| am very knowledgeable about Brand X. 1 2 3 4 5 6 7

Brand Loyalty (Chaudhuri and Holbrook 2001)

Please indicate the extent to which you agree fe@itbwing statements by circling the appropriatenier.

Strongly Disagree Strongly Agree
| am committed to this brand. 1 2 3 4 5 6 7
| would be willing to pay a higher price for this 1 2 3 4 5 6 7

brand over other brands.
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Retro Brand Evaluations (Pham and Avnet 2004)

Above are pictures of Moxie soda that was originaitroduced in 1884 but lost its popularity in th@30s. It was
launched again in 2007.
Please note that Moxie soda is a come-back, adgaim brand that has the original look and flaudrdso offers

updates. For instance, a sugar free version isavailable, and online ordering is possible.

Please indicate the extent to which you agree faitbwing statements by circling the appropriatemer.

Brand X is bad Brand X is good
1 2 3 4 5 6 7
Brand X is unfavorable Brand X igavorable
1 2 3 4 5 6 7
| dislike Brand X I like Brand X
1 2 3 4 5 6 7
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Regulatory Focus Manipulation (Higgins 1997)

Please list present and past hopes and ideals.

Please list present and past duties, obligatiodgesponsibilities.
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