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Abstract

Previous research has demonstrated visuals of products and prices can impact consumer
perceptions. The current research examines how product-price left-right placement (price
left, product right vs. price right, product left) in an ad affects consumers’ perceived value.
We propose that construal level (high vs. low) can moderate the relationship between
product-price left-right placement and perceived value. This research further explores three
dimensions of construal level (i.e., mindset, time window and product utilitarian/hedonic
value). We also conduct four experiments using different ad formats (i.e., billboard, direct
mails, and print ads) to enhance the generalizability of this research. Dependent measures
include perceived product value, purchase intention, and willingness to pay. The results
indicate that when using low construal level to process the information, experiment
subjects s exposed to an ad in which price is placing on the right and product on the left
show higher product evaluation of the promoted product than those exposed to the same
ad but with price on the left and product on the right. On the other hand, when people
receive high construal level to process information, they would show higher product
evaluation of the promoted product when viewing an ad with “price on the left, product
on the right.” Perceived product quality serves as the underlying mechanism behind the
above phenomenon. The findings provide marketers with insights regarding advertising
design, that is, appropriate price-product left-right placement should be used for the target
audience to enhance their advertising effects.

[ Keywords ] price-product left-right placement, construal level, time window, product
utilitarian/hedonic value, perceived quality
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English Summary

Previous research has demonstrated that visuals of products and prices can impact
consumer perceptions (Biswas, Bhowmick, Guha, and Grewal, 2013; Shapiro and Nielsen,
2013). The current study investigates how the careful placement of product images and
prices in ads impact consumers’ evaluations and compares the effects of two types of
juxtaposition, namely, “products on the left, prices on the right” vs. “prices on the left,
products on the right.”

Studies has shown that the spatial position of product images in ads can increase
advertising effectiveness (Chae and Hoegg, 2013; Deng and Kahn, 2009; Schubert, 2005;
van Rompay, de Vries, Bontekoe, and Tanja-Dijkstra, 2012). Specifically, Deng and
Kahn (2009) show that a product image been positioned at the lower right corner of the
packaging prompted customers to perceive the product as heavy, whereas a product image
been positioned at the upper left corner prompted customers to perceive the product as
light. Chae and Hoegg (2013) show that consumers develop a more favorable attitude
toward the product when the product image is positioned congruently with the viewer’s
spatial representation of the passage of time (i.e., left-past and right-future), but respond
less favorably when the product image is positioned incongruently (i.e., right-past and left-
future). The current study contributes to the evolving research stream of spatial positioning
in advertising, and demonstrates that the product-price/left-right placement in an ad indeed
affects the consumer’s perception of product value (i.e., perceived product value).

Prior research has also shown that the price serves a dual role in product evaluations
(Bornemann and Homburg, 2011). Products with a high price reinforce consumers’
perceptions of monetary sacrifice, which reduce the likelihood of a purchase. On the other
hand, consumers may perceive prices as indicative of the potential gains resulting from the

purchase. Under such circumstances, consumers may infer product quality from the price
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information.

Previous research has suggested the importance of contextual factors that influence
consumers’ price perceptions (Cai, Shen, and Hui, 2012; Valenzuela and Raghubir, 2015;
Valenzuela, Raghubir, and Mitakakis, 2013). This current study suggests that price may
serve as a positive or negative heuristic cue, subject to its position (to the left or right of
the product) in the advertisement. People tend to read from left to right, and this reading
behavior is common across countries (Chatterjee, Southwood, and Basilico, 1999;
Christman and Pinger, 1997). Thus, the image on the left side of an ad is likely to be the
first element to catch the attention of most consumers. Using event-related fMRI, Knutson,
Wimmer, Prelec, and Loewenstein (2007) finds that seeing a price activates the insula
in the cerebral cortex and induces the anticipation of physical pain. Based on these prior
studies, we expect that placing price information on the left side of the ad is more likely to
evoke anticipatory pain, which results in a less favorable product evaluation. On the other
hand, we do not expect this negative effect to occur when the same price information is
placed on the right side of the ad.

Drawing from the Construal Level Theory (CLT) (Trope and Liberman, 2000), we
propose that the relationship between product-price/left-right placement and product
evaluation is moderated by the construal level being evoked. CLT suggests that objects or
events can be perceived as either psychologically close or distant. Psychologically distant
objects are represented as abstractions, while psychologically close objects are considered
as concrete.

People with low level of construals (“low-level construals™) focus more on specific
detail and concrete, means-related terms rather than generalized abstractions, and are
thus more likely to associate the prices with the costs incurred from purchasing and
using the products (Trope, Liberman, and Wakslak, 2007). Based on CLT, cost-related
considerations prevail in the psychologically close perspective (Bornemann and Homburg,
2011). People with low-level construals are thus expected to be concerned about the price
as a salient cost, and to perceive price as a potential loss. Thus, when people with low level
of construals see an ad with the “price-left, product-right” placement, they are likely to
experience the anticipation of pain. On the other hand, an ad with the “product-left, price-
right” placement allows people with low level of construals for focusing on the benefits
of the product and reduces the anticipatory pain associated with the price and perceived
sacrifice.

Conversely, for people with high level of construals, the results are expected to be
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the opposite. Such people tend to consider prices as indicative of quality. CLT suggests
that considerations related to the core benefits of a product prevail in the psychologically
distant perspective (Bornemann and Homburg, 2011). When people with high level of
construals (“high-level construals”) see the price displayed to the left of the product,
they interpret the placement as an indication that the product’s benefits are high. Thus,
we expect that, for such people, a “price-left product-right” placement will increase the
perceived quality of the product, resulting in a more favorable product evaluation. We
propose that perceived product quality is the underlying mechanism that explains the
interaction effect between product-price/left-right positions and construal levels.

Product quality judgements are commonly considered as inferences regarding
an unobservable dimension based on observable product features, and represent the
“goodness” of a product (Yan and Sengupta, 2011). In the current study, people with low-
level (high-level) construals are expected to infer from an ad with the “price-left, product-
right” (“price-right, product-left”) position that the product is to be perceived asof good
quality. And such inferences lead to more favorable product evaluations.

To examine aforementioned propositions, we have conducted two pretests and four
experiments. The first pretest uses eye tracking to confirm that the reading patterns of
people in Taiwan are generally left-to-right based. The second pretest indicates that the
left-to-right reading patterns also occurred in ad viewing. Specifically, participants who
saw the “price-left, product-right” ads show a stronger sense of anticipatory pain than
those who saw the “product-left, price-right” ads, when their construal levels are not
considered.

In Experiment 1, we manipulate the construal level through a priming task. We ask
participants to read an article which focuses on either “how” (low-level construal) or “why”
(high-level construal). We then present participants with a photo image of a bulletin
board. The results indicate that when being primed with low-level construal, participants
who saw the bulletin board with the “product-left, price-right” placement perceive the
product value higher than those who saw the same bulletin board but with the “price-left,
product-right” placement. Perceived quality is observed to be the mediator.

We further conduct experiments 2, 3, and 4 to enhance the robustness of the
above results by employing different manipulations of the construal level, advertising
presentation, and dependent measures. In Experiment 2, we manipulate the construal level
through a time window, namely, discount that expires in three days (low-level construal)

vs. discount that expires in three weeks (high-level construal). We present the advertising
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stimuli via a coupon. Purchase intention is the dependent measure.

In Experiment 3, we manipulate the construal level through product value, namely
utilitarian value (low-level construal) vs. hedonic value (high-level construal). We present
the advertising stimuli via a magazine ad. As in Experiment 2, purchase intention serves
as the dependent measure. In Experiment 4, willingness-to-pay serves as the dependent
measure. Participants are primed with a particular construal level (low vs. high) via a
magazine article. The Behavior Identification Form (BIF) from Vallacher and Wegner
(1989) serves as the manipulation check with high scores indicating high-level construals.
We give the participants a fictitious Direct Message (DM) from a grocery store. The
DM had either a “product-left, price-right” placement or a “price-left, product-right”
placement.

The results across above four experiments indicate that when being primed with
low-level construals, individuals who expose to an ad with the “product-left, price-right”
placement evaluate the product more favorably than those who expose to the same ad in
which the placement is “price-left, product-right.” Furthermore, the results turn opposite
when people are primed with a high-level construal. It is revealed that perceived product
quality is the mechanism underlying the aforementioned phenomena.

Previous literature mainly focused on product placement (Shapiro and Nielsen,
2013) or price placement (Biswas et al., 2013) in advertising. The current research is the
first to explore how product-price left-right placement influence product evaluation. This
study further confirms that construal levels influence the relationship between product-
price/left-right placement and product evaluation, and underlying mechanism is perceived
product quality. The current research offers important managerial implications. To
enhance advertising effectiveness, marketers should juxtapose the product image and price

information on the left-right position that best correlates to the consumer’s construal level.
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