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Abstract

In the current research, we propose that the effect of victim number is subject to cause
acuteness and individual differences in self-construal, and conduct three experiments
to test our hypotheses. While Studies 1 and 3 both set in the non-profit context, Study 2
focuses on the context of cause-related marketing, in which the charitable campaign is
initiated by a fictious company. In these three studies, we use a 2 (victim number: single
vs. group) X 2 (cause acuteness: sudden disaster vs. ongoing tragedy) % 2 (self-construal:
interdependent vs. independent) between-subjects design. The results reveal that when
people with interdependent self-construal read a story of a sudden disaster depicting group
victims, the advertising effectiveness is greater than the same story depicting a single
victim. Meanwhile, we find opposite modes of operation on people with independent self-
construal. Nonetheless, we find no such differences of self-construal when participants
read a story of ongoing tragedy depicting either a single victim or group victims.
Additionally, with the focus on investigating the role of guilt in Study 3, we prove that
guilt is the underlying mechanism that explains the three-way interaction effect among
victim number, cause acuteness and self-construal.

[ Keywords ] charity advertising, identified victim effect, cause acuteness, self-construal,
guilty
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05) MR — a BT - MME A REBBIRAWZIEMS > EESREHE
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FREMEAER) ~ 2 (EREBEA - B vs, MARERA) =/ TG = (EE%

96



NTU Management Review Vol. 32 No. 2 Aug. 2022
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—H 0 XFAERE 2 ZRAEERE 6 - B2 HEEGWEFES  FHHE
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dis, and Goto (1991) . Z IR EIE » FaF =REB L BRAVESFGERE « T R - K
FiFERREC - 5 » T EREMEGERERED - , M THE  BWSET R
SeRERR R TE, BRNTIR - o DIRSEMRERAEETF T - " R
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UL REE P RER AR TR, BRFIR o 5 o BEEERR 7
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IR - FTE AR EIE R TR 7 B RGE T W E S A AR E TR - ERTT
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mERSHE, - TEARER > REHE

o

B e AR ) A T R A E

R~ BRTIRRoM

AEEEEMEIEFE - RSB EFES #E St E (Facebook) HYFF it B »
EifE f% FmE S5 (PTT) ~ WRZE & ARG E EH A - #EETEI 586 kA » HAopE R
ARy 541 13 (AR 92.32%) o HBMEZHE 247 i (46%) » Fle MR 18 &
T2 5% 0 K39 27.70 5% 0 fRMERE R 9.39  RERHRIEAF R B IR A H AR o = 81
FRERF I B TR o = 82 EEEHFEE a = 82 » ERTTHHAEE a = 84 - EERE o =
.80 » AT EFH Cronbach’s o (HEF KHR 0.7 - BN EMEEE -

— B RE

BERYSTERE R FEEREREFEEANFERRAZ HFAFEEER

(H—2FH M=424-5D=205; B EE  M=569 SD=1.10) (F(1,

539)=99.86, p <.001) » I AE R EFEHYE LIREFFRHT) -

R AT G SRR RS R M R R AR R R M SN R [ AR B AR R A 2 T
FEHEEER (RS M=557 SD=1.57; F@MEER :M=283 SD=1.75)
(F(1, 539) =369.60, p < .001) » HAEE{EEEFEEME HEEFRRT) -

B BTG SRR B R R R T R AR R R B R R A & AR B
ZF (CBTIRA 0 M gmmme= 391 » M igesms = 2.74 > F(1, 510) = 258.15 > p <.001 ;
FERIRAL © M o= 3.01 * M ynmmm = 3.70 » F(1,568) =86.11 > p<.001) -

= MRS b

DA S B T AU FETE RS I (Test of Between- subjects Effect) » fabaes B8 HZ F4

REZAFAEARERRREY (EERE - SRTHEBEAEEERE) 265HE
FE (RERT) - BRED ERR K M AERIN - REERE =ML A(F
FrE MRS EE TR -

TR = (H H SR EB (ESRE - SRTHREEBEEE) 2
TR F AL AR G B Tl i (R 8) -

R B EH AR A A S - AR Ky - XFZHER
ERS (M gpme= 5.26 ° M saiprgmne = 5-61 * M s = 5.07 ) FUBMELA (Mgepopre=4.83
M spiigmee = 4.67 > M gy = 4.41) G HBENESESTHR (Eé—f%%‘?ﬁ? D F(1,135)
=735 p<.01; ZANITEHRERE : F(1,135)=28.69 > p<.001 ; EEEE : F(1, 135)
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x7 BRZ - —HIEERHESNRSE — B BXE MANOVA 7 (N = 541)

L A7
R e —f;;;u o Fia piE
e EEEE 22.22 7 3.18 4.39 .00**
g%‘é;% EZRITHEE 79.71 7 11.39 12.55 .00***
BEREE 39.4 7 5.63 4.48 .00%**
EEREE 13232.59 1 132326 18314.23 .00%**
i ERITHERE 12416.65 1 1241665  13681.61 .00%**
BERE 11015.8 1 11015.8 8773.65 .00%**
o EEREE 61 1 .61 .84 .36
g?%m(/w ERTIHEEE 32 1 32 35 55
BEEE 1.05 1 1.05 .84 .36
B ymegey ROER 12 1 12 16 69
o %%%ET&) ERITHERERE 4654 1 46.54 51.28 .00%*
8 i BERE 14.8 1 14.8 11.78 .00**
. BEEREE 6.72 1 6.72 9.3 .00**
Ez%i)% ERITHHREE 0.71 1 71 78 .38
BEEE 5.29 1 5.29 4.21 .04
EEREE 1.51 1 1.51 2.09 15
(IV)* (CA) ERITHRERE 7.21 1 7.21 7.95 .00*
BEEE 4.21 1 4.21 3.35 .07
EEREE 3.31 1 3.31 4.58 .03*
(V) (SC) ERITHEE 14.52 1 14.52 16 .00***
" BERE 3.53 1 3.53 2.81 A
0z EEREE 2.67 1 2.67 3.69 .05
B (cAxsC) ZRTHeRE 28 1 28 31 .58
EERE 2 1 2 16 69
. EEREE 718 1 7.18 9.93 .00*
(/\:()S(g)A ) ERITHHREE 13.7 1 13.69 15.09 .00%**
BEEEE 12.41 1 12.41 9.88 .00**
EEREE 385.11 533 72
RE ERITHHREE 483.72 533 .91
BEEE 669.21 533 1.26
EEREE 13932.33 541
e ERITHREE 13245.33 541
BEEEE 11976.56 541
e EEREE 407.33 540
g),;%ft%g ERITHREE 563.44 540
BENE%E 708.61 540

ZEi*p<.05*p<.01*™p<.001°
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R ZEEHERBE AR EESEENREHETE (EEREE  F(, 146)
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HEHREBE RIS » mEZeR M SRy - SFEEREREAN (M g
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HEREBE ITRAEOAMES - IHEFEEEER  SFEERERE A
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RIS R i R R
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ElE : F(1L112)=31 > p>.05) » SCRFERE—D
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F e H BT EEGR ER BN ER T — T RS ER R 2 B B
BRNEZNZAEL - HEHHEA 4 [{EEKEEHEF R E - (Gudykunst and
Lee, 2003) * L IREIRTREIE A T BB (R ECIMERIA 5 B T REEE E fF R
fiE o AR AR REIE AR T o — A BRI A ) B T REBE O
oA AR ) o
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227 Cotte, Coulter, and Moore (2005) 7 #EIE & HIFEFERL - B & TEEIEK (Guilty)
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(2013) fEH - EMIHERZ FEEBHIE BAEEE R  HEYIRY « SENETRY 5 =R ks
AIREE W A ME R AT HERZ FEEWN A E - M B R ERES T BRI
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WA TEEZESETEH TR AVES T R EEIRAYTRENE T LAY
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2 0= .82 » % Cronbach’s a [HEF KR 0.7 » BERFEFAGEESE -
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AT RS SRR R e M PR R AR R R M S A R M AR B W A 2
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BRI ZFEEHRERME A SErEAEIFENIARERAETE (EEBE  F
(1,126)=2.43 » p>.1 ; HIFEHFHMIERE © F(1,126)=.05 - p> .1 FBEIEEE « F(1,
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=10 ER-BEHHEZEZEETIRZTE - I AERBE MANOVA 1%
(N = 545)
. i} Fiy
IRKiE RIS S df T Fi& piE
— Eﬁ?%%rﬁ‘ 24.20 8 3.03 239  .01*
P HIFEFIFRRREE 35.04 8 4.38 2.89 .00**
BEhEEE 12378624 8 1547328 1455  .00***
EEREE 1443.19 1 144319  1141.39  .00***
#iEE HIEEFIFRRRREE 1091.53 1 1091.53 719.03  .00***
HBEIe%R 1737995 1 1737994 16.33  .00***
#* EEREE 1.55 1 1.55 1.23 .26
& FHR HIELFIFRRRREE 13.97 1 13.97 9.20 .00*
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1 éﬁ 2’?;) HIES AR 84 1 84 55 .45
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. EEREE 1.08 1 1.08 86 .35
g(ﬁgf’fﬁ IR 07 1 07 04 82
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English Summary

The “Identifiable Victim Effect” (IVE) refers to the phenomenon that a single,
identified victim tends to receive much more money than those statistical or unidentified
victims. Prior research has shown that presenting a single victim can increase advertising
effectiveness (Cryder, Loewenstein, and Scheines, 2013; Friedrich and McGuire, 2010;
Kogut and Ritov, 2005; Slovic, 2010). This research extends the concept of the IVE and
compares the differences between the impacts of a single identified victim and a group of
victims on charity advertising effectiveness. To be specific, we explore whether presenting
a single, identified victim will backfire when the factors of cause acuteness (sudden
disaster vs. ongoing tragedy) and consumer individual differences in self-construal are
taken into consideration.

Prior research has shown that consumers are more responsive to charity issues
involving sudden disasters such as earthquakes, tsunamis or other natural disasters (Cui,
Trent, Sullivan, and Matiru, 2003; Ellen, Mohr, and Webb, 2000; Hou, Du, and Li, 2008).
In contrast, for ongoing tragedies such as illness and right to education, consumers expect
changes to be made gradually and steadily over time. Therefore, compared with ongoing
tragedies, consumers will consider sudden disasters are of higher priority and are more
important, more influential, and more favorable charity issues. We pursue the answer to the
important research question of whether sudden disasters will always be more persuasive
than ongoing tragedies in both conditions: a single, identified victim and a group of
victims.

This study also proposes self-construal as another boundary condition. People are
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likely to hold favorable attitudes toward ads that express values congruent with their self-
construal. Emphasis on an independent self-construal is often associated with uniqueness,
self-expression, self-realization, self-promotion and directness. Individuals who have an
independent self-construal (“independents”) are less willing to put on a show to please
those around them; they see themselves as autonomous and unique, and prefer to stick to
their own attitudes and values across situations. People who have an interdependent self-
construal (“interdependents”) see themselves as relational and interconnected with others
(Markus and Kitayama, 1991; Triandis, 1993). This study aims to investigate whether
these differences in self-construal impact on consumer responses to a single, identified
victim and a group of victims presented in either sudden disasters or ongoing tragedies
distinctly.

We further propose that interdependents are more responsive to a group of victims (vs.
a single victim) when the charitable issue is a sudden disaster since interdependents con-
sider it important to pay attention to the collective welfare and to express concern for oth-
ers (Markus and Kitayama, 1991). People who have an interdependent self-construal tend
to perceive themselves as group members. They feel more connected to a group than to a
person. Such feelings of belonging will evoke the interdependents’ guilt when the story for
a charity opportunity presents a group of victims (vs. a charity story presenting a single
victim) affected by a sudden disaster. People who have an interdependent self-construal
feel more responsible to help others and work hard for social welfare, and we expect them
to pay attention to and show concern for charitable issues involving an ongoing tragedy.

On the other hand, when people with an independent self-construal are willing
to give, they may prefer fulfilling personal interests and accomplishing their own
goals. Charitable behaviors and volunteer services may help independents pursuit
personal autonomy. They may feel that helping a single victim in an uncontrollable and
unpredictable disaster is more likely to accomplish their charitable goals (vs. helping a
group of victims). Besides, compared with a sudden disaster, an ongoing tragedy is not
emergent enough to catch the attention of independents. The independents will then feel
that processing that charity message (an ongoing tragedy) is redundant. Thus, we further
propose that a story of an ongoing tragedy may not matter to independents, whether it
involves a single victim or a group of victims.

To test above-mentioned prepositions, we use a 2 (victim number: single vs.
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group) x 2 (cause acuteness: sudden disaster vs. ongoing tragedy) x 2 (self-construal:
interdependent vs. independent) between-subjects design to conduct three experiments.
Study 1 employs a non-profit context in which a charitable organization sponsors the
donation opportunity. In terms of victim number, we present the single, identified victim
in a story depicting a suffering person. We also present the group of victims in a story
describing a number of unidentified and disadvantaged people need help. As for cause
acuteness, we choose earthquakes as the sudden disaster, and poverty as the ongoing
tragedy. We measure self-construal via a 12-item 7-point Likert scale from Gudykunst
and Lee (2003), with six items for independent self-construal and another six items for
interdependent self-construal. Attitude toward the charity campaign and WTP serve as the
dependent measures.

Study 2 focuses on the context of cause-related marketing, in which the charitable
campaign is initiated by a fictitious company and a thermos bottle is selected as the selling
product. For the manipulation of victim numbers, we present a visual image with one
single victim sitting on a bench and another image with five victims sitting on a bench.
We choose a gas explosion as the sudden disaster, and cancer as the ongoing tragedy. We
manipulate self-construal via a priming task asking participants to read a short article on
life values. Dependent measures include attitude toward the ad, attitude toward the cause-
related marketing campaign, and purchase intention.

In Study 3, we select 2020 Beirut Explosion as the sudden disaster, and Lebanese
Civil War (1975-1990) as the ongoing tragedy. Again, we manipulate self-construal via a
priming task. Specifically, participants complete an online personality questionnaire and
receive predetermined feedback about the implication of their score for their personality.
Participants are then classified as either “focus on themselves only” (independent self-
construal) or “focus on interpersonal relationships” (interdependent self-construal),
regardless of their responses. The following serve as dependent measures: attitude toward
the ad, attitude toward the cause-related marketing campaign, and the monetary amount of
the donation. The mediator of guilt is also assessed.

The results from the three experiments show consistent patterns. When a sudden
disaster is presented, people with an interdependent self-construal feel more positively
toward a story depicting a group of victims, while people with an independent self-

construal feel more positively toward a story depicting a single victim. Nevertheless,
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we find no such differences between the two types self-construal when the story is of an
ongoing tragedy, regardless of victim numbers. In other words, whether the story depicts
a single victim or a group of victims, we find no obvious differences between the reaction
of the interdependents and the independents. We also find that guilt is the underlying
mechanism that explains the three-way interaction effect among victim numbers, cause
acuteness and self-construal.

The current research contributes to the evolving research stream on the “identifiable
victim effect” by examining cause acuteness and consumer differences in self-construal
as boundary conditions. Previous research has focused on the advantageous impacts of
the “identifiable victim effect” and argued that people tend to feel greater empathy and
an urge to help in situations where the tragedy involves a specific, identifiable individual,
compared to situations where the victims are a group of people. On the other hand, this
research considers the effective cue of cause acuteness and the priming effect of self-con-
strual, and suggests that the presentation of a group of victims in a sudden disaster can be
more persuasive than that of a single identifiable victim when the consumers (donors) are
interdependent self-construal. Conversely, charitable giving ads regarding sudden disasters
work for the independents only when the ads are about a single, identifiable victim.

This research also provides new insights into how to promote a charitable issue by
framing the beneficiaries as a single victim or a group of victims, and the psychological
significance of how the victims and the issue are presented. Our findings provide guidance
as to the appropriate framing of the charitable communication in order to promote public
endorsement, enhance advertising persuasion, and to increase donations. Marketers are
likely to be better able to tease out the optimal variant among all the possible ad design op-
tions when they know how to achieve an effective match among victim number framing,

cause acuteness, and consumer self-construal.
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